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[bookmark: _Toc237603021]Chapter 1: Introduction
[bookmark: _Toc237603022]1.1 Background and Context
The fitness and wellness industry is one of the major consumer and service sectors in the UK. According to the 2025 UK Health and Fitness Market Report, there were 11.5 million members, 5,607 clubs and £5.7 billion in sector revenue in 2024, representing 6.1% growth in membership from the previous year (ukactive, 2025). The sector is also supported by wider health trends, as in 2024–25, 64.6% of adults in England met the recommended level of physical activity, although significant inequalities remain between population groups (Sport England, 2026). Levenshulme provides a relevant local setting for investigation. In 2021, the ward had 19,647 residents and 7,234 households, with 57.9% of households being single-family households and 30.2% being one-person households. The ward is also socially diverse, with 27.1% of residents born in the Middle East and Asia, while 61% of households were deprived in at least one dimension (Manchester City Council, 2024). These characteristics are important when considering affordability, purchasing power and local health needs, particularly given the ward’s socioeconomic inequalities and the wider importance of physical activity to population health (Manchester City Council, 2024; Sport England, 2026). The area is also served by Levenshulme railway station and several Bee Network bus services (Transport for Greater Manchester, 2026). Therefore, the combination of population, household characteristics, diversity, deprivation, accessibility and wider fitness trends provides a basis for investigating the commercial potential of AI-powered coaching, wearable technology and hybrid fitness services in Levenshulme, rather than assuming local demand or viability.
[bookmark: _Toc237603023]1.2 Problem or Opportunity Statement
Conventional gyms can provide equipment and relatively low-cost access, but the level of personalised support and integration between physical training and digital health data varies between providers. The local competitive market also shows that FitLife cannot assume a gap simply because it proposes technology-enabled services. Jetts Levenshulme offers 24/7 access, group classes, personal training and connected gym equipment for £32.95 per month, while PureGym’s gyms serving the Levenshulme area offer flexible memberships from £17.99 per month. This suggests that affordability, flexibility and technology are already available within the wider local market. The potential opportunity for FitLife therefore lies in whether the combination of AI-assisted personalisation, wearable-supported monitoring and human coaching can provide sufficient additional value for local customers. This must be assessed against local purchasing power, competitor provision, pricing, accessibility and premises costs rather than assumed from national fitness trends.
[bookmark: _Toc237603024]1.3 Initial Observation of Demand
There is some preliminary secondary evidence of the scale and dynamics of the market. In 2024, there were 11.5 million UK health and fitness club members and £5.7 billion in sector revenue (ukactive, 2025). The continued growth of the UK market indicates wider consumer engagement with fitness services, but national evidence alone cannot establish demand for FitLife Smart Gym in Levenshulme. Local demand must therefore be assessed against Levenshulme’s demographic and socioeconomic characteristics, customer affordability, health and physical activity needs, competitor provision, pricing, accessibility and suitable premises. The initial evidence consequently indicates an opportunity requiring further investigation, rather than confirming local demand or commercial viability.
[bookmark: _Toc237603025]1.4 Aim, Objectives and Research Questions
[bookmark: _Toc237603026]Aim
To develop and evaluate a commercially feasible business model for FitLife Smart Gym, a smart fitness and wellness centre proposed for Levenshulme, Manchester, United Kingdom.
[bookmark: _Toc237603027]Objectives
1. To analyse current UK fitness and wellness market trends and assess their relevance to the proposed FitLife Smart Gym in Levenshulme.
2. To identify customer needs, preferences and affordability considerations relevant to personalised and technology-enabled fitness services.
3. To evaluate the competitive environment in Levenshulme and the wider Manchester catchment, including competitor services, pricing, accessibility and technological provision.
4. To assess the commercial and financial conditions required for FitLife Smart Gym to achieve commercial feasibility.
5. To develop an evidence-based implementation strategy for the proposed business, informed by market, competitor, financial and operational analysis.
[bookmark: _Toc237603028]Research Questions
1. RQ1. What UK fitness and wellness market trends are relevant to the proposed FitLife Smart Gym in Levenshulme?
2. RQ2. What customer needs, preferences and affordability considerations should FitLife Smart Gym address?
3. RQ3. How competitive is the local fitness market, and how do competitor prices and services affect FitLife Smart Gym's positioning?
4. RQ4. What commercial and financial conditions would be required for FitLife Smart Gym to achieve commercial feasibility?
5. RQ5. What implementation approach could support a realistic launch of FitLife Smart Gym?
[bookmark: _Toc237603135]Table 1.Alignment
	Objective
	Research Question

