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[bookmark: _Toc118321868]Executive Summary  
The Wellness Corner is a fitness and lifestyle center that is focused on motivating individuals to adopt healthier options and exercises into their daily routine to spend a healthy life. At this center we help people to attain their health goals related to weight management and nutritional requirements. We help them by creating a nutritional plan depending on individual needs. We also support them by providing them appropriate tools for their journey towards healthy lifestyle. By using our application and visiting our website users can easily get information related to products and services. Our target market consists of people who are concerned about their health and want to live healthy life. We offer wide range of products and services to cater various groups with different health requirements. We also conducted SWOT and PESTEL analysis to identify our strengths, weaknesses, opportunities and threats to use them during strategy formulation to implement effective strategies. We will have team of experts including fitness instructors, lifestyle coaches and nutritionists to guide members and provide them personal attention in order to keep them motivated. We will use social media, digital content creation, referral programs and flyers and banners to promote our brand. Other than that, we have also projected future sales for the first year and estimated that we can earn huge profits by reinvesting the money into the business in initial months   

[bookmark: _Toc118321869]Company Overview 
This business plan is devised to develop a plan for a startup business. We will establish a fitness and wellness center in Birmingham City Center in January 2023. We are fitness freak and always wanted to take this as profession. The owners have been working in fitness center for the past 10 years and with experience want to enter the field by starting up their own venture. Also, we have observed that after covid-19 health crisis the customers have shifted towards adopting healthier lifestyle so we took this as an opportunity to enter the health and fitness industry. 




[bookmark: _Toc118321870]Name: The Wellness Corner 
The name of the business depicts that this center is not just a fitness center but also it guids and motivate individuals towards healthy lifestyle and incorporation of nutrients in their daily routine.   

[bookmark: _Toc118321871]Tag: The Healthy Lifestyle
This tagline is selected because it covers all the aspects of health by using the term lifestyle. 

[bookmark: _Toc118321872]Legal Structure: Limited Liability Company
There will be three partners and each will be making equal investment and will take profits equally. All the major decision regarding the business will be made by the partners and they all will distribute responsibilities depending on their skills. 

[bookmark: _Toc118321873]Mission
To help individuals with their weight loss/gain and maintaining their body weight by adopting healthy lifestyle. 

[bookmark: _Toc118321874]Market Audit 
[bookmark: _Toc118321875]Industry Analysis
With increased awareness customers are now shifting towards adopting healthier lifestyle and maintaining their body weight to live long and healthy life. This has prompted businesses around the world to shift towards wellness and healthy options. The Wellness Corner is entering the growing market as in the past few decades this market has emerged as one of the fastest growing sectors. The size of the UK wellness market in terms of revenue in the year 2022 is £582.8m and it has grown 0.7% per year from the year 2017 to 2022 on average (Ong et al., 2021).   They direct key competitors of our business are Birmingham Wellness Center, Body Centric Wellness and Rohdea Health and Wellness Club. The market is now quite saturated with many small and large competitors. The indirect competitors of our business are smart gadgets such as apple watches that make it easier for people to track their fitness and workout routine and home gyms with minimal equipment for leisure exercising at your own. Moreover, another competitor of the fitness center is the trend of different fitness diets that emerge every year. It provides people with all the essential knowledge to have a healthy and better lifestyle and reduces the necessity for a gym and fitness centers.

[bookmark: _Toc118321876]SWOT Analysis
	Strengths
	Weakness

	· There are few wellness centers that offer both fitness training and lifestyle advices. 
· Staff is highly trained and have expertise in the field
· The current health emergency has made people more health conscious  
· Includes a variety of gym equipment and machines to cater to people with different fitness mindsets.
· Provides premium membership offers and monthly subscriptions to keep it economical for people (Freitas and Lacerda, 2019).
	· Market is overly saturated it is difficult to differentiate and achieve competitive advantage. 
· The latest equipment with advanced technology is very expensive.
· As a startup, the financial resources are limited as compared to existing fitness centers.

	Opportunities
	Threats

	· Automating the systems at the gym using cloud technology will help in being more efficient and reducing additional cost. 
· Using smart devices to keep track of customer health through digital data. 
· Using social media to conduct online sessions to brief customers about health requirements and healthy lifestyle and motivate them to join wellness center.
· Inviting active athletes to inspire other gym members.
· Expanding the equipment collection to attract different customers that are particular about their gym needs. 
	· Mobile applications are replacing physical fitness and wellness center by providing customers with accessibility to workout in comfort of their home or by themselves without any trainer
· Virtual trainers provide all the relevant information related to exercises and diet without paying any fees though their virtual channels. 
· Smart devices track fitness of individuals and keep reminding them about their heart rate, steps, physical activity etc. It is more convenient for customers. 
· The unfortunate pandemic due to covid 19 created the idea of home gyms that allows people to work in their homes according to their accessibility. 



