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MelGym

Executive summary
The following report has discussed multiple aspects regarding specific business operations of a new and small fitness company in the UK. The BCG matrix has been applied to the products and services to determine the growth opportunities along with an overview of the respective business. Other than that, there are multiple frameworks that have been used such as the SWOT and PESTLE analysis. Moreover, the Ansoff growth matrix has also been used in the report to analyse the growth opportunities with some strategies. Furthermore, some general recommendations have also been highlighted as well for better establishment of the respective business and increase their growth in the market. 
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[bookmark: _Toc160208741]Introduction
Companies need to set long-term goals to gain competitive advantage and accomplish success. Moreover, they can only achieve these long-term goals by acknowledging the significance of strategic management. Business professionals need to implement different aspects of their strategic management in order to drive their companies towards progress. The overall system and different factors related to strategic management will be evaluated in the context of MelGym which will be opened soon in Bristol, England. Moreover, the following context will first provide a business overview of this start-up gym named MelGym. After that, the following segment will critically evaluate the current strategic direction of this startup business. Other than that, the external and internal business environment of MelGym will be depicted with the help of specific tools, such as PESTLE and SWOT. Moreover, the study will conduct a stakeholder analysis along with critically assessing the expectations of specific stakeholders of MelGym. Other than that, the context will highlight the strategic growth choices of MelGym in markets with the help of specific frameworks.



[bookmark: _Toc160208742]Overview of MelGym 
MelGym is a service-based business that allows people of the respective country to create a membership with a specific company and use the specific services provided by a gym. MelGym will allow the respective people to come to the gym premises and use their desired gym products such as treadmills and multiple others. It will have all kinds of gym equipment for the people for their workout sessions. Moreover, the respective business will also provide specific trainers for the members of the gym for training sessions. This business will have its headquarters and first service-based premise in Bristol. It will allow them to grab the required number of customers as it can be seen that there is a huge number of people who are health-conscious and like to go to the gym most days (Thompson, 2022). There will be about a few employees at the beginning stages of the business launch. This is because there will not be many operations at the start and along with the increase in the business operations, the respective labourers and employees will also be added or hired. 

[bookmark: _Toc160208743]MelGym’s strategic directions 
[bookmark: _Toc160208744]Highlighting the BCG growth matrix 
There are various strategies that the respective business might be using in order to promote their business products and services. The below section will highlight the BCG growth matrix with respect to the products and services the respective business will offer to its customers. BCG's growth matrix mainly helps the respective businesses determine their strategic position in the specific market. It mainly has four different components such as the star, question mark, cash cows and dogs (George, 2022). 
Current Strategic Direction[image: ]
Figure: BCG growth matrix 
Source: (George, 2022)


	Market growth rate 
	Star 
High-intensity interval training. 
	Question mark 
Services of nutrition counselling. 

	
	Cash Cows  
Standard Gym memberships 
	Dogs 
Sales of different merchandise.  

	
	Relative market share 






Evaluation based on the above table of the BCG growth matrix 
The respective business has multiple products and services for the customers and some of those aspects have been highlighted in the above table. The BCG growth matrix shows four different components that determine the strategic position of the specific business entity. 

Star 
[bookmark: _Hlk160799654]The component named star discusses the products or services that have high market growth opportunities as well as high capability of market share. In this case, the training and similar services can be considered as it can be seen that most of the people in the UK have become health-conscious and want to get trained and improve their health and immunity (George, 2022). 

Question mark 
This particular component describes the specific services that have a high opportunity for growth but have a low amount of market share. In this case, the services that can be considered is the nutrition counselling. This particular service has a high opportunity as people of the respective country want a trainer who can guide them with proper diets and other requirements. However, it has a low percentage of market share (George, 2022). 


Cash cows 
This component highlights the products that have low market share as well as low market growth. In this case, the service of the respective business entity that can be considered is the gym membership for the people of the UK. These memberships can be seen to have a high market share but low market growth opportunities (de Felipe Toro, 2020). 

Dogs 
Ultimately the component named dogs suggests the products and services that have low market growth and also low market share. In this case, the respective business’s merchandises are considered to come under this section (de Felipe Toro, 2020). 
Overall, from the above table and discussion, it can be seen that the respective business might think of investing in trainers and training programs and also offer services for people to come to the gym for workouts and other similar sessions. 