	Objective 1: Analyse the market
	RQ1

	Objective 2: Identify customer needs
	RQ2

	Objective 3: Evaluate competitors
	RQ3

	Objective 4: Assess commercial and financial feasibility
	RQ4

	Objective 5: Develop implementation strategy
	RQ5



[bookmark: _Toc237603029]1.5 Scope and Boundaries
The proposal explores the UK fitness and wellness sector, with a specific focus on Levenshulme and the wider Manchester catchment area. It includes secondary research data such as government statistics, industry reports, competitor data, customer and affordability evidence, and commercial property information. The envisioned service is an intelligent fitness service combining physical and digital provision. Primary surveys and interviews are omitted, as are detailed post-launch expansion beyond the feasibility and implementation horizon of the proposal and international expansion.
[bookmark: _Toc237603030]1.6 Structure of the Report
This proposal follows the required BDP structure. Chapter 1: Introduction introduces the business opportunity and research direction. Chapter 2: Company Description presents the proposed business. Chapter 3: Literature Review develops the theoretical and academic foundation, while Chapter 4: Research Methodology explains the research approach. Chapter 5: Market Opportunity Analysis and Chapter 6: Competitive Environment Analysis assess the external opportunity. Chapter 7: Business Strategy, Chapter 8: Business Model Canvas, Chapter 9: Financial, Marketing and Sales, and Human Capital Management Plan, Chapter 10: Operations Plan, Chapter 11: Feasibility Analysis, Chapter 12: Implementation Plan, Chapter 13: Conclusion and Recommendations, and Chapter 14: Reflection complete the proposal.








[bookmark: _Toc237603031]Chapter 2: Company Description
[bookmark: _Toc237603032]2.1 Business Identity and Legal Structure
FitLife Smart Gym is a proposed smart fitness and wellness centre intended to operate in Levenshulme, Manchester, United Kingdom. The venture is proposed to operate as a Private Limited Company (Ltd), subject to the outcome of the feasibility and implementation analysis. It suits an emerging business as it gives the shareholders limited liability and allows for a recognised corporate identity, as well as investment and controlled growth (Companies House, 2024). The location also has commercially available premises, with current Levenshulme listings indicating examples of approximately £1,000–£1,200 per month, although suitability, size and final rental cost will require further assessment (Rightmove, 2026).
[bookmark: _Toc237603033]2.2 Product and Service Offering
FitLife Smart Gym will integrate physical gym resources and personalized digital resources. Core services will comprise fitness assessment, AI-assisted coaching, personal training, group classes, nutrition consultation, wellness coaching and corporate wellness programmes. Members can use a mobile app to set their objectives and preferences, sync their compatible Apple Watch, Fitbit and Garmin data, and get AI-driven workout suggestions and progress updates.
The system will use member-approved data, including activity levels, training history and fitness goals, to generate personalised workout recommendations and progress updates. AI recommendations will remain under qualified human supervision, with trainers monitoring progress, reviewing plans and providing professional advice where required. Combination Access will allow members to combine in-gym sessions with online coaching. The goal is therefore a mid-market offering based on affordability, personalisation, human support and technology, rather than access to equipment alone.
[bookmark: _Toc237603034]2.3 Founding Idea
The idea emerged from secondary research into the UK fitness market and the potential for a differentiated mid-market proposition between low-cost self-service gyms and higher-cost personalised fitness services. Established demand can be seen from the growth in membership in the UK, with Jetts Levenshulme already comprising of 24/7 access, classes, personal training and connected equipment all for £32.95 per month (Jetts 2026). This indicates that low cost, extended access and connected technology alone may not provide sufficient differentiation for FitLife. The concept is therefore to test whether integrated AI-assisted coaching, wearable-supported monitoring and human support can provide sufficient additional value.
[bookmark: _Toc237603035]2.4 Mission, Vision and Core Values
Mission: To improve individual health and wellbeing through affordable, personalised and technology-enabled fitness and wellness services that support sustainable lifestyle change.
Vision: To become a recognised smart fitness and wellness provider in Manchester, known for personalised customer experiences, responsible innovation and long-term wellbeing.
Core Values:
· Innovation – using technology purposefully to improve fitness experiences.
· Customer Wellbeing – prioritising safe and holistic support.
· Inclusivity – designing services for diverse local customers.
· Sustainability – reducing unnecessary resource use while supporting long-term community wellbeing.
[bookmark: _Toc237603036]2.5 Business Objectives and Goals
FitLife Smart Gym has established the following provisional SMART objectives as measurable planning targets, which will be tested and justified through the subsequent market, financial, operational and implementation analyses:
[bookmark: _Toc237603136]Table 2.Business Objectives and Goals
	Objective
	SMART Target

	Launch
	Secure suitable premises, complete setup and commence trading by 30 June 2027, subject to feasibility approval.

