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Business Plan: Women-Only Gym in Tamworth
Introduction
The health and fitness industry in the United Kingdom has experienced substantial growth over the past decade as awareness of the importance of physical activity and healthy lifestyles has increased. Participation in regular exercise has become increasingly encouraged by public health organisations and government initiatives due to its positive impact on both physical and mental wellbeing (Department of Health and Social Care, 2022). As a result, the number of gyms, fitness studios, and wellness centres across the UK has continued to expand. According to industry analysis, the UK fitness sector generates billions of pounds annually and continues to grow as consumers become more health-conscious (IBISWorld, 2024).
Despite the expansion of the fitness industry, certain groups within society still face barriers to participating in traditional gym environments. Women, in particular, often report feeling uncomfortable, self-conscious, or intimidated in mixed-gender gyms. Research conducted by Sport England suggests that women are less likely to engage in regular exercise due to concerns about body image, fear of judgement, and lack of confidence in traditional fitness settings (Sport England, 2023). These barriers highlight the need for more inclusive fitness spaces designed to meet the specific needs of women.
This business plan proposes the establishment of a women-only gym located in Tamworth, a market town in Staffordshire, England. While Tamworth has several traditional gyms and fitness facilities, there is currently no women-only gym within the town itself. The closest comparable facility is located in Walsall, meaning that women living in Tamworth must travel to access a female-only fitness environment. This geographical gap creates a potential market opportunity for a local fitness business designed specifically for women.
The purpose of this assignment is to develop a detailed business plan for the proposed women-only gym. The report will first describe the business concept, including its services, objectives, and unique selling point. It will then analyse the business environment using strategic models such as PESTEL and SWOT analysis. The marketing strategy will be explored through the application of the 4Ps framework and market segmentation analysis. The report will also consider legal structures, management organisation, and financial planning, including potential funding sources. Finally, the assignment will conclude with a reflection on entrepreneurship and the influence of an inspiring entrepreneur.


Business Idea
The proposed business is a women-only gym based in Tamworth, designed to provide a safe, inclusive, and empowering fitness environment for women of all ages and abilities. The gym will focus not only on physical fitness but also on mental wellbeing, confidence building, and community support. The concept aims to remove many of the barriers that prevent women from participating in traditional gym environments.
The demand for women-only fitness spaces has increased in recent years. Many women prefer exercising in environments where they feel comfortable and supported, rather than feeling judged or intimidated. Studies show that social factors and perceptions of safety significantly influence women's participation in physical activity (Sport England, 2023). A women-only gym can therefore encourage more women to begin exercising and maintainig regular fitness routines.
The proposed gym will cater to a wide range of women, including beginners who have never attended a gym before, working professionals seeking convenient fitness options, mothers looking for flexible workout schedules, and older women interested in maintaining their health and mobility. By designing a welcoming and supportive environment, the business aims to appeal to women who may feel excluded from traditional gym culture.
Additionally, the gym will emphasise community and empowerment rather than competition or unrealistic body standards. This approach reflects a growing shift within the fitness industry toward holistic health and wellbeing rather than purely aesthetic goals (Kotler and Keller, 2016).
Products and Services
The women-only gym will offer a variety of services designed to support members’ physical and mental wellbeing. Instead of focusing on a single type of fitness activity, the gym will provide a comprehensive range of options that allow members to choose programmes suited to their individual goals. The core service offered by the business will be general gym access. Members will be able to use a variety of fitness equipment, including cardio machines such as treadmills and exercise bikes, resistance machines, and free weights. Access to modern equipment will enable members to follow structured workout routines or explore different training methods. Another key service will be group fitness classes, which are popular among women because they provide motivation, structure, and social interaction. Classes may include yoga, Pilates, high-intensity interval training (HIIT), strength training, and dance-based fitness sessions such as Zumba. Group classes can also enhance member retention because they encourage regular attendance and foster a sense of community (Kotler and Keller, 2016).
The gym will also offer personal training sessions. Personal trainers will provide customised fitness programmes based on each member’s health goals, fitness level, and lifestyle. These sessions can be particularly valuable for beginners who require professional guidance and encouragement. In addition to traditional fitness services, the gym will incorporate wellness-focused programmes. These may include nutrition advice, lifestyle coaching, and workshops on topics such as stress management and mental health. This holistic approach reflects growing consumer interest in wellness and self-care within the fitness industry (IBISWorld, 2024). Finally, the gym will aim to build a strong community atmosphere. Social events, fitness challenges, and group workshops will encourage members to interact and support each other. Creating a supportive community can improve customer satisfaction and increase long-term membership retention. Establishing clear objectives is an important aspect of strategic business planning. Objectives provide direction for the business and allow progress to be measured over time (Burns, 2022). In the short term, the primary objective will be to successfully launch the gym and establish a stable customer base within the first year of operation. The business aims to attract approximately 200 to 300 active members during its initial phase. Achieving this target will help ensure financial sustainability and generate positive word-of-mouth marketing. Another short-term objective will be to build strong brand awareness within the Tamworth community. This will involve implementing targeted marketing strategies, particularly through social media and local partnerships. In the long term, the business aims to become the leading women-only fitness facility in Tamworth. The company may eventually expand its services by introducing specialised training programmes, online fitness classes, or additional wellness services. Another long-term goal could involve opening additional branches in nearby towns that also lack women-only gyms. Expanding into neighbouring areas could allow the business to grow into a regional brand focused on women's fitness and empowerment.