[bookmark: _Toc160208745]Determining some environmental scanning tools to analyse the external and internal environment
[bookmark: _Toc160208746]Highlighting the PESTLE framework to analyse the external environment of MelGym 
The PESTLE framework is mainly used by different kinds of businesses to understand the particular aspects that influence business operations in the respective country. The below section will focus on different kinds of positive and negative aspects within the 6 factors that are impacting the business operations of MelGym. 
[image: PESTLE Analysis Example - Management Weekly]
Figure: PESTLE Analysis 
Source: (Bloomfield and Steward, 2020)

Political factors 
Positive impact: MelGym is a specific company that provides different kinds of services that a person can get in a gym. The recent change in the governmental body in the UK has impacted the respective business sectors due to the political instability, however, Rishi Sunak has been doing well in implementing the strategies to stabilise the political conditions of the respective country and is quite successful in that (Bloomfield and Steward, 2020). 
Negative impact: One of the negative impacts of political factors on the specific business industry is that there are changes in local regulations or policies regarding health and fitness businesses. This might include zoning laws affecting where gyms can operate, licensing requirements, or changes in tax policies that impact the gym's operations or costs. This might impact the operations of the respective businesses in the fitness industry (Bloomfield and Steward, 2020). 


Economic factors 
Positive impacts: the government of the UK can be seen offering small businesses the required funds during unfortunate situations. This might impact the respective businesses in the UK with their sustainability in the market. 
Negative impacts: The economic condition of the United Kingdom was devasted during the pandemic situation with a high inflation rate as well as the Brexit period. Due to the Brexit period, businesses were unable to trade with European countries and the import and export businesses were also restricted. Therefore, due to the pandemic situation and the Brexit conditions, the inflation rate in the UK is still revolving around 5% which is considered high. This can impact the respective business entities in the fitness industry (Mayer, 2021).

Social factors 
Positive impacts: Businesses in the fitness industry have few services to offer to their customers. In this context, people can be seen preferring different kinds of health-related items and are becoming more health-conscious. This can allow the respective business to attract more people towards their services and increase their sales and income (He and Harris, 2020). 
Negative impacts: In terms of the social aspects, it can be seen that there is always a change in the trends and preferences of the customers from time to time. this might impact the respective businesses in terms of the services that they need from the specific businesses. 

Technological factors 
Positive impacts: Technologies and innovations are increasing in specific countries at a huge pace. Therefore, the respective business organisation can utilise the advantages of the new technologies to improve their business management such as payments gateways, managing business operations and others. Other than that, they can also use different online platforms to promote their business operations and services (Orazalin and Baydauletov, 2020). 
Negative impacts: Implementation of new technologies and online softwares poses multiple benefits for the respective businesses in the country. The respective business might also face multiple challenges with the implementation of different technologies and that is regarding the cyber attacks and loss of data. This specific aspect of cyber attacks and loss of data can be stated as a huge negative impact on specific business operations. The specific business might also face loss of customers due to the loss of trust. 

Legal factors
Positive impacts: Following the laws in the UK such as the Health and Safety Act can help the respective businesses gain trust among the customers, increase their customer satisfaction and ultimately help them to increase their sales and income over the years (Rodrigues, 2020). 
Negative impacts: In terms of negative aspects, if the businesses in the fitness industry fail to follow any kinds of laws and regulations, the respective businesses can face strict actions such as fines in huge amounts and also shutting down the respective business operations as well. 

Environmental factors
Positive impacts: One of the positive impacts, in this case, is that the respective business can use various sustainable products for their business operations that can attract more customers towards their business operations and services (Nolden et al., 2020). 
Negative impacts: According to the environmental laws and other companies that have already taken initiatives to preserve the environment, there might be more competition in the market. along with that, implementing environment-friendly approaches for a new small business might be difficult in terms of capital and other aspects. 

