



	BUSINESS DESCRIPTION / MARKET OPPORTUNITY

A health club that also specialises in weight loss is known as a fitness and weight reduction club, and in this business plan the establishment is called Health Rate. This type of club operates as a company that helps individuals achieve their fitness objectives by providing support and various training options. It offers a variety of coaching and training services, ranging from fitness consultation to workouts for entire teams. Following an investigation into the preferences of the company's clientele, the management of the company came to the conclusion that it would be beneficial to provide e-commerce services. In addition, during the previous three years, growth has occurred in the health and fitness industry. More than sixty-five percent of customers now prefer doing their workouts online. According to Thompson, over two-thirds of the population is overweight and needs to participate in vigorous exercise in order to maintain a healthy weight (2018). E-commerce weight reduction services represent, as a result, the most attractive franchising possibility in this sector of the industry. Additionally, he says that seventy-five percent of service providers have failed to deliver adequate training services through online channels, despite opportunities to do so. 
The company has identified a segment of the market in which it can excel, bringing advantages not only to itself but also to its clientele. It has developed novel concepts such as Strava GPS, Runkeeper, and Walker in order to give prospective clients with foundational, build, and burn activities. These exercises are intended to improve the user's overall fitness level. It has built a variety of applications in order to fulfil its core goal of supplying high-quality, competitively priced e-commerce fitness services that attract and retain a big user base. This has been accomplished through the development of a number of applications. To put it another way, the management team is dedicated to providing exceptional service to the company's customers. The mission of the organisation is to meet the needs of people of varying fitness levels and health standards by providing a range of services. 







	INDUSTRY ANALYSIS

E-commerce fitness services are something that the company provides as a way to differentiate itself from other service suppliers. In order to fulfil the requirements of the clientele, this method delivers separate programmes that are capable of running on desktop computers, mobile devices, and tablets. In addition, the company has formed partnerships with IBM Bluemix and Amazon Web in order to provide entire virtual services anytime, anywhere, and through any device (Rushton, Croucher and Baker, 2022). 
The organization's primary target demographic is those who are obese because obesity has evolved into a chronic illness that necessitates ongoing activity to preserve physical health. According to Swift et al. (2018) and Kushner (2018), the same percentage of adults aged 25 and older are obese, whereas the other percentage, which is 80%, are overweight. She goes on to say that 85 percent of folks do not exercise enough in order to lose weight through physical activity. The organisation places a high value on making available to these folks activities that are considered to be of a moderately difficult nature, such as yoga, soulcycle, hoop, and pure barre dances. 

Supplier negotiating power:
Raw materials are procured by the vast majority of companies operating in the travel and leisure sector from a wide range of different sources. It is possible for suppliers who dominate their industry to cut into the profit margins of The Health Rate club. Strong providers of consumer services use their negotiation leverage to demand higher rates from firms in the travel and leisure industry (Thennakoon, 2020). These businesses include hotels, cruise lines, and theme parks. Increased bargaining power on the part of suppliers frequently has a negative impact on Travel & Leisure's overall profitability. establishing trustworthy relationships with vendors whose operations are dependent on the company The Health Rate club can benefit from looking at how corporations like Nike and Wal-Mart have established relationships with third-party manufacturers so that those manufacturers' businesses are completely reliant on them. As a direct consequence of this, the bargaining strength of third-party producers is far lower than that of Nike and Wal-Mart. 
Buyer purchasing power:
Customers have a tendency to be a demanding bunch. They want to spend as little money as possible while still getting their hands on the greatest things they can find. Because of this, The Health Rate club profitability over the long run was negatively impacted. As the Health Rate club client base gets more concentrated and powerful, the customers of the company have more leverage to negotiate and can demand larger discounts and incentives as the company's customer base continues to grow (Thennakoon, 2020). 
Threat of substitutes:
The profitability of an industry is negatively impacted whenever a new product or service meets a comparable client need in a manner that is different from what was previously offered. Services that store data in the cloud, like Dropbox and Google Drive, can be used in place of traditional storage media (Teece, 2010). If an alternative product or service delivers a value proposition that is notably distinct from the options now available on the market, then it poses a major threat. 
Rivalry:
Because of the high competition among the current businesses in the industry, there will be a drop in prices as well as a loss in the total profitability of the sector. The Travel and Leisure industry is one of the most cutthroat business environments there is, and The Health Rate club operates within this market. The entire long-term profitability of the company is impacted as a direct result of this rivalry (Thennakoon, 2020). 


Competitive Rivalry: who are your main competitors and how can you differentiate yourself from them

	Name of competitor
	Differentiation

	Competitor 1 

	Gym Group PLC

	Competitor 2

	PureGym

	Competitor 3

	Muscleworks Gym







	OPERATIONS AND MANAGEMENT TEAM 

The fitness and weight loss club has a decentralised management team, which improves communication between managers and enables them to provide services in a more time and cost-effective manner. While a large number of organisations have management systems that are centralised. The organisation has a director who is responsible for organising training programmes, keeping the gym clean, and keeping an eye on the budget. It is equipped with a knowledgeable fitness manager that keeps track of the clients' workouts, supervises individual or group training sessions, and utilises clients' input regarding their workouts to build a variety of programmes. In addition, the company has a public relations manager on staff, and it is this individual's job to cultivate positive relationships with the company's customers. This individual devises marketing strategies with the goal of informing the general public about the availability of fitness services and of locating novel weight reduction solutions that are in line with the requirements of consumers. 