[bookmark: _Toc118321877]PESTEL Analysis
	Political
	Economic

	· The change in government policies regarding licensing and health and quality standards impact the stability. 
· Increase in taxes impact the profitability of the business.
· Trade rules and regulations also impact the import of equipment that effect the business.
· Increase in disposable income by the government also influence the success.
	· Labor market conditions have impact on wages and hiring of skilled employees.
· Economic stability attracts more investors to invest in businesses
· Decrease in disposable income restricts customers from spending on luxury items (Radzimski, 2022).
· Efficient financial strategies open doors in different markets that enhance the stability.

	Social
	Technological

	· People are becoming more concerned about their health amid health emergency after spread of different viral and infections. 
· Awareness regarding obesity and body weight has motivated people to adopt healthy lifestyle.
· Online image of a healthy lifestyle has excited and influenced people to exercise.
	· Use of online platforms has changed the mentality of people towards fitness. They take inspiration from their favorite celebrities. 
· Smart devices have allowed people to become more concerned about their health.
· Scientific approach with different sensors experiments has allowed people to know more about what’s beneficial for a healthy lifestyle.
· Technology has also introduced ultramodern equipment have impacted the contemporary gym sector.

	Environmental
	Legal

	· Shifting to ecofriendly options have motivated individuals to join wellness center to incorporate healthy lifestyle in their routine. 
· Wellness centers uses equipment that require lot of electricity so it is a major concern for authorities.  
· Wellness centers keep in mind the hazard of growing environmental pollution and implement waste management practices. 
	· Concerns regarding health and quality standards. 
· Concerns regarding employment laws and data protection laws are important to consider.
· Concerns regarding property laws are also essential for protecting companies profitable and original ideas.






[bookmark: _Toc118321878]

Target Market 
Identifying and understanding the target market is important for being able to successfully enter and capture the market by formulating targeted strategies and being profitable. It is about specifying a group of people that we want to offer our product. The target market has a need of the product and thus the product will fulfill their need. The target market of The Wellness Corner is divided into divisions, each with distinct characteristics. Common factors that we will use to categorise are customers will be; age, income, behavioural pattern, interest, and personality (León-Quismondo et al., 2020). 

[bookmark: _Toc118321879]Age
The age category of our center will include different subdivisions to provide services according to their level of maturity. We will target individuals aged between 20 to 45 years who are interested in maintaining their body weight and concerned about their physical fitness. These include fresh students who entered the field of profession and are energetic. People in this group will be the active members of our center.We also have a special program for elderly customers aged above 45 years, usually with conditions such as arthritis, diabetes or heart conditions. This program will conduct sessions to guide them in implementing healthy lifestyle that will have a positive impact on their health and will improve their quality of life.

[bookmark: _Toc118321880]Income
We will target individuals in middle to high income groups as they have disposable income to spend on lifestyle preferences. These income groups are more concerned about their health and can afford healthier lifestyle as compare to low income groups who are more concerned about fulfilling their basic needs. 




[bookmark: _Toc118321881]Behavioural Pattern
We will target individuals who are concerned about their physical fitness and want to either gain or lose weight. Also, we will target individuals who are willing to adopt healthier lifestyle by incorporating health options and exercise into their daily routine. 

[bookmark: _Toc118321882]Interests
Although the main objective of Wellness gym and fitness center is to provide a healthy lifestyle to their customers but it is also necessary to keep in mind the interests of the customers. We will provide different sets of programs for each group of individuals looking for specific type of workout or fitness exercise. We will also introduce a program for people looking for a bodybuilding lifestyle and will provide them personal trainers to fulfil their needs. 

[bookmark: _Toc118321883]Marketing and Communication Plan 
As we are a service provider, we have to be very imaginative in terms of our marketing and communication strategies to be able to attract customers. We will use multiple channels and promotional tactics to create awareness about our brand (Samiee and Chirapanda, 2019).

[bookmark: _Toc118321884]Using Social Media Platforms
Social media has greater reach and more accessibility thus it is easier to attract customers through various social media platforms. Social media audience is growing and provides a platform for customers to interact and spread word of mouth effectively that motivates potential customers. For our wellness center we will use various social media platforms. We will have official page on Facebook where we will post workout videos and motivational content related to health on regular basis. We will also share success stories of our trainers and workout tips to engage users. We will also utilise the highly popular social media platforms such as Instagram and TikTok and will post three or four reels per week to increase the audience engagement.