Unique Selling Point 
A unique selling point (USP) refers to the specific feature that differentiates a business from its competitors (Kotler and Keller, 2016). The USP of the proposed gym is its exclusive focus on providing a safe and supportive women-only fitness environment. While many gyms attempt to serve a broad audience, this business will focus entirely on women’s needs. This includes employing female trainers, offering programmes tailored to women’s health goals, and creating an atmosphere that prioritises comfort and inclusivity. Additionally, the gym will emphasise holistic wellbeing, including mental health, community engagement, and lifestyle education. This broader approach to health distinguishes the business from traditional gyms that focus primarily on physical appearance or intense training.
Competitor Analysis
A key competitor for the proposed gym is the women-only gym located in Walsall, which currently represents the nearest similar facility. This existing business already benefits from an established reputation and loyal membership base. However, the location of the Walsall gym may limit accessibility for women living in Tamworth. Travelling to another town can create inconvenience, especially for individuals with busy schedules or limited transportation options. The proposed Tamworth gym can compete by offering greater convenience and accessibility for local residents. Additionally, by focusing on community engagement and personalised services, the new gym can differentiate itself from competitors. Other competitors include traditional mixed-gender gyms, which may offer lower membership prices or larger facilities. However, these gyms do not provide the same level of privacy or comfort that a women-only gym can offer.
Therefore, the competitive advantage of the Tamworth gym will primarily lie in specialisation and customer experience rather than size or scale.
PESTEL Analysis
A PESTEL analysis evaluates the external factors that may influence the success of a business.
Political Factors
Government policies promoting public health and physical activity can positively influence the fitness industry. Initiatives encouraging healthier lifestyles may increase demand for gym memberships (Department of Health and Social Care, 2022). Additionally, local councils often support businesses that contribute to community wellbeing.
Economic Factors
Economic conditions play a significant role in consumer spending behaviour. Gym memberships are often considered discretionary expenses, meaning demand may decrease during economic downturns (IBISWorld, 2024). However, the growing recognition of exercise as essential for wellbeing may help maintain demand even during challenging economic periods.
Social Factors
Social trends strongly influence the fitness industry. Increased awareness of mental health, body positivity, and self-care has encouraged more individuals to prioritise fitness and wellbeing (Sport England, 2023). Furthermore, cultural preferences for female-only spaces can increase demand for women-only gyms.
Technological Factors
Technology has transformed the fitness industry. Online booking systems, fitness apps, and wearable devices allow gyms to provide personalised experiences and track members’ progress (Chaffey and Ellis-Chadwick, 2019). Digital marketing also enables businesses to reach specific customer groups more effectively.
Environmental Factors
Sustainability is becoming increasingly important in business operations. Gyms can reduce their environmental impact by using energy-efficient equipment, recycling materials, and encouraging environmentally responsible practices.
Legal Factors
Fitness businesses must comply with various regulations related to health and safety, employment law, and consumer protection. Proper insurance coverage and adherence to safety standards are essential for protecting both customers and employees (Burns, 2022).
SWOT Analysis
A SWOT analysis evaluates internal strengths and weaknesses alongside external opportunities and threats.
Strengths include the unique women-only concept, a clear market gap in Tamworth, and the potential to build a strong local community around the gym.
Weaknesses may include high start-up costs and limited brand recognition during the early stages of operation.
Opportunities include the growing demand for inclusive fitness environments, increased health awareness, and potential partnerships with healthcare providers and community organisations.
Threats include competition from established gyms, potential economic instability affecting consumer spending, and the challenge of maintaining high customer retention.



Market Segmentation
Market segmentation involves dividing a large market into smaller groups of consumers with similar characteristics or needs (Kotler and Keller, 2016). This process allows businesses to develop targeted marketing strategies that better meet the needs of specific customer groups. The proposed women-only gym in Tamworth will focus on several key segments within the female population.