	Membership
	Reach 500 active paying members within 12 months of launch.

	Customer satisfaction
	Achieve at least 90% positive satisfaction responses by the end of Year 1, measured through routine digital feedback.

	Financial performance
	Reach operational break-even by the end of Year 2, with the required membership level confirmed through the financial model.

	Service quality
	Ensure at least 90% of new members receive digital onboarding and an initial personalised training plan within 30 days of joining.

	Growth
	Complete a Greater Manchester expansion assessment by the end of Year 2, using financial, market and operational evidence before any expansion decision


These targets are measurable milestones rather than claims of guaranteed performance. Their achievability will be tested through the subsequent financial, marketing, human capital and implementation analyses.
[bookmark: _Toc237603037]2.6 Alignment with Trends and Market Opportunity
FitLife is in sync with the evolution of the industry towards technology-driven, personalized and flexible fitness. In 2024, the UK market had grown to 11.5 million members and in 2025, the total membership for the wider European market continued to increase (ukactive, 2025; EuropeActive and Deloitte, 2026). The use of wearables and AI can aid data-informed personalisation, and hybrid delivery can offer more flexibility. But this is already happening in the local market: Jetts Levenshulme is a connected provider of equipment, classes and 24/7 access. FitLife will therefore need to demonstrate that its AI-assisted coaching, wearable integration, human support and pricing provide sufficient additional value. This is not assumed and will be assessed through the following chapters of the BDP.
















[bookmark: _Toc237603038]3. Literature Review
[bookmark: _Toc237603039]3.1 Introduction to the Literature Review
The literature review sets the theoretical basis for the evaluation of the proposed FitLife Smart Gym. In the context of merging physical fitness offerings with the use of artificial intelligence (AI), wearable technology, and personalised coaching and digital health support, several theories are applicable. Technology Acceptance Model (TAM), Health Belief Model (HBM), Self-Determination Theory (SDT) and SERVQUAL offer views on technology acceptance, health behaviour, motivation and service quality. The external environment, internal capabilities, strategic position and value creation will then be analysed using strategic frameworks such as Porter's Five Forces, PESTLE, VRIO, SWOT and the Business Model Canvas.
[bookmark: _Toc237603040]3.2 Technology Acceptance Model (TAM)
Davis' (1989) Technology Acceptance Model (TAM) is a model that explains the formation of intentions to engage in the use of technology. The two constructs that are perceived are perceived usefulness and perceived ease of use. Perceived usefulness is a belief that the technology will enhance the user's performance, and perceived ease of use is the ease with which the technology is perceived (Davis, 1989). Subsequent studies keep showing the significance of perceived usefulness and ease of use in the understanding of digital technology adoption (Venkatesh and Davis, 2000).
The proposed mobile app, AI-powered coaching and integration with wearables are especially relevant for FitLife, as these features rely on customers embracing and adopting digital technologies. If customers find AI-powered workout suggestions and wearable monitoring helpful, enabling them to monitor their progress and attain fitness goals, these capabilities can seem useful to them. But, the level of complexity within the interface, the need for too much data and poorly defined or unclear recommendations may decrease uptake. In turn, FitLife should focus on delivering a user-friendly digital experience and explain the value of the AI recommendations for the customer.