[bookmark: _Toc160208747]Conducting a SWOT analysis to acknowledge the internal environment of MelGym
This SWOT assessment will aid in identifying the strong and weak zones of the aforementioned start-up gym along with evaluating its potential threats as well as future opportunities.
	Strengths
	Weaknesses

	1) Business planners of MelGym will focus on organising unique fitness classes for their potential clients along with rendering more time slots and diversifying fitness classes depending on the feedback of their potential clients.
2) Business planners of this startup gym will focus on providing free membership to their first 10 clients and then charge them on a yearly basis. Other than that, the gym will also provide membership at a cheaper cost as compared to other gyms in Bristol (Mendoza, 2024).
	1) Collecting sufficient funds can be an issue for this start-up since it will require an enormous amount of capital to purchase its gym equipment and hire gym trainers.
2) Hiring talented trainers and other staff can be difficult for this new business. Therefore, this company needs to invest in training and development for its staff.   

	Opportunities
	Threats

	1) Business planners of MelGym need to acquire a strong online presence in terms of attracting more customers. Therefore, the start-up needs to invest in marketing opportunities, such as improving the website and opening accounts on various social media platforms (Sweeting, 2024).
2) Since people are becoming more and more health-conscious, MelGym should organise more wellness programs, provide nutritional guidance, as well as introduce mind-body classes in order to cater to the needs of these clients.   
	1) This new gym can encounter issues due to its competitors in the market of Bristol. Competitors like PureGym, Power and Fitness Gym, JD Gyms, Harbour Health and Fitness Club and others can give tough competition to this new gym. 
2) Economic downturns can result in financial uncertainty which can lead to decreased memberships since people often cut back on their unnecessary spending during this time (Spraul, 2023). 




[bookmark: _Toc160208748]Highlighting an analysis of the stakeholders of MelGym and their relative power
[bookmark: _Toc160208749]Analysing the stakeholders
Analysing all the stakeholders of the respective business will discuss all the potential stakeholders that it has. MelGym is a body fitness business in the country that has different types of stakeholders like its owners, employees, customers, suppliers of the equipment and more (Pettigrew et al., 2019). All of the people are directly or indirectly connected with it and they also can have an effect on the gym business. In order to highlight the relative power of the stakeholders in the business, a detailed structure of the power grid and its analysis will be done below. 
[bookmark: _Toc160208750]The relative power of the stakeholders
After identifying all the stakeholders, they will be prioritised according to four different segments. A power grid will be designed and presented for the stakeholders along with the intensity of their power and interest (Lähdesmäkiet al., 2019). 
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Figure: Power grid
Source: (Balane et al., 2020)
According to the above diagram, it can stated that there are four segments that discriminate against the power grids of the stakeholders. 
High power and high interest: There are certain types of stakeholders that have direct connections with the business. These stakeholders have a high interest in the business and they have the biggest control over the business. These people can leave a huge impact on the business as they are on the highest power and interest grid (Balance et al., 2020). The management and owners of the MelGym are this type of stakeholders. They are the major decision-makers of this company and therefore they have high power. Besides that, their interest is the highest as they own and manage the business and make profits from it. 
High-interest low power: In the image, there is a quadrant that highlights some of the stakeholders having high interests and low power. In the respective business, the major suppliers of the equipment and the employees of the gym are this type of stakeholders. As these people are directly connected with the condition of the business, therefore, they have a high interest in it (Silvius and Schipper, 2019). However, they are employees and suppliers and for that, they do not have enough power in the business. The management of MelGym should maintain all the rules and ethics for the employees and suppliers.
Low interest and high power: This is the third quadrant of the power grid that states these types of people do not have a high amount of interest but have a high power in the business. The customers and investors of MelGym will have a low interest in the company. If the company faces any issue, they can shift their interest to some other gym. However, these people can have a good amount of control over the business. The sales and profit of the gym depend on the customers and if they leave, MelGym will face financial issues. The investors also can lower the investments in this business and that also can make the business face a financial crunch. 
Low power and low interest: The general employees of the company like the admin or front desk, belong to this certain type of stakeholder. These people do not have a high power or interest in this business (Bottero et al., 2020). They are just doing their job here and in case of any issue, they can switch their jobs. Besides that, these people also do not have any power or control in this business. They are just instructed to do their work according to the management of MelGym. 

