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HyperFitness is an online digital streaming platform for personal trainers to create fitness content for their subscribers. An individual with a background in fitness will find us the perfect place to set up their own account. Following this, the personal trainer can then create content for their own HyperFitness page that includes free and paid access to content. These individuals will be able to set up different tiers for their subscriptions that offer access to different levels of content at a range of prices. This could include workout videos, meal plans and likely on the upper end, one on one classes. HyperFitness will then take a 5% cut from the earnings of the creators as payment for using the platform.

HyperFitness will in the next six months be launching an online library of e-books and audiobooks. HyperFitness focuses on helping people develop themselves both physically and mentally. It does this by providing access to personal trainers and fitness content. The online library will follow a similar path and will include workout books, healthy recipe books, meditation books and self-help books. HyperFitness also plans to work with its top content creators to create some exclusive books for the official launch and have them voice the audiobooks themselves.

The £10 a month books subscription will provide the user with 2 tokens each month that they may spend on an online book or audiobook of their choosing. These tokens will stack up if not used each month allowing users to buy at their own pace. If a user is already a member of HyperFitness and registers for the book subscription with the same account, we will be able to recommend books that reflect their workouts or goals.
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Communication channels

HyperFitness is an online streaming platform therefore the majority of its communication channels will be based online. The importance of defining a target audience cannot be underestimated as we want to establish exactly what our consumers are looking for to provide a personal feel to our page (Luo 2019). The company works primarily online so potential customers will be targeted online. 

HyperFitness will have a prominent and vibrant social media presence on YouTube, Facebook, Instagram, and Twitter. These outlets will be used to get the message out about the online library. HyperFitness will be posting frequently with new updates, discounts, and reviews to encourage interest in the web page. Along with the content posted on these pages, the content creators on our platform will post on their own social media accounts acting as a second form of marketing and allowing us to reach our target audience of health and fitness conscious individuals. The online presence of the streaming platform on social media will contribute hugely to the success of the new line and is an extremely cheap way to advertise. Customers feel empowered and involved in their brand interactions as a result of social media advertising, developing a more personal relationship with the brand(Vinerean 2017).

YouTube is an extremely useful tool when it comes to marketing. The platform itself collects large amounts of data on its consumers allowing it to create tailored ads more likely to appeal to individuals. This will be used for the online library launch. Once the advertisement has been created, it will be displayed before YouTube videos that are also aimed at our target market. This would include fitness videos, healthy cooking videos, self-help, and meditation content. This is a relatively cheap and extremely effective way to market straight to the target consumers, making it much more likely than those exposed to the advert will be interested in the launch. YouTube ads are extremely effective having a significant effect on consumer purchase habits and frequent views of the same ad will keep it in their frequent memory(Prasetyanto & Setyawati 2018).

The personal trainers on the platform are very important to HyperFitenss as the company would not exist without them. The reach of these creators cannot be understated with some having thousands of followers. This is why it is important to try to work to help them get the most out of HyperFitness. In order to do this, two main ideas have been developed. HyperFitness will work with some of its creators to provide sponsored content to drive their social media subscribers and followers toward the business. The online library will also feature a creator code section. This section allows users to put their favourite creator’s username in before they buy from the library. Putting a creator's name in will give those creators 10% of the money the customer has spent encouraging them to promote the use of the library. The support of a creator code is a relatively new concept pioneered by EpicGames and many other gaming companies have followed suit(Abhyankar(2019). This should encourage lots of online advertising from our users who can give their book recommendations whilst offering a discount to their customers. The offer of a share of the profit will encourage such behaviour. Influencer marketing has become one of the most popular and efficient kinds of internet advertising in previous years for companies(Lou & Yuan 2019).

[bookmark: _Toc103376529]Campaign ideas

The goal of HyperFitness is to provide our personal trainers with a platform to use their skills in order to help their subscribers better themselves. The company wants its customers to be the best version of themselves they can be, losing weight, adding muscle, eating healthy, whatever goal people want to achieve there is a place for them with HyperFitness. The launch of the online library will be accompanied by 3 main topics; these will include gym content, healthy meal preparation and meditation. For each of these, the company will work with one of the personal trainers to create 3 exclusive books for the topics as well as audiobooks read by said trainers.