[bookmark: _Toc237603041]3.3 Health Belief Model (HBM)
The Health Belief Model (HBM) has been used to explain health-related behaviour in terms of perceptions of susceptibility, severity, benefits, barriers, cues to action and self-efficacy (Rosenstock, Strecher and Becker, 1988). The model indicates that people are more likely to engage in health-related behaviours if they see a potential health problem, find the threat to their health to be serious, feel that doing something will help and think that barriers to action are manageable.
HBM is applicable to FitLife's preventative health and wellness positioning. For instance, individual health and fitness suggestions and wellness coaching might prompt customers to acknowledge the benefits of consistent workout and healthier lifestyles. Personalised guidance can boost self-efficacy and digital reminders and progress notifications can serve as reminders to take action. Affordability, time limitations, motivation and accessibility can, however, be barriers. The model is therefore helpful in analysing and understanding customer needs and why some potential customers might or might not use fitness services.
[bookmark: _Toc237603042]3.4 Self-Determination Theory (SDT)
Self-Determination Theory proposes that sustained motivation is influenced by three psychological needs: autonomy, competence and relatedness (Ryan and Deci, 2020). The three core qualities of autonomy, competence and relatedness are experiencing control over their actions, experiencing competence to generate desired outcomes, and experiencing social meaning.
SDT is relevant because, as well as accessing equipment, motivation and engagement is a key factor in long-term gym participation. By offering a range of goals for customers to choose from and a variety of activities they can enjoy, FitLife's personalised coaching can help foster autonomy. Improvements shown and achievable recommendations can reinforce competence using AI-assisted progress monitoring. Social interactions and professional support from human trainers and group classes can add to relatedness. As a result, SDT can be used to assist FitLife in building services which will keep members engaged and not just acquiring them.
[bookmark: _Toc237603043]3.5 SERVQUAL and Service Quality Theory
The 5 dimensions of SERVQUAL are reliability, responsiveness, assurance, empathy and tangibles (Parasuraman, Zeithaml and Berry, 1988). Reliability focuses on providing the services promised, responsiveness on being helpful to the customer, assurance on the knowledge and professionalism, empathy on paying attention to the individual, and tangibles on the physical resources and services.
This is relevant in the context of FitLife as technology is not the sole factor to customer satisfaction. The quality of service can be shaped by the reliability of the equipment, the attitude of staff members, the accuracy of AI suggestions, and personalised service and outstanding facilities. Human oversight of AI-recommended solutions, for example, can help to build confidence; and personalised training can help to build empathy. SERVQUAL can thus be used to aid in the further measurement of customer expectations of service and to determine areas in which FitLife should distinguish itself from traditional gyms.
[bookmark: _Toc237603044]3.6 Strategic Frameworks
The behavioural and service theories will be supplemented by several Strategic Frameworks. The competitive rivalry, the power of the buyers, the power of the suppliers, threats of substitutes and threats of new entrants in the fitness market will be analyzed using Porter's Five Forces method (Porter, 1980). This is especially true due to existing low prices for membership fees, personal training and equipment connectedness from local competitors.
PESTLE will look at the political, economic, social, technological, legal and environmental factors that impact FitLife's operating environment. This can aid in the examination of factors like cost of living pressures, health policy, the development of AI, data protection, and sustainability.
VRIO will be used to analyse if FitLife's resources and capabilities can create sustainable competitive advantage by assessing if they are valuable, rare, difficult to imitate and organisationally supported (Barney, 1991). These could be AI-powered systems, integration of wearable data, skilled workforce, and customer data capabilities.
SWOT will combine internal strengths and weaknesses with external opportunities and threats to aid in strategic decision making. Last but not least, the Business Model Canvas will explore the value creation, value delivery and value capture of FitLife by customer segments, value proposition, channels, relationships, resources, activities, partnerships, revenue streams and cost structure (Osterwalder and Pigneur, 2010).
In general terms these theories and frameworks offer complementary views. The other elements highlighted in the study are related to technology adoption (TAM), health behaviour (HBM) and customer motivation (SDT), and service quality (SERVQUAL). These insights are then followed by competitive, operational and business-model analysis in the subsequent chapters through the strategic frameworks.














