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1. Introduction
[bookmark: _Hlk133659265]1.1	Rationale
This report will focus on the marketing activities and the contribution of the marketing department to The Gym Group. Using communication analysis and a critical examination of the touchpoints that concentrate on their strengths and weaknesses, coupled with the possibility of introducing new touchpoints to achieve greater customer service for The Gym Group. 

1.2	History of The Gym Group 
In 2008, the former England Squash player founded The Gym group, but in 1991 he previously opened the Dragon Health Club chain, which he eventually sold in 2000. He then focused on Esporta, before the launch of The Gym Group in 2008. Within 3 years he went from the first gym in Hounslow to 20 gyms. 
The Gym Group, in 2012, became the first and only organisation in the Health and Fitness sector to be awarded highly respected, Investors in People accreditation on its first attempt and in 2013 The Gym Group placed 15th place in The Sunday Times 100 Best Small Companies to Work For list.  They also reached the top Three Star Accreditation standard, affirming the company as an ‘extraordinary’ employer.
In 2014 The proposed merger of The Gym Group and Pure Gym failed, as it was abandoned due to the opposition which resulted in The Competition and Markets Authority (CMA) referring further additional investigation, as they believed that the merger would affect fair competition on both the national and local scale.
In 2015, The Gym Group successfully became the first European gym company to be for more than a decade, raising £125 million from new investors which have been utilised in the company’s expansion and growth strategy. A year later they moved into the top 7%  of organisations within the UK.
[image: ]In the summer of 2022, on the 16th of August, the Gym Group rebrand itself from The Gym, with a new logo, brand colours and overall look and feel.
[image: ]
Re-Branded 16th 
August 2022

[bookmark: _Hlk134278603]1.3	Definition of Communication
Communication is the process of sending and understanding information between people and places utilising a single, or multiple, forms of information transfer, such as speech, including the use of telephones (landlines, or mobile) , email, letters, video, radio and speech between people using sign or verbal language. (dictionary.cambridge.org)	
Types of communication
Verbal
Verbal communication is created when spoken words, or sounds, are commonly associated with a spoken word, or string of words. An example of this is mm-hmm, a non-lexical conversational sound used to convey an agreement, or yes (merriam-webster.com) (dictionary.cambridge.org) and is used when consciously, or subconsciously creating information relationships relaying meaning between at least two people.
Non-verbal
Written Language
The use of letters and symbols to form words are an unnatural form of communication, as in that they are not instinctual, as verbal languages are, but developed through taught communication and generally subscribed to on mass.
Imagery 
Pictures and drawings are a form of non-verbal communication that utilises images to communicate feelings, ideas, or meaning within a specified context. 
Physical 
Gestures, body position and facial expressions display a person’s feelings and emotions. 
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1.4	Shannon And Weaver
Claude Shannon founded a communication theory with Warren Weaver, better known as The Shannon and Weaver Theory of Communication in order to resolve issues that occurred between machines utilising a 5 step linear approach. Information signal code is directed from a source to a receiving machine and is decoded once the initial transmission is obtained.  While a dispatched signal is stored it is deciphered and decoded into readable information, then directs the deciphered information back to the machine that originated the source code. Noise interferes with the signal transmission and reduces the efficiency and accuracy of the source being delivered and returned without significant interference, so the need to accurately and successfully remove, or at best significantly reduce the influence of noise affecting the signal is imperative. (www.communicationtheory.org)


The Shannon-Weaver model, although originally designed for communication between machines, was fundamentally influential in the later communication model theories with its straightforward linear approach, although it proved to be limiting when integrating its approach, from the machine world it was designed for, to the human world. Machines although complex, do not have the unexpected and multifaceted behaviour displayed by humans. 
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(Faucher, A. 2023)

[bookmark: _Hlk134278726]1.5	Definition Of Integrated Marketing Communication (IMC) 
Integrated Marketing allows businesses to develop their brand using marketing techniques to achieve greater penetration into the markets resulting in improved visibility and value. Challenging this through multiple outlets to maximise the increase of customers’ purchases. (business.adobe.com)
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(Faucher, A. 2023)
2. The Gym Group New Promotional Strategies					
2.1	Online Promotion 
Social media doesn’t appear to be utilised for The Gym Group’s marketing strategy. They have information available for student discounts on their website, £199 for 12 months (thegymgroup.com)  and a map that pinpoints each individual gym that displays the address and monthly charge, as this varies from gym to gym. Instagram concentrates mainly on their staff displaying a fun attitude, happy customers and their app. Facebook is linked to their Instagram posts and also displays posts with their personal trainers coaching customers on how to use equipment, or exercise correctly in short videos. The last post however seems to have been uploaded in 14.01.22, lending credence to their lack, or poor use of online promotion.
2.2	Offline Promotion 
The Gym Group seems to largely use self-promotion in the form of large displays of each individual gym’s monthly subscription price visible to foot and passing traffic. 
The Gym Group’s promotional strategy is minimal, but effective, as they continue to expand and grow while they concentrate on their main selling point, their low price and no-contract monthly cost. If they concentrated on improving their marketing their customers would increase, but The Gym Group’s lack of a diverse marketing promotion strategy, seems to be a strategic financial move, reducing or limiting their company’s marketing budget and relaying primarily on word of mouth and passing traffic.