	Name 
	Skills
	What do they bring to the firm

	Lazhezar
	Management
	Owner of business

	-
	Human Resources Manager
	Keeping staff in check

	-
	Marketing Manager
	Promotion and marketing

	
	
	







	MARKETING: The Four P’s must be used to describe your marketing strategy

Product: Brief description of your product

A fitness and weight loss club provides its members with a variety of coaching and training services, such as group activities, individual training, and fitness counselling. These services are developed by qualified personal trainers in order to assist trainees in accomplishing their goals. It especially gives fundamental, burn, and develop actions that support personal growth without sacrificing health, assist a person eat roughly 2000 calories per hour, and shape or slim the body as desired. These actions stimulate personal development without compromising health. 

Price: How much would you charge for your product and what is the basis for the price chosen?

The administration of the club has incorporated all of the club's price structures into the overall plan for the club's operations. Its pricing structure is both flexible and affordable, which makes it appealing to people who are interested in fitness and other related topics. People who join up for annual memberships are eligible for discounts, and the organisation also offers Christmas-themed coupons, prizes, and vouchers as a way to lure additional individuals to become clients. 


Promotional Mix: What techniques would be used in promoting your product?

The organisation has built integrated marketing communications in order to deliver a consistent experience to its many different customers in order to facilitate successful interaction between these clientele and the company. In order to provide clients with consistent messaging, it has merged all marketing strategies, such as sales promotion, advertising, direct marketing, public relations, and social media. As a result, the business has developed applications for visual engagement on the platforms Pinterest, Periscope, and YouTube. In addition to this, it makes use of advertising and public relations in order to seize and maintain a sizeable piece of the market's influence. In a similar vein, the organisation makes use of operational customer relationship management in order to bring in new clients and maintain the ones it already has. 

Place (Distribution strategy): How would your product be distributed?

The strategy provides assistance to administration in the process of automating service delivery, which paves the way for the supply of high-quality fitness services that strengthen ties with customers. The strategy comprises the administration of client calls, messages, issues, and service labels, as well as the utilisation of key performance indicators for the purpose of evaluating the quality of service (Linken et al. 2018). In addition to this, the corporation makes use of a marketing information system, such as database marketing, in order to digitise, gather, and store substantial data on particular clients. After that, this information is put to use to determine pricing groupings and to highlight possible outcomes (Teece, 2010). The strategy assists management in recognising trends and precisely focusing services, which ultimately results in an improvement to the delivery of services. 





	FINANCIALS 

Sources of funds: where would you be getting funds from?

The fitness and weight loss club's budget, as well as their projected revenues and expenditures, are broken out below for your perusal. The evaluation of a plan provides information that is helpful to the commercial activities of an organisation. As a result, the health club that specialises in weight loss and fitness evaluates its comprehensive business plan based on a range of different success measures (García-Fernández et al., 2018). Using data collected through digital marketing, the organisation keeps a close eye on, measures, and assesses how effective its various marketing efforts are. For the purpose of assessing the efficiency and applicability of marketing campaigns, it makes use of metrics and tools such as the sources of web traffic, the customer lifetime value, the number of repeat visits, and the reaction rates. Additionally, service providers aid organisations in accomplishing their goals by providing assistance in this area. By analysing monthly calls and emails, as well as service performance and the average profit margin, fitness and weight loss clubs are able to determine the overall profitability of service providers (Gibson, Wagner, & Heyward, 2018). It also adds that monitoring and regulating internet platforms is difficult because there are many different sources of data to monitor and govern. E-commerce data, such as revenue per visitor, product views per session, unique online buyers, and on-time delivery, are used in order to keep the company competitive and market its services in the appropriate manner.


Use of funds

	
	Month 1
	Month 2
	Month 3
	Month 4
	Month 5
	Month 6

	Revenue (from your operations and marketing section)
	0
	1500
	3000
	6000
	12000
	24000

	Fixed Costs
(List out your fixed costs)






	Space rent – 2500
Staff salaries – 10000
IT management – 2000

	Space rent – 2500
Staff salaries – 10000
IT management – 2000

	Space rent – 2500
Staff salaries – 10000
IT management – 2000

	Space rent – 2500
Staff salaries – 10000
IT management – 2000

	Space rent – 2500
Staff salaries – 10000
IT management – 2000

	Space rent – 2500
Staff salaries – 10000
IT management – 2000


	Variable Costs
(List out your variable costs)








	Marketing and operations – 1000
Equipment management – 1000
Cleaning service – 800
Supplies – 1200


	Marketing and operations – 1000
Equipment management – 1000
Cleaning service – 800
Supplies – 1200

	Marketing and operations – 1000
Equipment management – 1000
Cleaning service – 800
Supplies – 1200

	Marketing and operations – 1000
Equipment management – 1000
Cleaning service – 800
Supplies – 1200

	Marketing and operations – 1000
Equipment management – 1000
Cleaning service – 800
Supplies – 1200

	Marketing and operations – 1000
Equipment management – 1000
Cleaning service – 800
Supplies – 1200


	Profit 
	· 18500
	-16000
	-15500
	-12500
	-6500
	5500
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