


Contents
Introduction	2
Main Body	2
Section 1- Overview of the service proposition	2
Section 2 - eCommerce - an online website	5
Section 3- Marketing Strategy	5
Section 4 - Privacy and Data Protection	7
References	8
Appendices – Presentation	9






























[bookmark: _Toc155035463]Introduction 
The current economic situation around the world is impacting people and businesses in different ways, especially the brick-and-mortar businesses, they are impacted in a positive or a negative way. This is the case in the UK too, prices of the products and services like food and energy are rising, inflation is so high, and this is because of the conflict in Ukraine, consequences of the pandemic and climate change. And to adapt businesses are taking advantage of the technology innovation and are moving their businesses online or set up new shops online where they sell their products and services. This is becoming a trend but is a way to embrace technology and survive in this changing economic environment (Trott, 2017). As a result, this pushed many people like me to unemployment and I also took the challenge and opportunity of doing something online to earn some money. Because operating a brick-and-mortar business is very hard with the high operational costs nowadays I decided to set up am online business and offer people physical activity classes as a personal trainer.
This is the reason of writing this report, to put down a plan of opening an online business and offer fitness services to people from home.
The main issues that will consider in this report is the service offered, the ecommerce or the online set up of the service, a marketing strategy to promote the service and the last thing will be the importance of data, security and privacy issues concerning the business.
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Trott (2012) says that the management of all the steps involved in the process of developing new ideas, creating new technologies, producing, and promoting a new good or service is known as innovation. In this case the service provided is not new, but it offers something that is different from the competition out there. As AL-Hakim (2016) states to survive as a company one must offer more than the competition.” Box your way to stay fit” is the name of the company and the personal trainer is using a kickboxing technique style in the exercise routine offered to its customers. 
Moreover, the service provided will be fitness classes with the help of kick boxing techniques in private or small-group training sessions that concentrate on various areas of fitness like flexibility, strength training, endurance training, and general body fitness. These types of exercise is for anyone that wants to stay fit or lose weight. The aim of these classes is to help people stay fit and healthy and maintain a healthy lifestyle through exercise and healthy eating. According to Lance (2015) people under 65 spend more than seven hours a day seated, whether at work, at home, or when travelling  so being inactive is a silent killer as this increases the risks of heart disease, diabetes, obesity, stroke and cancer. And the easiest way to avoid this is “exercise”. 
Because the growth of new technologies contributes to the creation new services, the Covid 19 pandemic brought opportunities like this to offer services from home with the help of technology (Trott, 2017). It pushed people to stay and work from home increasing their time spend sitting and their chances of becoming ill or gain weight. They couldn’t go to gym anymore or walk in the park and turned to exercising from home, either bought their own gym gear or use their garden or attended online classes to try and stay fit. And as the online classes was a trend during the pandemic has pushed personal trainers and gym coaches to work from home and help people stay fit and healthy with their exercise routines. 
Offering this service online is helping people especially through this economic crisis caused by the war in Ukraine and with the cost of living rising from bills to food, the idea of attending exercise classes online is helping people save money by avoiding going to the gym, avoiding paying the membership and travel plus they stay fit. This is an opportunity for the people but for myself as well as a person because is something I would like to do plus it brings money too especially in these times of financial crisis and rising cost of living that is affecting everyone.
The target customers (the STP model)
To find what type of customers will want to buy the fitness services offered by “ Box your way to stay fit” the STP model will be used. This means segmentation, targeting and positioning, is a marketing tool that can help you to analyse the service offered, the advantages of the service and its value and the way you present all these to specific groups, assists you in approaching and providing the best possible customer service (Janse, 2022).
Market Segmentation  
Segmentation is the process of grouping consumers based on their needs and characteristics. Customising this service offered to certain specific markets can Increasing client loyalty and engagement. This can be done in a few ways, by creating groups of markets based on demographics, geographical, psychographics and behavioural ways. Demographically  “Box your way to stay fit” targets the customers of any gender and ethnicity, to be 18 and over of age, with high or low income, no matter their occupation as anyone with a busy work schedule can exercise for at least half an hour. Geographically the target customer will be from the UK but  can be from anywhere in the world if the language they speak is English and it will be a service offered online and anyone with access to a computer or phone can access it. Psychographic criteria applies to people that want to have a healthy lifestyle and want to include exercise in their life, they love physical activity as a hobby or have a specific interest in this type of exercise as it involves kick boxing style exercise which is a martial arts type of sport. Behavioural segmentation can be used to analyse possible customer behaviour, this can be done by using an analytic tool like Google analytics, to collect data related to how customers interact on social media, how they use this type of service and what are the benefits of using this type of service online (MTCT, 2023).
Targeting 
Here choosing the best customer group from the segmentation done above. This is people who want a healthy lifestyle, want to get fit, be fit or lose weight. Any type mentioned here can bring a profit in some way or another to the company. For example people doing this on a daily or weekly basis can bring more profit as those that maybe just want to lose some weight and then stop exercising overall. As today more people are more interested to lead a healthy lifestyle by eating good food and being fit, the customer base can be large. And as long as anyone has access and knows how to use technology, has no major health problems that stops them from doing any sport, the company can offer this service to those wanting to register and take some classes.
Positioning
Positioning is how “Box your way to stay fit” will look in front of customers, how it communicates with them, what strengths and values does it have compared with the competitors out there (Janse, 2022). How it positions itself out there is by creating a value proposition to target specific customers and is using the 4p’s of marketing mix to help the personal trainer take this service on the market. So based on the characteristics and behaviours of the target costumers chosen, the company comes with a value proposition that sounds like this: “Box your way to stay fit” offers private or small-group training sessions that concentrate on various areas of fitness like flexibility, strength training, endurance training, and general body fitness. These types of exercise is for anyone that wants to stay fit or lose weight.  What offers differently then the competition is the use of kick boxing style into the training exercise which is done according to individual needs.
With the help of the 4p’s of marketing mix the company can also understand how to take the service offered on the market. The product/service, price, promotion, and place can help to find what marketing options the company has to offer through their service so it can meet the demands and needs of the customers (MTCT, 2023). The service offered is not unique but different from others by applying kickboxing style into the training sessions done by the personal trainer to meet specific needs of their customers. The price can be dropped to provide access or raised to encourage individuality. To spread awareness, the company will promote using a marketing strategy to advertise, social media platforms and people can search the website through Google engine as well. The place where this service can be accessed is online through the website created. Here people can get in contact with the trainer, book sessions, make payments and use social media platforms Facebook and Twitter to stay connected with the company, leave feedback, or read reviews.
[bookmark: _Toc155035466]Section 2 - eCommerce - an online website 
According to Qin (2010) electronic commerce (ecommerce) is a commercial activity done through a virtual shop on a website that operates in an online environment and lets customers to quickly buy goods and services and is making people’s lives easier today.
To sell the service a website will be created. This will be accessed from the search engine Google. The content on the website is visual and will have some videos too and photos. It will show who the business is and what it does, how the website can be used and how to access the service; it will provide links to subscription and payment methods or access to social media platforms where the company can be found as well.
Card payments used
The payment method used is PayPal. Customers can use pay pal to pay for their classes. Any company that holds, handles, or transfers cardholder data must ensure payment security. The company is aware of the compliance issues and will meet all regulations regarding this. Also customers will be informed that the company complies with the PCI-DSS (Payment Card Industry Data Security Standard) which is a security measure that helps decrease payment card fraud by strengthening security measures surrounding cardholder data (IT Governance. 2022).