3. [bookmark: _Hlk134279234]Branding And Brand Equity 								
3.1	Definition Of Branding 
Branding is the act of configuring an entity’s outward appearance to customers and companies by standardising its image through strategic marketing management. Names, logos, colours, slogans, images, values, appeal and customer demographic are all taken into account when customising a brand to be significantly unique, so as not to be confused with its competitors. (businessjargons.com) It is used in the promotion of a service associating it with a company’s product, or service offered to customers, ideally differing the company, product and service, making their brand easily identifiable. (merriam-webster.com)

3.2	Definition Of Brand Equity 
Brand equity is the projected value that is deemed and viewed by competitors and customers alike. The higher the brand equity, the higher value is associated with it. A company’s reputation is intricately entangled with its brand equity, as the equilibrium they create simultaneously ascends, or descends when outside forces positively or negatively influence them. Thus if a company faces a serious scandal its brand equity and value will descend, but the level and length will depend on the strength of the brand equity and how easily it can the depression and ascend again and the level it had in the company’s reputation. (Baines and Fill, 2014) The importance of stabilising and increasing brand equity, it is imperative to negate the potential of any negative influence on external and internal forces are discouraged and prevented, or at the very least reduced to a minimum.


Brand equity as defined by  Chernatony & Mcwilliam  
· ‘Brand is a pattern for identification, which differentiates own products from those of competitors; 
· Brand contains commitment to quality assurance, allowing consumers to perceive quality and additional values before purchase; 
· Brand allows consumers to project their self-images. Consumers can use brand as symbol of self and others. This is also the meaning a brand tries to convey via the brand personality; 
· Brand is a collection of information regarding product positioning, quality and functional attributes. As a result, brand becomes a tool or a clue for consumers during the decision-making process.’
(Huang et al, 2011b)

[bookmark: _Hlk134279376]3.3	Keller’s Brand Equity Model 
Keller's Brand Equity Model  developed by, Kevin Keller a renowned marketing professor, was presented in his book "Strategic Brand Management." It has also become known as the Customer-Based Brand Equity Model (CBBE).  It was designed to build a strong brand, by allowing customers to understand and realise their needs and how they think and feel about a product, this can also be applied to a service, by creating positive experiences around a brand allowing, positive thoughts, feelings, beliefs, opinions, and assessments to be created by customers. (thebrandingjournal.com)
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(Faucher, A. 2023)
The Gym Group’s marketing strategy relies on a simplistic approach, that has successfully placed them second in the leisure and fitness gym market in the United Kingdom with 24% by the end of 2022. The use of simply relying primarily on word of mouth and passing traffic has proved positive and effective in reaching second place behind Pure Gym.
When applying the Keller’s Brand Equity Model to The Gym Group, we find that they have established Brand loyalty, retention and growth in the hopes to initiate a competitive advantage over their competitors.



3.4	Brand Identity 
The Gym Group is one of the foremost leaders in the UK leisure and fitness companies with 230 gyms across the UK, offers cost effect monthly membership and classes. Its second position within the UK leisure and fitness sector has contributed to their brand value and identity as one of the best gyms to become a member of and an affordable price. (statista,2022)

Distribution of the low cost fitness market in the United Kingdom (UK) in 2018, by fitness group
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(Statista, 2022)


Brand Meaning 
The Gym Group rebranded itself in 2022 from The Gym to The Gym Group and relates its new image as an expression of its vision and goals in association with its members and customers. (thegymgroup.com)
Performance 
The Gym Group meets its customers’ needs within the primary element of the Keller’s Brand Equity Model by providing affordable 24-hour access to its essential gym equipment, with personal codes for entry via its individual entry pod system for added security and select classes and personal trainers.
Imagery
On a social and psychological level, The Gym Group attempts to meet its customers’ needs utilising its social media to depict images of friendly and helpful staff and their customers’ experiences while using their services as well as word of mouth and face-to-face interactions.