[bookmark: _Toc118321885]Seamless User Experience
For beating the indirect competitors, we are planning to introduce wellness app for those who want to work out but don’t have time to come to center or are beginners and want to start from home. This virtual world of fitness will offer a seamless experience for customers with everything from basic exercises to complete guide to advance workout. This application will have small workout videos for beginners for free. Those who want more guidance related to work out and healthy lifestyle will have to pay subscription fee and they will get advice from experts and work out tips from our trainers. 

[bookmark: _Toc118321886]Referral Program     
It is one of the most effective methods for getting customers as it benefits both the organisation and the one who is referring. This program allows current customers to act as ambassador for the brand and motivate potential customers to use the product or service. In turn, the organisation benefits the referrer. In our referral program we will provide fee concession to referrer and personal training session for each referral.
   
[bookmark: _Toc118321887]Banners and Flyers
To create awareness in neighborhood we will place banners and posters in areas in close proximity of the wellness center because they are the ones who are most likely to join the center. We will also distribute flyers at offices and restaurants (Pilgrim and Bohnet-Joschko, 2019).

[bookmark: _Toc118321888]Digital Content Creation
We will use influencer marketing for promoting our brand as influencers has fan following who trust them and get inspiration from them. So, we will approach influencers with huge following to visit our center and post content related to it against agreed incentives that will attract huge number of customers.
 
[bookmark: _Toc118321889]Authentic And Transparent Pricing
	We only need what is best for our customers and for that we will provide authentic data for marketing with clear images and highlights from our center to target and retarget our customers that are unsure about their decision. We will also have a transparent advertising of our price plans to reduce any level of difficulty. 

[bookmark: _Toc118321890]Product
· Website – We will design a website that contains all the relevant information related to our services. There will be videos of our sessions that motivate individuals and will increase the footfall (Chen and Yu, 2017). 
· App – We will design a wellness app that can be easily downloaded from our website. Individuals can access the app by paying the monthly subscription fee and get access to information related to body weight, health requirements, nutritional requirements, incorporating healthy lifestyle. Through this app users can also interact with our trainers and nutritionists to discuss about individual requirements. 
· Plans for nutrition – We also have nutritionist in our team who is responsible for making meal plans depending on the dietary requirements and health condition of the members. 
· Impact products – We will also have supplements for our members so that they can easily get it from our wellness center. We also offer power bands and other gym equipment to customers who want to purchase it. 
· General body exercise – It will be our major service because exercise is the best way to maintain body weight through right techniques. Personal guidance will be provided to each member. 
·  Tea – We also offer various types of herbal teas for boosting the metabolism and immunity of customers. 


[bookmark: _Toc118321891]Pricing Strategy  
As we are entering the market so our initial prices will be less than the competitors to attract customers to join our wellness center. However, we have to keep in mind the profit costs and our investments along with the expenses such as taxes, salaries, utilities and bill, equipment managing and insurance due to which we won’t charge too low. Furthermore, those who are willing to avail personal services have to pay extra charges (Jain and Chen, 2022). We have referral system where we will offer discount to those who refer us to others and bring in customers. We will also have loyalty programs for our members, they can avail discount and premium offers at affordable prices. We have different options available for customers to make payments including bank transfer, cash or cheque. 

[bookmark: _Toc118321892]Management Team 
As we are a startup business so we will have small management team. The team will include owners, managers and trainers. In future we will add more members in our team depending on the number of customers and work requirements. We will have administration department, sales and marketing department, fitness department and lifestyle department. The organisational flow chart is presented below; 



Roles and Responsibilities
	Department
	Role
	No. of Employees
	Responsibilities and Skill Requirement

	Top Management Team
	Owner/CEO
	3
	· Must have effective communication skills, management and leadership skills and analytical skills
· Responsible for planning and strategy formulation
· Responsible for managing staff, training and supervising them
· Responsible for managing budget
· Responsible for ordering and maintaining equipment (Kumar et al., 2020)
· Responsible for handling complaints

	Administration
	Receptionist
	1
	· Must have effective communication and management skills
· Responsible for greeting, guiding and handling customers visiting the center
· Responsible for verifying the membership
· Responsible for handling calls and forwarding customer complaints

	
	Accountant
	1
	· Must have excellent management, mathematical, analytical and critical thinking skills
· Responsible for managing transactions and financial statements 
· Responsible for handling payables and receivables in timely manner
· Responsible for handling calculating and paying taxes
· Responsible for managing profit and loss statements
· Responsible for forecasting budget  

	Sales and Marketing
	Brand Manager
	1
	· Must have good oral and written communication skills, creative thinking, management and relationship building skills
· Responsible for designing brand elements for establishing a reputable brand
· Responsible for effectively positioning the brand and continuously evaluating it
· Responsible for understanding the target market needs and formulating strategies to fulfill those needs (KUMARI and Reddy, 2019)
· Responsible for analysing the competitor moves and current trends
· Responsible for devising growth strategies 