The first segment consists of young adult women aged between 18 and 30, including university students and early-career professionals. Many individuals in this group are interested in fitness for lifestyle and social reasons, and they are highly influenced by social media trends.
The second segment includes working women aged between 30 and 50, many of whom balance professional responsibilities with family commitments. This group may value flexible class schedules, efficient workout routines, and supportive environments that reduce stress.
A third segment includes older women aged 50 and above who wish to maintain their health, mobility, and independence. This group may prefer low-impact activities such as yoga, Pilates, or gentle strength training.
Another important segment includes women who are new to fitness or who feel uncomfortable in traditional gym environments. Providing a welcoming and supportive atmosphere may encourage these individuals to begin their fitness journeys.By focusing on these segments, the business can tailor its services and marketing strategies to address specific customer needs.
The 4Ps of Marketing
Product
The product offered by the business includes gym memberships, group fitness classes, personal training services, and wellness programmes. These services aim to support both physical health and mental wellbeing.
Price
Pricing strategies will be competitive with other gyms in the Tamworth area while emphasising the additional value provided by the women-only environment. Flexible membership options may include monthly subscriptions, class packages, and discounted student memberships.
Place
The gym will be located in Tamworth, ideally in a central location that is easily accessible by public transport and provides adequate parking facilities. Convenience will be an important factor in attracting local customers.
Promotion
Promotion will involve a combination of online and offline marketing strategies. Social media advertising, community partnerships, and promotional events will help increase awareness of the gym.
Online Marketing Strategies
Digital marketing will play a crucial role in attracting and retaining customers. Social media platforms such as Instagram, Facebook, and TikTok are widely used by fitness brands to promote services and engage with customers (Chaffey and Ellis-Chadwick, 2019).  The business will develop a professional website where potential members can learn about services, book classes, and purchase memberships. Email marketing campaigns will also be used to share updates, promotions, and fitness advice with members. Additionally, partnerships with local influencers or fitness bloggers may increase brand visibility.
By combining digital marketing with community engagement strategies, the business can build a strong and loyal customer base.
Legal Structures
Businesses in the UK can operate under several legal structures, including sole trader, partnership, limited company, franchise, online enterprise, and social enterprise (Burns, 2022).
A sole trader is owned and operated by one individual who is personally responsible for all debts.
A partnership involves two or more individuals sharing responsibilities and profits.
A limited company is a separate legal entity, meaning shareholders have limited liability (Companies House, 2024).
A franchise allows entrepreneurs to operate under an established brand system.
An online enterprise conducts most operations digitally.
A social enterprise focuses on generating positive social impact alongside financial returns (Ridley-Duff and Bull, 2019).


Chosen Legal Structure
The proposed women-only gym will operate as a private limited company because this structure provides liability protection and facilitates access to external investment.
Organisational Structure
An organisational structure helps define responsibilities and ensures efficient business operations. In the early stages of the women-only gym, the organisational structure would be relatively simple.
The Owner/Managing Director would oversee overall business operations, including strategic planning, financial management, and partnerships. This role would involve making key decisions related to marketing strategies, pricing models, and service development.
A Gym Manager would be responsible for the day-to-day operations of the facility. Their duties would include managing staff schedules, ensuring health and safety compliance, maintaining equipment, and handling customer issues.
Several Fitness Trainers would provide group classes, personal training sessions, and guidance to members using the gym equipment. These trainers would play an important role in delivering high-quality customer experiences.
A Reception and Membership Coordinator would handle administrative tasks such as membership registrations, payment processing, customer enquiries, and booking fitness classes.
Finally, cleaning and maintenance staff would ensure that the gym remains hygienic and well maintained. Cleanliness is particularly important in fitness environments and contributes significantly to customer satisfaction.
As the business grows, additional roles such as a marketing manager, nutrition coach, or physiotherapist could be introduced to expand services and improve customer retention.
Start-Up Costs and Financial Requirements
Opening a gym requires significant initial investment due to equipment, property rental, and operational costs. Based on estimates for a small to medium-sized fitness facility in the UK, the start-up costs for the Tamworth women-only gym could be approximately £120,000 to £180,000.
The largest portion of this budget would likely be allocated to gym equipment, including treadmills, resistance machines, free weights, yoga mats, and other fitness accessories. High-quality commercial equipment can cost between £40,000 and £70,000, depending on the number of machines purchased (IBISWorld, 2024).
Another significant cost would be premises rental and renovation. Renting and renovating a suitable commercial space in Tamworth may cost approximately £30,000 to £50,000 during the initial setup phase. Renovation costs may include installing changing rooms, showers, mirrors, and flooring suitable for gym environments. Additional expenses would include business registration, insurance, marketing campaigns, and website development, which could total around £10,000 to £15,000. Staff recruitment and training costs may add another £10,000 before the business begins operating. Finally, it is essential to allocate working capital for the first six months of operations. This reserve helps cover staff salaries, utilities, and maintenance costs while the business builds its membership base.
