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	Key partners:
Introduction:
Key partners are essential external organisations and professionals that support the successful operation, growth, and sustainability of the Reformer Pilates studio. These partnerships provide resources, expertise, customer referrals, and operational support.

Reformer Pilates equipment suppliers – Supply and maintain high-quality Reformer machines and studio equipment. 
Booking software providers – Manage online bookings, memberships, payments, class schedules, and customer communication. 
Qualified Pilates instructors – Provide expert instruction, ensure customer safety, and deliver high-quality Reformer Pilates sessions.
Physiotherapy and sports therapy clinics – Refer clients who can benefit from Pilates for rehabilitation, mobility, and injury prevention. 
Health and wellness businesses – Collaborate with yoga studios, massage therapists, nutritionists, beauty salons, and healthy cafés to offer joint promotions and wellness packages. 
 Marketing and social media partners – Support digital advertising, content creation, and brand promotion to attract new customers. 
Accountant and legal advisers – Provide financial management, tax advice, and ensure compliance with legal and business regulations. 
 Insurance providers – Offer public liability, professional indemnity, and business insurance to protect the studio. 
 Local businesses and corporate organisations – Partner to deliver employee wellness programmes, referral schemes, and community events.
	Key Activities:
Introduction:
Key activities represent the main operational tasks required to deliver value to customers and maintain a successful Reformer Pilates business.
Delivering Reformer Pilates classes – Provide safe, high-quality group and private Pilates sessions to help clients improve their strength, flexibility, and overall wellbeing.

Instructor training and scheduling – Recruit qualified instructors, provide ongoing professional development, and create class schedules that meet customer demand. 
 Marketing and social media – Promote the studio through social media, digital advertising, email marketing and local events to attract new members and increase brand awareness. 
 Customer service and retention – Deliver excellent customer service, build strong relationships with members, encourage repeat visits and improve customer loyalty through memberships and referral programmes. 
Equipment maintenance – Regularly inspect, clean and maintain Reformer Pilates machines and studio equipment to ensure safety, reliability and a high-quality customer experience. 
 Organising workshops and events – Host wellness workshops, beginner sessions, community events and special fitness programmes to engage members, attract new customers and generate additional revenue.






	Value Proposition: 
  Introduction:
The value proposition explains the customer problems that the business addresses and how Reformer Pilates provides a solution through its unique services and customer experience.
Customer Problem:
Many people experience challenges maintaining regular exercise routines due to busy lifestyles, stress, limited motivation, and concerns about injury. Traditional gyms may not provide personalised guidance or a supportive environment, particularly for beginners, older adults, and individuals recovering from injuries.
Solution Offered:
The Reformer Pilates studio provides a welcoming, professional, and community-focused environment where customers can access expert-led Pilates sessions designed to improve strength, flexibility, posture, mobility, and overall wellbeing. Through qualified instructors, personalised support, flexible memberships, and modern equipment, the business offers an accessible fitness solution suitable for different ages and ability levels.
Competitive Advantage:
The studio differentiates itself by combining premium Reformer Pilates equipment, expert instruction, personalised customer relationships, wellness partnerships, and a supportive community atmosphere.




	Customer Relationships:
Introduction:
Customer relationships focus on how the business attracts, supports, and retains customers by creating positive experiences and long-term loyalty.
Memberships with recurring payments – Offer monthly and annual membership plans that provide unlimited or discounted access to classes, creating convenience for customers and a stable source of recurring revenue. 
Introductory offers for new clients – Attract first-time customers with discounted trial classes or introductory packages to encourage them to experience the studio before committing to a membership. 
 Loyalty rewards – Reward long-term members through incentives such as free classes, discounts, or exclusive workshops to increase customer retention. 
 Personal progress tracking – Monitor clients' fitness progress, set individual goals, and provide regular feedback to improve motivation and satisfaction. 
 WhatsApp or email community – Keep members engaged by sharing class updates, wellness tips, event invitations, and exclusive offers through WhatsApp groups or email newsletters. 
  Referral programmes – Encourage existing members to refer friends and family by offering rewards such as free classes, membership discounts, or account credits.
	Customer Segments:
Introduction:
Customer segments identify the main groups of people who are most likely to benefit from Reformer Pilates services and become paying customers.
Working professionals (25–55 years) – Individuals looking for convenient, low-impact exercise to improve fitness, reduce stress, and maintain a healthy work-life balance. 
 Women seeking health and wellness – Women interested in improving strength, posture, flexibility, core stability, and overall wellbeing. 
 Older adults (50+) – Customers who want a safe, low-impact form of exercise to improve mobility, balance, and joint health. 
Beginners to fitness – Individuals new to exercise who prefer instructor-led classes in a supportive and welcoming environment. 
 Pre- and postnatal women (where instructors are appropriately qualified) – Women looking for Pilates classes designed to support pregnancy or postnatal recovery. 
  Athletes and active individuals – People who use Reformer Pilates to improve flexibility, core strength, injury prevention, and sports performance. 