[bookmark: _Toc237603045]Chapter 4: Research Methodology
[bookmark: _Toc237603046]4.1 Research Approach
This Business Development Proposal (BDP) will use secondary research methods to examine the commercial and operational viability of a business called FitLife Smart Gym which is based at Levenshulme in the city of Manchester. Secondary research is suitable as the proposal can utilise existing government data, industry reports, academic research, competitor data and available commercial market data without primary data. It is a combination of quantitative and qualitative secondary data that leads to a proactively structured market, customer, competitor, financial conditions and operating environment. (Saunders, Lewis and Thornhill, 2019).
[bookmark: _Toc237603047]4.2 Data Sources
Many reliable and accessible secondary sources of information are used. Government and public sector sources include: Office for National Statistics (ONS), Manchester City Council, Sport England and Transport for Greater Manchester (TfGM). These sources provide evidence relating to population, household characteristics, deprivation, physical activity, health and local transport accessibility. Information for fitness-sector membership, market revenue and fitness industry trends are sourced from industry sources, such as ukactive and EuropeActive/Deloitte. Indicative premises availability and rental rates will be analysed and discussed using commercial property information, including Rightmove Commercial and Savills. Information regarding competitors will be gathered from the official gym websites and from information that has been made public by the gym. Theoretical and contextual evidence on technology adoption, health behaviour, service quality and consumer motivation and strategic management will be provided by academic journals and recognised industry reports
[bookmark: _Toc237603048]4.3 Quantitative and Qualitative Evidence
The quantitative evidence consists of population and household data, deprivation indicators, membership fees for fitness facilities, market revenue, competitor membership fees, commercial rental estimates, projected membership size, operating costs and financial projections. Such data can be used as a tangible measure to determine the features of the market and the financial needs of FitLife Smart Gym.
Qualitative data are related to consumer preferences, fitness-market trends, competitor positioning, AI in fitness, wearable technology, digital wellness, and personalised services and hybrid fitness models. Existing literature from both the academia and industry will be analyzed to detect the common themes and trends associated with the proposed business. The use of both quantitative and qualitative evidence enables the proposal to take into account the measurable market factors as well as the more general issue of what customers want and what is done in the industry.
[bookmark: _Toc237603049]4.4 Data Analysis
Depending on the characteristics of the second-hand information, several analytical methods will be used. Demographic and market and pricing data will be summarised using descriptive analysis, enabling the key characteristics of Levenshulme and the wider market to be identified. Competitors will be compared using comparative analysis with regard to membership charges, services, accessibility, technology and customer proposition. This will assist in identifying the competitive landscape in the local market and how FitLife can fit into the market.
The changes in fitness membership, market revenue, digital fitness, wearable technology and wellness services will be analysed over time. Academic and industry literature will be analysed using thematic analysis to identify themes about technology adoption, customer motivation, personalisation, service quality and health behaviour (Braun and Clarke, 2021). Lastly, financial analysis will be performed on proposed revenue, operating and start-up costs, membership assumptions, break-even requirements and sensitivity scenarios. 
[bookmark: _Toc237603050]4.5 Application of Models and Frameworks
The theoretical models introduced in the Literature Review will be directly connected to the subsequent analysis.
[bookmark: _Toc237603137]Table 3.Application of Models and Frameworks
	Framework
	Application to FitLife Smart Gym

	Technology Acceptance Model (TAM)
	Analyse potential acceptance of AI, mobile applications and wearable integration.

	Health Belief Model (HBM)
	Examine preventive health motivations, perceived benefits and barriers to fitness participation.

	Self-Determination Theory (SDT)
	Assess how personalised coaching can support autonomy, competence, motivation and retention.

	SERVQUAL
	Evaluate expected service-quality dimensions and their relationship with customer satisfaction.

	PESTLE
	Assess political, economic, social, technological, legal and environmental influences.

	Porter's Five Forces
	Examine competitive intensity, customer power, supplier power, substitutes and barriers to entry.

	VRIO
	Assess whether FitLife's technology, human expertise and integrated service capabilities could provide strategic value.

	SWOT
	Integrate internal strengths and weaknesses with external opportunities and threats.

	Business Model Canvas
	Analyse how FitLife creates, delivers and captures customer value.



This ensures that the frameworks are not presented only as theoretical concepts but are applied systematically to the evidence collected during the BDP.
[bookmark: _Toc237603051]4.6 Reliability and Validity
Data triangulation and multiple secondary sources will enhance the reliability and validity. Data triangulation is the process of comparing information obtained from multiple credible sources to look for consistency, inconsistencies, or limitations. Evidence from the local population (e.g. ONS and Manchester City Council) can be used in conjunction with Sport England health and physical activity evidence, and competitor pricing can be compared with the official provider websites. Multiple secondary sources will therefore be used where possible and not a single dataset. The research will also focus on trusted government sources, well-known industry, commercial and peer-reviewed academic publications. If the source date is important, e.g. rental prices or membership fees, it will be taken into account when assessing the evidence. 
[bookmark: _Toc237603052]4.7 Limitations and Ethical Considerations
The only drawback is reliance on secondary data. Information on the demand for gym facilities, customer willingness to pay and their fitness preferences can be more specific to Levenshulme. Competitor prices and promotional offers/fixed costs may also vary and available information reflects the situation at specific times. Moreover, the lack of primary surveys and interviews prevents the proposal from directly measuring the preferences of individual prospective customers. There are also ongoing rapid advances in the development of AI and digital fitness technologies, which may impact the applicability of existing evidence. Ethically, the research is based on secondary information which is publicly available, no surveys or interviews conducted, nor are personal participant data collected. Customer related evidence will therefore only be interpreted with caution and no assumptions made about the behaviour of any customer. Throughout it will be referenced correctly using appropriate citation and referencing in UWTSD Harvard (Cite Them Right). 
In general, the methodology is conducted by the following steps: secondary research, data collection, data screening, data triangulation, descriptive analysis, comparative analysis, thematic analysis and financial analysis, framework application, limitations and ethical consideration. This gives a framework to the ensuing market analysis, competitive analysis, strategic analysis, financial analysis, operational analysis and feasibility analysis of the market.
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