[bookmark: _Toc160208751]Discussion on the strategic growth strategies of the business and highlighting a certain strategy for future development
[bookmark: _Toc160208752]Evaluating the strategic growth for MelGym 
[bookmark: _Hlk160800633][bookmark: _Hlk160800656]The management of MelGym will take multiple strategies that can help the business in its strategic growth. In order to do that, the Ansoff Matrix will be designed and different sections will be identified that are needed to be developed. Ansoff is a 2x2 strategic framework that will help the respective business go beyond its usual processes and prioritize some operations for its growth. 
[image: ]
Figure: Ansoff Matrix
Source: (Kukartsev et al., 2019)
Market development: This is the primary stage in the matrix that states the business needs to sell a higher number of products or services to a new customer base. The management of MelGym might concentrate on providing their existing services to a different type of customer. The gym can spread its business in different parts of the country. For this expansion, they will be able to meet different types of people (Clarissia, 2020). They will look for the requirements of those people and provide services accordingly. 
Market penetration: It is the strategy of selling the existing products and services to the existing market of the company. The management of MelGym will try to increase their customers in the respective locations where they are operating. To do that, they might change their pricing strategy and introduce new schemes to attract people towards them. The management can also implement some good marketing channels to increase the number of customers. 
Product development: This is another strategy that MelGym should take to improve its business condition in the market. The respective businesses have already grabbed a certain market in the country. To increase sales, the management can introduce a new range of products or services. The business can install new types of advanced gym equipment that can attract existing customers and make them stay there (Kukartsev et al., 2019). Besides that, the management also can provide some other fitness services like Yoga, Zumba Dance and Kettlebell. Seeing this diverse range of services, the customers will become loyal to the company and that will improve the business conditions of MelGym. 
Diversification Strategy: This is the final quadrant of the Ansoff matrix that highlights selling new products towards new employees. This is the riskiest strategy among all of the others as the business is going to introduce a certain range of new products to new customers and they might not prefer the new products. While stepping into different parts of the country, the respective businesses will face some changes in the people. However, the changes will be minor, and this related diversification will help them to spread their business. 

[bookmark: _Toc160208753]Suggesting a new strategy
Introducing new services: MelGym can adopt this strategy to develop its business in the market of the country. Being a gym business, it can provide some new fitness services to people. Zumba dance and Yoga are some of the major fitness exercises of different formats that people like (Bustinza et al., 2019). Not all people are fond of the gym and therefore, they can do yoga or Zumba to stay fit. This will help in attracting new customers, retaining the existing ones and growing the business. 

[bookmark: _Toc160208754]Evaluating some strategic recommendations for MelGym
[bookmark: _Toc160208755]Challenges of the business
MelGym might face different types of challenges in the market and those challenges can affect the business in different ways. One of the major challenges is the high competition as there are a lot of gyms in the country and those gyms have their dedicated consumer base. Thus, making a strong ground for MelGym might be very difficult. Besides that, a lack of advanced equipment and technologies can also divert customers towards other gyms (Andreucci, 2020). The respective business might also face issues with a lack of investors. Lower investments will face a financial crisis and that can create barriers in the way of their development. Another issue that the respective gym can face is the safety issues for the customers after the pandemic. With gyms being shut down by the government during the pandemic, some people might feel uneasy about returning, leading to a drop in MelGym's business.

[bookmark: _Toc160208756]Highlighting some recommendations for MelGym
Approaching investors: The management of the gym business can approach potential investors to gather investments for their business. Getting investments will help the business to develop all its operations (Kabeyi, 2019). This will also help the management to equip new and advanced gym equipment for their customers. The customers will also feel comfortable and satisfied while working out there. 
Developing marketing channels: The business will face a lot of competition in the market. For that reason, they should attract new customers and developing the marketing channels will help them to do that. In this modern era, MelGym should focus on providing its advertisements online. Most people use social media and the internet, and the advertisements will catch their eyes. The management also should provide information related to affordable prices and advanced equipment in the advertisements. This will make the people compare the business with others and have trust in the new business. 
Maintaining safety and hygiene: The management of MelGym should maintain hygiene inside the gym premises. After the pandemic, people feel uncomfortable in public and for that, proper sanitization should be done in the gym (Andreucci, 2020). Cleaning and disinfecting are some of the protocols that MelGym should maintain to provide a better and healthier environment for their customers and make them feel safe there. 