	
	Key Resources:
Introduction:
Key resources are the physical, human, digital, and financial assets required to operate the Reformer Pilates studio effectively.
Reformer Pilates machines – High-quality equipment used to deliver Pilates classes safely and effectively. 
Qualified Pilates instructors – Certified professionals who provide expert instruction and ensure customer safety. 
 Studio premises – A clean, spacious, and welcoming environment where classes are delivered. 
 Booking and membership software – A digital system for managing class bookings, memberships, payments, and customer records. 
 Brand and marketing materials – The business name, logo, website, and social media platforms used to attract and engage customers. 
 Fitness equipment and accessories – Mats, resistance bands, Pilates balls, rings, foam rollers, and cleaning supplies that support classes. 
 Financial resources – Start-up funding and working capital to cover equipment, rent, salaries, and operating expenses. 
 Customer database – Member information, attendance records, and feedback used to personalise services and build customer loyalty.






	
	Channels:
 Introduction:
Channels describe how customers discover, access, and interact with the Reformer Pilates studio.
Physical studio location – Customers attend classes directly at the studio. 
Business website – Provides information about classes, memberships, pricing, and enables online bookings. 
Online booking app – Allows customers to book classes, make payments, and manage their memberships conveniently. 
Social media platforms – Use Instagram, Facebook, TikTok, and LinkedIn to promote classes, share success stories, and engage with potential customers. 
Email marketing – Send newsletters, promotions, class schedules, and wellness tips to keep members informed and engaged. 
WhatsApp – Communicate with members about class updates, reminders, events, and special offers. 
Referral programme – Encourage existing members to recommend friends and family, helping to attract new customers through word-of-mouth. 
Local partnerships – Reach new customers through collaborations with physiotherapy clinics, health cafés, corporate businesses, and other wellness providers. 

	

	Cost Structure: 
Introduction:
The cost structure outlines the main financial investments required to establish and operate the Reformer Pilates studio.
10 Reformer Pilates Machines – £25,000 
Studio renovation & setup – £5,000 
Furniture & equipment – £8,000 
Accessories – £4,000 
Marketing & branding – £3,000 
Website & booking system – £2,000 
Working capital – £2,000 
Total Start-up Cost: £49,000 (approximately £50,000)
See Appendix 1 – 12-Month Cash Flow Forecast






	Revenue Streams: 
Introduction:
Revenue streams explain how the Reformer Pilates studio will generate income from different customer services and business activities.
Monthly membership subscriptions – Recurring income from members who pay monthly for regular access to classes. 
 Pay-as-you-go classes – Flexible payment option for customers who want to try Reformer Pilates before committing to a membership. 
 Introductory packages – Discounted starter packages designed to attract new clients and encourage long-term membership. 
 Private one-to-one sessions – Premium personalised Pilates training with qualified instructors. 
Workshops and wellness events – Additional income from specialised sessions, beginner workshops, and fitness events. 
Retail sales (merchandise) – Selling Pilates-related products such as grip socks, water bottles, resistance bands, and branded items.
References (Harvard):
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Appendix 1: 12-Month Cash Flow Forecast:

Appendix 1: 12-Month Cash Flow Forecast
The 12-month cash flow forecast shows the expected income, expenses, and cash position of the Reformer Pilates Studio during its first year of operation. The business requires an initial investment of £50,000 to support start-up costs, including equipment, studio setup, marketing, and operational expenses.