The YouTube advertisement will include commentary from personal trainers discussing their favourite reading material from our subscription along with how to get access through the platform. YouTube algorithms will also help us to tailor adverts based on healthy eating vs exercise, so we can make more than one advert to target people with different goals(Wilkes 2020). This allows us to help our consumers reach their specific goals of advertising in this particular way.‌
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The budget of £500,000 will be split up into three distinct sections leading up to and following the launch of our online library subscription. 

HyperFitness will be spending £100,000 on creating a group dedicated primarily to its social media platforms. This group will be formed in the next month and will start working on marketing the online library immediately. They will be creating and posting content to get the word out about the new subscription service leading up to its release. They will also be including many offers and discounts for those who follow the pages and potential rewards that can be received for completing surveys in order to give the business information on what consumers want. We will use this data to improve our service and help us target our advertisements. Social media is a low cost and effective way market when done correctly, it has an incredible reach and creates interactions between the customer creating strong relationships(SI 2015). 

HyperFitness will be spending £300,000 on online advertisements on YouTube. These advertisements will start 3 months before the launch of the online library and will continue up to 3 months after, averaging £50,000 a month on YouTube advertisements.  This platform has been chosen for numerous reasons. The first of which is the low cost of advertising based on the wide reach of the platform. YouTube advertisements have an average cost per viewer of just £0.01-£0.03 which is relatively low, the average price for 100,000 views comes out to only £2000 (Geyser 2017). That means with £300,000 we will get 15 million views

HyperFitness will then spend £100,000 on sponsorships. This will start one month before the release and finish one month after its release. HyperFitness will reach out to content creators and work with them to advertise the online library while giving them a chance to get viewers to use their creator codes. This money would also allow the company to reach out to already established online personal trainers on platforms like YouTube and Instagram to see if they would be willing to partner with us at this launch. Influencer marketing looks to be a cost-effective and successful marketing strategy since it is frequently not regarded as advertisements by customers and ensures a broad reach to highly devoted viewers(Ye 2021). 

Figure 1 shows what percentages of the budget will be spent on the three individual sections.
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Figure.1 Advertisement Spending Pie Chart (Created by Ewan Swan)
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The method chosen by HyperFitness is an easy way to measure the performance of our campaign and understand the effectiveness of the measures we have taken.

The social media team will advertise the new subscription with multiple links to the website. This link will provide us with information on the number of people who have selected it and then those who have actually signed up to the subscription through the link. This is a good indication to the company on how well each form of advertisement has worked and enables us to see what posts drive the most traffic to the website. The online tool SEMRush can be used to measure this(wpbeginner 2021).

YouTube also allows its users to track the number of people who follow the link or subscribe through the platform. Once again this allows us to monitor the effectiveness of our advertisements, what advertisements are best and what videos are best to advertise on(YouTube Advertising 2022). This will allow us to optimize the ads and potentially have different ads relating to healthy eating, gym workouts and meditation, that will appeal to that specific user's needs.

The sponsored content we will be working to create with personal trainers will be monitored using the creator codes. We will be able to see the users who have subscribed by using a creator code and therefore we will know how successful these advertisements are. We can also see how much each creator code has been used allowing us to then work with those who can provide the subscription with the most online traffic. The effectiveness of influencer marketing cannot be overlooked with its low cost and usually very loyal followings this will be crucial for success(Ewers 2017).

[bookmark: _o1rk1llg1fdt][bookmark: _Toc103376532]Conclusion

In conclusion, we have established our campaign proposal to launch our new online library. The books will be in line with our ideology for individuals to work on themselves and to become the best versions they can be. We will work with our already established content creators to make exclusive access to the library after its launch.

The communication channels focus on our online presence with a social media team, YouTube ads and content creator codes. The success of these advertisements will be tracked and depending on what works, the advertisements and content included in the library can be adjusted accordingly. 

Overall, we believe these are the best possible options for our business to expand. HyperFitness has a clear target audience and uses far-reaching online advertisement opportunities to reach the widest audience possible. Online advertising is the most effective way for our business to be heard moving forward in the future (Sakshi 2017).
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