[bookmark: _Toc155035467]Section 3- Marketing Strategy 
Fifield (2012) says that marketing is the process or a way of promoting and selling products or services, including advertising and market research. The marketing strategy used by the company to promote and sell the kick boxing style training session service have been mentioned above. They are the STP marketing model with the 4p’s of marketing mix and the Customer Journey.
The STP marketing model as explained in the last section helps to target specific customer groups that are identified that show an inters in the service this company offers. This model is part of the marketing strategy, offering a service that the customer group needs and wants especially build for people who want a healthy lifestyle, want to get fit, be fit or lose weight. To understand the target customers data and customer research will be done through segmentation. 
The 4p’s of marketing mix described above is part of the STP model, included in the positioning part of the model and it can help to find what marketing options the company has to offer through their service so it can meet the demands and needs of the customers.
The Customer Journey is an essential aspect of marketing strategy, serving as a tool for improving customer experience and for better understanding their expectations (Kokins et al. (2021). The company, “Box your way to stay fit” will look at the customer journey map below and design own one to help in the marketing processing as this makes it easier to understand the way a customer takes to decide on the product or service they want to buy. Plus, this tool will help understand the customer experience and how they feel about the service offered and how they interact with the company and is also a way to retain the customers and improve the service offered (Miranda and Watts, 2022).
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Social media promotion
An important part of the marketing strategy is the promotion of this service which is done through its own website and with the help of popular social media platforms like Facebook, Twitter, and WhatsApp. Social media is used to collect information about the customers and the market. These are used to connect and engage with customers, the conversations from these social networks will help the company gather data like feedback through likes, comments, or posts (Saebi, 2015). He adds that Facebook is a free marketing tool and with its own page on Facebook, the company will be able to post pictures and information to promote their service properly and connect with potential customers. Moreover, google adds will be used to promote the company's website and the service offered and increase popularity.
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Using social media platforms to advertise and promote a service comes with risks. These risks are related to the data the customer give when they register their interest on the platforms of the company as all their personal data is being stored on those platforms and as a company “Box your way to stay fit” needs to adopt and understand the risks of information security and the regulations that come with this. Some of the regulations that help a company secure the data of the customers when using the website and the social media platforms are: 
Privacy and data protection
According to the government’s website (2022) The general data protection act 2018 states that any company that uses customers personal data must comply with the data protection principles of the General Data Protection Regulations (GDPR). The act serves as a framework outlining key rights, obligations, and principles that a business must follow. These businesses are responsible for making sure that personal data is handled fairly, lawfully, transparently, and in an ethical and correct manner.
Also under GDPR is the right to erasure this gives the right to the customer, on request, to have all his data deleted by the company that holds it (ICO, 2023).
PECR
For these businesses that send electronic marketing communications, the Privacy and Electronic Communications Regulations (PECR) regulation states that they must obtain permission before using any digital marketing tool to advertise their services. To protect their communication services, this legislation gives the business some privacy rights (Delev, 2021). 
Conclusion and Recommendations
This report was intended to show a plan of an innovative service that can be offered through ecommerce and the idea to create a website and offer kickboxing style training sessions for people interested to stay fit or loose some weight was a perfect opportunity that must take advantage of it. The pandemic left people with no job or in financial difficulty, the war and the cost of living are just some of the challenges that bring advantages and disadvantages to some, and adapting is moving forward. This was a chance and offering this kind of service as a personal trainer is an opportunity that can’t be missed. Of course, this is a challenge but as can be seen from the findings, showing people what you have to offer and the value they can have by using this service is a benefit of their long-term health benefits. A marketing strategy is essential for promoting the online business, and without complying with the privacy and data policies, you can’t start this business because customers are very important, and they need to trust the company that is selling the service and handles their sensitive data. But “Box your way to stay fit” can have success if does the right things for the customers.
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