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Executive Summary

The following report will be a case study analysis reviewing the marketing strategy of a chosen leisure company, it aims to critically analyse their current marketing strategy, evaluate how effective or ineffective the existing strategies are utilising strategic frameworks and conclude with recommendations going forward for all stakeholders involved. A case study according to Saunders et al, 2019 can be described as a ‘Research strategy that involves the empirical investigation of a phenomenon within its real-life context, using multiple sources of evidence.’ 

The focus area of the report will be the organisations marketing strategy, the frameworks used for analysis will include the Marketing Mix (7 P’s), a strengths, weaknesses, opportunities and threats analyses (SWOT) and Porters Five Forces. The Cambridge Business English Dictionary describes a ‘framework’ as representing both ‘a system of rules, ideas, or beliefs that is used to plan or decide something’ and ‘a supporting structure around which something can be built’, both definitions can apply. These structures will be used to assess both the internal and external factors affecting the organisation, aiming to evaluate the effectiveness of the current strategies. Strategy is defined by Paley, 2019 as ‘the art of coordinating the means (money, Human Resources and materials) to achieve the ends (profit, customer satisfaction, and company growth) as defined by the organisations vision, policies, and objectives.’    

Introduction

The chosen leisure company for analysis is ‘Plas Pilates’, they are a Pilates studio situated in Cardiff who specialise in rehabilitative Pilates together with providing all other classifications of Pilates. They have long standing experience and expertise in helping their clients attain a variety of prehabilitative and rehabilitative personal fitness goals, their expertise also spans through postural awareness and technique improvement (Plas Pilates, 2023). They have recently relocated from London to Cardiff to provide a state-of-the-art studio in the city centre, and with regards to marketing, Plas Pilates have both active facebook and instagram accounts, and a website through which they promote their organisation, all of which will be mentioned throughout the analysis. 

Strategy conductive to success can be described through four main points: setting consistent and long-term goals, profound understanding of the competitive environment, objective appraisal of resources and effective implementation (Grant, 2021). Strategic challenges to be highlighted for Plas Pilates primarily relate to their relocation, they include the need to build a new clientele, coupled with the speed of their adoption to a new studio, new competitor behaviour analyses, maintaining a strong brand identity, and the possible need for new sustainability angles. Strategic opportunities for the organisation include the benefits of starting fresh with a new client base and rebranding, new stakeholder relationships and sponsorship deals, technological marketing advantages, new pricing strategies, and leveraging customer reviews and testimonials. Both the challenges and opportunities will be further analysed in the report through strategic frameworks in relation to the organisations marketing strategy. 

When considering a marketing strategy, first you must consider the type of marketing your organisation requires; Business-to-business (B2B) or business-to-consumer (B2C), an organisation like Plas Pilates would benefit from B2C type e-commerce which markets directly to the consumer through various online avenues. A 2001 paper written by Jewels and Timbrell describes B2C e-commerce as ‘an exchange between producers and end consumers of goods, services and explicit knowledge about goods and services (or information about consumers) for available consumption in return for the actual or potential payment of monies.’ Following determining this, it is established that the organisation is primarily using a digital marketing strategy, over traditional methods, in this case Plas Pilates focuses on both content and social media marketing techniques to showcase their business. Content marketing can be described as a ‘contemporary marketing paradigm with many long-term benefits such as building brand loyalty by engaging with the target audience with valuable content without employing promotional techniques’ (Du Plessis, 2017). Digital marketing, especially through social media platforms, is a hugely beneficial tool for contemporary businesses as it is a convenient, and cost-effective marketing strategy that has the ability to reach a wide demographic and can have a large impact on the growth of an organisation. Supporting this, a study conducted by Khan and Siddiqui in 2023 states that ‘in today’s time, social media channels such as Facebook, Twitter, Google and other social media firms have successfully transformed the attitudes, and perceptions of consumers and in the end helped revolutionise many businesses.’          

Critical Analysis

As mentioned above, the organisations marketing strategy seems to focus primarily on digital content and social media marketing, and also a percentage of word-of-mouth marketing which is more down the traditional route and confined to the local community. Methods of traditional marketing also include print advertisements, such as newsletters, billboards, flyers and newspaper print ads and can be described as a collective process where individuals or groups exchange goods or services based on their needs and wants (Nekatibeb, 2012).

A strengths, weaknesses, opportunities and threats (SWOT) analysis is provided below scrutinising the organisations strategies and challenges in order to assess the effectiveness of their current methods. A SWOT analysis is considered to be beneficial due to its identification of strengths and opportunities to capitalise on, and the recognition of the weaknesses and threats to improve on, supporting the evolution of the organisation. The SWOT analyses method for business is described as one of the oldest and most widely adopted strategy tools worldwide (Puyt & Wilderom, 2023).

	Strengths
	Weaknesses

	· Strong brand identity.
· Strong, comprehensive and informative website with online booking system.
· Highly experienced teachers.
· Teaching courses available (however not greatly marketed).
· Customer reviews and testimonials.
· Brand new state-of-the-art studio, high level equipment and reformer machines.
	· Not fully established in Cardiff yet.
· Not a huge clientele in new location.
· Currently not utilising free online marketing platforms (social media) to the highest degree.
· Maintaining a strong brand identity in a new area.
· 

	Opportunities
	Threats

	· Technological advantages – utilising social media marketing, both facebook and instagram to reach different demographics.
· [bookmark: _Int_TrPVAdbU]Much smaller competition pool.
· New pricing strategies.
· Rising popularity of Pilates.
· Leveraging customer reviews and testimonials.
· New stakeholder and sponsorship links.
· Possible rebranding opportunity.
	· New competition in new location - behaviour analysis needed.
· Slow adoption to new studio.
· Rising rental, equipment and labour costs.