Funding Sources for the Business
Given the relatively high start-up costs, securing appropriate funding is a crucial step in launching the business. Entrepreneurs typically use a combination of funding sources rather than relying on a single option (Burns, 2022).
Personal Savings
One of the most common funding methods for new businesses is personal savings. Using personal funds demonstrates commitment and reduces reliance on external financing. Many small business owners contribute a portion of their own capital to show potential investors that they are financially invested in the success of the business (Bridge and O’Neill, 2018).
For the Tamworth women-only gym, the owner might contribute £20,000 to £30,000 in personal savings to cover early planning and setup costs.
Bank Loans
Another major funding source would be a business bank loan. High street banks in the UK provide loans specifically designed for small business start-ups. These loans allow entrepreneurs to access larger sums of capital while repaying the amount over several years with interest (British Business Bank, 2023). A bank loan could potentially provide £60,000 to £80,000 toward equipment purchases and property renovations. However, lenders typically require a detailed business plan and financial projections before approving loans.
Government Start-Up Loans
The UK government offers financial support for new businesses through the Start Up Loans scheme. This programme provides loans of up to £25,000 per individual founder, along with mentoring support and business guidance (British Business Bank, 2023). This funding option is particularly suitable for first-time entrepreneurs because it offers relatively low interest rates and structured repayment terms. The proposed gym could apply for this loan to support equipment purchases or marketing activities during the launch phase.
Angel Investors
Another potential funding source is angel investors. Angel investors are individuals who invest their own money in early-stage businesses in exchange for equity ownership (Deakins and Freel, 2020). An angel investor may be interested in the Tamworth gym because it addresses a specific market gap — the lack of women-only fitness facilities in the area. In addition to financial investment, angel investors can provide valuable mentorship, networking opportunities, and business expertise. However, accepting angel investment means sharing ownership and decision-making authority with external stakeholders.
Crowdfunding
Crowdfunding platforms such as Crowdcube or Kickstarter allow entrepreneurs to raise smaller contributions from many individuals online. This method can also serve as a marketing tool by building community support before the business launches (Mollick, 2014). For example, the gym could run a crowdfunding campaign offering discounted lifetime memberships or exclusive early access to supporters who contribute to the start-up funding. This strategy would not only raise funds but also create a base of committed customers before the gym officially opens.
Small Business Grants
In some cases, local councils or development organisations offer small business grants aimed at supporting entrepreneurship and local economic development (Department for Business and Trade, 2023). While grants are often competitive, they are attractive because they do not require repayment. The Tamworth gym may be eligible for grants related to health promotion, female entrepreneurship, or community development.
Financial Sustainability
Once the business launches, its primary revenue source will be monthly membership subscriptions. Additional revenue streams could include personal training sessions, group fitness classes, nutrition consultations, and retail sales of fitness products. According to industry research, gym membership models provide relatively stable recurring income, which can help businesses maintain consistent cash flow (IBISWorld, 2024). However, retaining members requires strong customer engagement and high service quality. To ensure financial sustainability, the business must carefully manage operating costs, monitor membership growth, and continuously adapt its services to meet customer needs.


References
Bridge, S. and O’Neill, K. (2018)’ Understanding Enterprise: Entrepreneurship and Small Business’. London: Palgrave Macmillan.
British Business Bank (2023) ‘Start Up Loans Programme’. Available at: https://www.startuploans.co.uk
Chaffey, D. and Ellis-Chadwick, F. (2019) ‘Digital Marketing’. 7th edn. Harlow: Pearson.
Companies House (2024) ‘Private Limited Companies’. Available at: https://www.gov.uk/limited-company-formation
Deakins, D. and Freel, M. (2020) ‘Entrepreneurship and Small Firms’. London: McGraw-Hill.
Department of Health and Social Care (2022) ‘UK Physical Activity Strategy.’
IBISWorld (2024) ‘Gym, Health and Fitness Clubs in the UK – Industry Report.’
Kotler, P. and Keller, K. (2016) ‘Marketing Management.’ 15th edn. Harlow: Pearson.
Mollick, E. (2014) ‘The dynamics of crowdfunding’, Journal of Business Venturing, 29(1), pp. 1-16.
Ridley-Duff, R. and Bull, M. (2019) ‘Understanding Social Enterprise’. London: Sage.
Sport England (2023) ‘Active Lives Adult Survey Report.’

image1.png
% Prifysgol Cymru
Y Drindod Dewi Sant
L)/ University of Wales

Trinity Saint David