Brand Response 
Quality
Customers judge a product or brand based on its actual and perceived quality. Think about what you can do to improve these two types of quality when it comes to your product or brand.
Credibility
Using Keller’s Brand Equity Model, The Gym Group’s customers trust its years of expertise and accredited trainers which are utilised in their word-of-mouth marketing 
Consideration 
The uniqueness of the Gym Groups service is concentrated on its offered services and a reduced and more affordable price compared to its competitors. This appeals to the wider, which attracted and fulfilled their customer’s need for fitness and low financial cost
Superiority 
Pure Gym is the UK’s foremost leader in leisure and fitness gyms, closely followed by The Gym Group.  Although founded 2 years before Pure Gym, The Gym Group is considered superior to many of its competitors in the leisure and fitness gym sector giving it its second place, but could increase its customer experience with a more focused and interactive customer experience.  
Brand Resonance  
Keller’s Brand Equity separates resonance into 4 sections:
Behavioural loyalty 
A monthly membership without a subscription that can be paused,  updated and with additional services at will, promote loyalty without forced annual subscription.
Attitudinal attachment 
Customer satisfaction encourages the customer to make additional purchases, with each gym displaying any of their gym-based promotions.
Sense of community 
A sense of community has been built on The Gym Groups’ social media. Its Facebook and Twitter pages display customer interactions with existing and potential members, as they pose queries to company representatives and each other.
Active engagement 
The engagement of The Gym Group, with existing and potential members, is sporadic and sparse. This can be improved on to build their customer active engagement through regular posting detail of any updates, tips, social events, promotions and special offers.




[bookmark: _Hlk134279460]3.5	Advantages Of Keller’s Brand Equity Model and The Gym Group
If The Gym Group applied Keller’s Brand Equity Model correctly, it will see a boost in customer sales, brand loyalty and an overall positive customer service experiences (mindtools.com). This should directly influence future customers and increase their brand equity standing as it increases its service value. (Keller, Brexendorf, 2019)
3.6	Disadvantages Of Keller’s Brand Equity Model and The Gym Group
The Gym Group does not on the surface appear to have applied the applications of Keller’s Brand Equity Model as they have limited online interaction and offline promotion, as it fails to adequately foster traditional and modern marketing tools in favour of the less expensive customer referral and in-service advertisement. This can be seen as a marketing setback, although this can be redressed with the Keller’s Brand Equity model in the future. (mindtools.com)
4. Customer Journey	
The customer journey is the experiences a customer faces during their decision-making process from an idea to the final decision on purchasing a service or product from a company.	 
4.1	Stages In The Customer Journey 
Each of the three stages within the customer journey can be attributed to touchpoints, where the customer connects, directly or indirectly with a company during their purchase process from their initial idea to the final decision-making purchase process. 

This can be separated into 3 areas:-
Pre-Purchase 	The customer becomes aware of a service and or product and considers whether or not they want to purchase it
Purchase 	The customer decides that they want to purchase a service and or product from a company
Post-Purchase (After Sales) 	The service a company provides the customer after they have purchased a service and or product from a company
[image: A picture containing screenshot, text, circle, font
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Alison Faucher (2023)

4.3	Touchpoints  - The Gym Group 
A touchpoint is any point where a company and a customer make direct or indirect contact through their customer purchase journey.

They are physical and virtual interaction between a customer and a company that happens throughout the pre-purchase, purchases and post-purchase stages in the customer journey. Touchpoints can affect a customer's purchasing decision and influence their assessment of how a company operates and treats its customers.

The use of touchpoints allows companies to assess where they are successfully creating awareness of their brand, attracting new customers and retaining loyal customers. Poor understanding and recognition of a company’s touchpoints and affect its reputation and devalue its brand. (indeed.com)

Due to The Gym Group’s level of interaction with its members and future customers, their touchpoints are not as extensive as other organisation, that have a successful marketing program that incorporate extensive touchpoints to garner more revenue, brand loyalty, recommendation and feedback.