[bookmark: _Toc160208757]Conclusion 
The report in the above section has discussed different kinds of aspects related to a new business in the fitness industry named MelGym. The respective business offers different kinds of services for the people and customers of the UK. Some of the products and services are like training programs for people regarding workouts and staying fit, merchandise and other aspects. Other than that, the BCG growth matrix has highlighted with different products or services they offer and determines the growth opportunities for the respective business in the market. In addition to that, the PESTLE framework and SWOT framework have been used to determine the external and internal environment of the respective business and its industry. Social aspects and technological aspects can provide better opportunities for the respective business and others like the legal, environmental, economic and political conditions might impact the respective businesses in the fitness industry in a negative manner. Later than that, the power of different stakeholders in the specific business has been elaborated. Moreover, the Ansoff growth matrix has been evaluated to analyse the market conditions and growth opportunities with suggestions for improvement of the business in the market. Furthermore, some general recommendations for the respective business have been included in the report. 
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MelGym is a service-based gymin
Bristol, offering memberships for
access to various workout equipment
and personal training sessions. With a
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seeking fitness solutions. Initially, the
business will start with a few
employees, gradually expanding as
operations scale up.




image7.JPG
The BCG growth matrix shows four different
components that determine the strategic

position of the specific business entity

Star: High-intensity interval training (HIIT).

Question mark: Services of nutrition

w
<
o
§
2
o
2
i
x
o
<
=

counselling.

Cash Cows: Standard Gym memberships.
RELATIVE MARKET SHARE

Dogs: Sales of different merchandise.

Figure: BCG growth matrix
Source: (George, 2022)




image8.JPG
PESTLE ANALYSIS

POLITICAL
ECONOMIC
SOCIAL
TECHNOLOGICAL
LEGAL
ENVIRONMENTAL

STRENGTH WEAKNESS OPPORTUNITIES THREATS

(Bloomfield and Steward, 2020)




image9.JPG
Political: changesin local regulations or policies regarding health and fitness businesses. This might

include zoning laws affecting where gyms can operate, licensing requirements, or changes in tax
that impact the gym's operations or costs. Additionally, government initiatives promoting.

health and fitness could influence-the gym's marketing strategies or community engagement efforts.

Economic: the government of the UK can be seen of fering small businesses the required funds during
unfortunate situations.

Social: people can be seen preferring different kinds of health-related items and are becoming more
health-conscious.

Technological: utilise the advantages of the new technologies to improve their business

Legal: Following the laws in the UK such as the Health and Safety Act can help the respective
businesses gain trust among the customers.

Environmental: can use various sustainable products for their business operations that can attract
‘more customers towards their business operations and services (Nolden et al., 2020).
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Strategic Growth Choices

Market development

This is the primary stage in the matrix that states
the business needs to sell a higher number of
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The management of MelGym might concentrate on
providing their existing services to a different type
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This is another strategy that MelGym should take
to improve its business condition in the market.
The respective businesses have already grabbed
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the management can introduce a new range of
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services to the existing market of the company.
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MelGym might face different types of challenges in the market and those
challenges can affect the business in different ways. One of the major
challenges is the high competition as there are a lot of gyms in the country
and those gyms have their dedicated consumer base.
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Besides that, a lack of advanced equipment and technologies can also divert
customers towards other gyms (Andreucci, 2020).

Another issue that the respective gym can face is the safety issues for the
customers after the pandemic. With gyms being shut down by the
government during the pandemic, some people might feel uneasy about
returning, leading to a drop in MelGym's business.
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Recomandation

Approaching investors: The management of
the gym business can approach potential
investors to gather investments for their
business.

Developing marketing channels: The
business will face a lot of competition in the
market. For that reason, they should attract
new customers and developing the
marketing channels will help them to do that.
In this modern era, MelGym should focus on
providing its advertisements online.

Maintaining safety and hygiene: The
management of MelGym should maintain
hygiene inside the gym premises. After the
pandemic, people feel uncomfortable in
public and for that, proper sanitization should
be done in the gym (Andreucci, 2020).
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Conclusion

The Presentation examines various aspects of
a new fitness business called MelGym in the
UK. It offers services such as workout
programs and merchandise. The BCG growth
matrix assesses growth opportunities for its
offerings. PESTLE and SWOT frameworks
analyze external and internal environments,
with social and technological factors offering
opportunities while legal, environmental,
economic, and political factors pose potential
challenges. Stakeholder power is discussed,
and the Ansoff growth matrix evaluates market
conditions and growth possibilities, providing
recommendations for business enhancement.
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