The forecast shows that the business may experience lower cash flow during the early months due to initial start-up costs. However, as customer memberships, class bookings, and additional services increase, the studio is expected to generate positive cash flow from Month 5 onwards.
	Month
	Cash In (£)
	Cash Out (£)
	Net Cash Flow (£)
	Closing Balance (£)

	Month 1
	8,500
	18,000
	-9,500
	40,500

	Month 2
	10,000
	15,500
	-5,500
	35,000

	Month 3
	12,500
	15,800
	-3,300
	31,700

	Month 4
	15,000
	16,000
	-1,000
	30,700

	Month 5
	17,500
	16,300
	1,200
	31,900

	Month 6
	20,000
	16,500
	3,500
	35,400

	Month 7
	22,500
	17,000
	5,500
	40,900

	Month 8
	25,000
	17,300
	7,700
	48,600

	Month 9
	27,500
	17,600
	9,900
	58,500

	Month 10
	30,000
	18,000
	12,000
	70,500

	Month 11
	32,500
	18,300
	14,200
	84,700

	Month 12
	35,000
	18,500
	16,500
	101,200


Summary:
The cash flow forecast demonstrates that the Reformer Pilates Studio has the potential to become financially sustainable. Although the business experiences initial start-up costs, increasing customer demand and revenue growth improve the cash position throughout the first year.
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	Key partners 
Some activities and resources in your business may need outsourcing. List the key partners and activities they will perform.  

Who are your key partners? 
Who are your key suppliers? 
Which key resources are you acquiring from partners? 
Which key activities do partners perform? 
What are your motivators for this partnership? 
· Acquisition of resources
· Reduction of risk and uncertainty 
· Optimisation and economies to scale 
	Key Activities 
Actual tasks and activities required to create and deliver the business offering. List the key activities required to be successful. 

What key activities are needed for:
· value proposition
· distribution channels
· customer relationships
· revenue streams 

	Value Proposition 
Your Value Proposition is the reason why customers turn to your company over another. It solves your customer's problem or satisfies your customer's need.

What value do you deliver to the customer?
What problem do you help to solve for your customer 
What product and / or service will you be offering?
Which customer needs are you satisfying?  
Characteristics of value proposition
· Newness
· Performance
· Customisation
· Design
· Brand / status
· Price
· Cost Reduction 
· Accessibility
· Convenience / visibility 
	Customer Relationships
It is essential to establish and maintain relationships with customers. Clarify the type and purpose of the relationship. 
What type of relationship does each of our customer segments expect us to establish and maintain with them?
Which ones have you established?
How are they carried out
How much will it cost?
	Customer Segments 
For whom are you creating value? How can you identify your customers and the segments f customers you will have?

Who are your most important customers?
Are your customers individuals / business / individuals with a business

What will they expect:
· Self service
· Automated service
· Personal Assistance 
· Communities
· Co-creation 

What does your customer segments look like:
· Mass market
· Niche market 
· Segmented
· Diversified 
· Multi sided platform

	
	Key Resources 
What key resources does your value proposition need. 

What key resources are needed for:
· value proposition
· distribution channels  
· customer relationships
· revenue streams 

Types of resources – Physical, Intellectual (brand, copyright, patents, data) Human, Financial.
	
	Channels
How will you communicate?
Through which channels do our customer segments want to be reached? 
How are you planning to reach them?
Are your channels integrated?
Which ones work best?
Which ones are most cost effective? 
How do you plan to integrate them in you customer routines 
Channel types – Sales force, web sales, own shops / stalls, partnership shops, wholesalers 
	

	Cost Structure 
What are the most important costs inherent in your business. 
· Which key resources are the most expensive 
· Which key activities are the most expensive 
Is your business more
· Cost driven (leanest cost structure, low price value proposition, maximising automation, extensive outsourcing)
· Value driven (focused on value creation, premium value proposition 
Consider- Fixed costs such as salaries, rentals, utilities 
Income, expenses, earnings or profit, sales, gross margins, break even. 
	Revenue Streams 
Consider how the business will charge and receive income. 

What are your customers willing to pay? 
What do they currently pay and how does your offering differ? 
What is your revenue model?
What are your pricing structures?
How do your customers pay now?
How would they refer to pay? 
How much does each revenue stream contribute to the overall revenue? 
Will you use: Fixed pricing, list pricing, product feature, customer segment or value dependent
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