[bookmark: _Hlk134184581]4.4	Pre-purchase 
Product Awareness
· Foot traffic (visual advert in Gym window)
· Word of Mouth (Friend, colleague, or family referral)
Product Research - Online 
· Visit websites and company social media 
· Looked at packages 
Product Research - Offline
· Looked for gyms in the closest proximity to home with parking
· Store Visit (speak to staff and look at available relevant literature)
4.5	Purchase
Product/Service Purchase
· Choose online purchase preference 
· Phone app
· Online via the website
· Choose relevant packages
· Make payment 
4.6	Post Purchase
Product Satisfaction
· Welcome message
· Personal entry code assigned
· Customer use of facilities
· [bookmark: _Hlk134186017]Online Customer Queries
· Phone app
· Email 
Product Loyalty
· Renew monthly membership
· Regular visits/use of facilities
Product Advocacy
· Recommend The Gym Group
· Family
· Friends
· Colleagues
· Social Media


5. Customer Profile   
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6. Customer Journey Map 	
6.1	Description of a Customer Journey Map 					
The Customer Journey Map is a visual representation of the process that a customer uses from product awareness  in the pre-purchase stage, through a purchase and finally the post-purchace or afer sales stage. This is a vital and effective tool assists in asertaing customers wants and needs, if they are being met, if not why and how to improve the customer experience throughout the customer journey to purchasing a product or service.
It represents a continuous flow of information in a chronological timeline detailing the customer’s awareness to purchase and post purchase service. Each interaction between the customer and company experience is a touch point. Touchpoints are utilised to improve a company’s customer service and improve on sales.
6.2	Benefits of a Customer Journey Map
The Customer Journey Map assists companies to identify what they are doing, what needs improving and what should be removed. Each touchpoint should be carefully assessed to train staff to avoid failures and recognise the successes in their customer service along the Customer Journey Map. (forbes.com) it can be utilised to increase a company’s brand value and incentivise customer loyalty.
6.3	Customer Journey Map Diagram
[image: A screenshot of a computer
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7. [bookmark: _Hlk134283231]Critical Analysis  
The Gym Group, like all organisations, has grown in strength in part to its customer engagement and has suffered in the areas that its interactions within its engagements with its customers have unsuccessfully satisfied their customers’ demands. Analysing the touchpoints that produce their strengths and weaknesses enables them to be addressed and managed to produce additional growth as a brand improves in value.										
7.1	Strengths
The Gym Group’s strengths lie in its satisfied and loyal customer base referrals. The generating of additional customers and the simplistic shopfront advert visible to passing and foot traffic, in conjunction with its economical and affordable pricing strategy including its 24hr gym access, allows it to easily worked into multiple work-life schedules. 
7.2	Weaknesses 
Customers feel ignored and devalued in the post-purchase cycle, as seen in Facebook posts. Poor customer service responses for members via email, The Gym Group App and their social media accounts from The Gym Groups Customer Representatives have left many disheartened, as the impatiently wait, for weeks in some cases, after emails have gone unanswered, to be referred back to its inadequate email query system. The phone service is very limited, as it only responds to billing queries and directs customers to their website for general inquiries, membership and other queries.



















(Faucher, A. 2023)
[bookmark: _Hlk134283891]
Total Engagement Model			
The Total Engagement Model defines customer engagement by focusing on their loyalty to a brand, service and, or product and encourages loyal customers to make positive recommendations. (Roberts. C et al 2016) The main focus is on aligning all of the customer and company activities creating their engagement. This can be developed through the implementation of advertising, marketing and a positive integrated customer and company culture driving satisfaction through increased customer engagement. (Alpert, Robert,. 2010)
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8. 
Recommendations

New Touch-points
Pre-purchase 
[bookmark: _Hlk134202978]An increase in The Gym Group marketing channels utilising both online and offline promotion, would advertising addition of an additional channel of direct communication contact with online chat services for members would assist in addressing the reduction of the dissatisfaction some customers have due to the unacceptable length of time between their queries and The Gym Group’s Customer Service Representatives response. 
Purchase 
During the purchase stage, which is completed online and in-app, The Gym Group should install touchscreen kiosks within the entrance of their gyms for new customers to sign up for membership and class and current memberships to update their accounts. This will increase customer service while reducing the membership and accounting process and add to their customer satisfaction and brand value.
Post-purchase
The addition of an additional channel of direct communication contact with online chat services for members would assist in addressing the reduction of the dissatisfaction some customers have due to the unacceptable length of time between their queries and The Gym Group’s Customer Service Representatives response. 

9. Conclusion
In conclusion, The Gym Group would benefit from increasing its online and offline presence and concentrating on improving their customer service, especially as they heavily relay on their members referrals to new and future customers. Although The Gym Groups is very successful in the Leisure and Fitness sector, second behind Pure Gym, they must improve their customer experience pre and especially post service, as their poor response to customer queries will affect their customer loyalty, as they look for better overall gym experience. Implementing some of the mentioned marketing strategies, such as Keller’s Brand Equity Model, Total Engagement Model and the Integrated Marketing Communication approach would increase their marketing budget, but the customer and financial benefits would far outweigh them with an increase in customer interaction and engagement, loyalty and referrals.
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