The current strengths of the business include having a strong brand identity, an effective website, powerful customer reviews and testimonials, and a brand-new studio with high level equipment, all of which can be built on to strengthen the business in its relocation. The success of these points can be measured through social media and website metrics and the popularity of classes through consumer numbers, when quantifying this data, the organisation can put key performance indicators (KPI’s) in place in order to continuously consider their progress. A KPI can be described as ‘a measurement which evaluates how a company executes its strategic vision’, and they should both be easy to understand and able to adapt to changing times (Warren, 2011). Implementing KPI’s is a strategic decision that the business will reap many benefits from, enabling them to pinpoint weaknesses for improvement by providing a framework for measuring their potential success is important for growth, consistent evaluation of procedures is crucial for positive change.     

[bookmark: _Int_h1zufQiV]The strengths highlighted in the SWOT analysis convey the current effectiveness of the strategies used by the organisation; via social media stories they display fully booked classes, clearly signifying their popularity both as a marketing tool and a general announcement for consumers, their usage of positive consumer testimony is evidence of their success and a strong tool to inspire people to invest in their business, being in possession of a brand-new state-of-the-art studio is also a strength that the organisation can exploit via social media platforms through content creation. This type of marketing can attract potential consumers and increase engagement and empowerment ‘through the creation, dissemination, and sharing of free content, relevant, meaningful, valuable and able to inspire confidence in existing and potential customers’ (Repoviene, 2017). These examples project what the business is doing right to ensure their success… ?        

Weaknesses identified include the following: the organisation not being fully established in their new location yet, the feeble usage of free online marketing platforms and their ability to maintain a strong brand identity with relocation. The organisations reputation, in Cardiff comparatively to London, is yet to be established, existing customers will be lost due to distance and new clientele will be few at the outset. Although the company does utilise digital marketing through their website and social media, primarily on instagram, they fall short with consumer engagement, reels, impressions, hashtag performance, and an inactive facebook account. For contemporary businesses instagram marketing is crucial for success as one of the most popular social media platforms worldwide, entrepreneurs described Instagram as both in-expensive and user friendly and providing high exposure for their products (Wally & Koshy, 2014). Social media accounts provide a designated space for key consumer to business interaction, Instagram specifically is a powerful marketing tool for all and any organisations looking to further their reach and push product visibility. The organisation needs to take advantage of these free online platforms and improve their marketing strategy to propel their social media presence more, marketing through both Instagram and facebook will ensure the business reaches a wide demographic hitting Generation Z (zoomers), Millennials (Generation Y), Generation X and even reaching Baby Boomers (Wikipedia, 2024); these four generations span over a giant 66 years, the youngest being 12 and the oldest 78, all age ranges being appropriate for services offered by Plas Pilates. According to a source from Statistia in 2024, 32% of Instagram users are in the age bracket of 18-29 and 32% are 30-39, 22% of facebook users are 40-49 and 29% are 50-59 and facebook continues to be the most used social media platform in the world (See appendix A).     

As noted in the SWOT analysis table, opportunities identified to exploit include the following: technological advantages including social media marketing as mentioned, smaller competition pool, new pricing strategies, rising popularity of Pilates, leveraging customer reviews and testimonials, new stakeholder and sponsorship links and the possibility for rebranding. The rising popularity of Pilates for strength, mobility and flexibility training is a huge factor to take into consideration, a 2024 article in ‘Studio Pilates International’ states that Pilates ‘topped the charts as the most popular ClassPass workout of 2023, with booking reservations skyrocketing by 92% from the previous year’. Due to this rising popularity, new and increased competitive pricing strategies can be implemented to raise company profits and aid stock purchasing to benefit the business economically. Pricing strategies have a huge influence on consumer purchasing decision, Plas Pilates studio would benefit through implementing competitive pricing and/or value-based pricing and possibly a penetration pricing strategy as it enters into a competitive market, ‘Competitive pricing is a real-time information network similar to blogging’ (Ali & Anwar, 2021). Their many positive reviews are another point to capitalise on, leveraging consumer reviews and testimonials throughout both their website and social media accounts is a strategic marketing technique used to reel in potential customers. A study conducted by Asemah in 2011 on whether testimonial advertising helps an organisation to win more customers presents a survey result where 89% of 83 respondents agreed that testimonial marketing did in fact help an organisation win more customers (See appendix B).            

Associated threats with the organisation include, but are not limited to, the need for a new competitor behaviour analysis in the new location, possible slow adoption to the new studio and continuous rising rental, equipment and competitive labour costs.  

New framework – marketing mix, summaries each P (4 or 7).


Conclusion

*Synthesise observations and offer actionable recommendations to senior management on how the strategies can be improved or pivoted for better results*
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Table V: Provision of Information on Whether Testimonial Advertising Helps an
Organisation to Win More Customers

Question No. of Respondents Percentages
Yes 74 89%

No 9 11%

Total 83 100%