	
	Social Media Manager
	1
	· Must have creative content creation skills, marketing, customer management, effective communication and designing skills
· Responsible for designing promotional campaigns to attract customers
· Responsible for increasing customer engagement through engaging posts
· Responsible for staying active on multiple social media platforms to stay updated
· Responsible for monitoring the statistics and using it for strategy formulation 
· Responsible for providing help through online services to the customers (Gao, 2019)

	
	Advertising and PR Manager
	1
	· Must have effective communication, decision making, relationship building, interpersonal and creative thinking skills
· Responsible for planning and managing marketing activities including both online and offline marketing methods
· Responsible for connecting with media companies and influencers for promotion
· Responsible for organising and conducting events for motivating and creating awareness

	Fitness Department
	Trainers/ Instructors
	2
	· Must have interpersonal, communication and time management skills
· Must possess knowledge related to the role and industry and current trends and must be patient to listen to members and guide them 
· Responsible for analysing fitness of customers, their health condition and body requirements
· Responsible for tracking progress of customers 
· Responsible for ensuring that the equipment is working properly to avoid any accidents or complaints
· Responsible for developing exercise plans for individual customers depending on their needs
· Responsible for maintaining and ensuring hygiene standards are met   

	Lifestyle Department
	Nutritionist 
	1
	· Must have effective communication, decision making, interpersonal, management and instructional skills
· Responsible for developing diet plans according to individual nutritional needs
· Responsible for guiding customers related to healthy lifestyle and quality of life
· Responsible for checking and ordering supplements 

	
	Coach
	2
	· Must have effective communication, listening, decision making and management skills (Park and Kwon, 2022)
· Responsible for motivating customers to adopt healthy lifestyle
· Responsible for training and instructing customers adopt healthier options in daily routine
· Responsible for collaborating with customers to develop health objectives and monitoring the progress 



[bookmark: _Toc118321893]Financial Planning  
The Wellness Corner is a fitness and lifestyle center thus it will earn from the subscription fee from the members. Additionally, it will generate income from the exclusive diet plans provided and personal training sessions. The variable expenses and cost of capital is low in initial period thus the cash flow will be strong (Piotrowski and Piotrowska, 2021).
 
[bookmark: _Toc118321894]Capital Investment 
	Startup Expenses 

	Rent 
	£2500

	License 
	£1250

	Equipment
	£7500

	Utilities
	£4000

	Furniture 
	£2500

	Decoration
	£2000

	Other
	£250

	Total
	£20000
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[bookmark: _Toc118321895]Projected Cash flow 
	
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec

	Cash Received
	
	£8150
	(£1700)
	(£4050)
	£100
	£10150
	£19450
	£30600
	£58250
	£90900
	£128550
	£163940

	Cash Sales
	
	£8000
	£14500
	£21000
	£28450
	£33650
	£44000
	£52000
	£56000
	£65000
	£69240
	£75930

	Bank Loan
	£20000
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	Investment
	£20000
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0
	£0

	
	
	
	
	
	
	
	
	
	
	
	
	

	Total Incoming
	£40000
	£16150
	£12800
	£16950
	£28550
	£43800
	£63450
	£82600
	£114250
	£155900
	£197790
	£239870

	
	
	
	
	
	
	
	
	
	
	
	
	

	Rent
	£2500
	£2500
	£2500
	£2500
	£2500
	£2500
	£2500
	£2500
	£2500
	£2500
	£2500
	£2500

	Equipment
	£7500
	£0
	£0
	£0
	£0
	£0
	£5000
	£0
	£0
	£0
	£3000
	£0

	Utilities
	£4000
	£4000
	£4000
	£4000
	£4000
	£4000
	£4000
	£4000
	£4000
	£4000
	£4000
	£4000

	Wages
	£10000
	£10000
	£10000
	£10000
	£10000
	£15000
	£15000
	£15000
	£150000
	£150000
	£17000
	£17000

	Maintenance
	£0
	£0
	£0
	£0
	£500
	£0
	£2000
	£0
	£500
	£0
	£2500
	£0

	Furniture
	£2500
	£0
	£0
	£0
	£0
	£1000
	£0
	£0
	£0
	£2000
	£0
	£0

	Advertising
	£3000
	£1000
	£0
	£0
	£550
	£500
	£0
	£2500
	£0
	£0
	£4500
	£0

	Decoration
	£2000
	£0
	£0
	£0
	£500
	£1000
	£0
	£0
	£0
	£3500
	£0
	£0

	Renovation
	£0
	£0
	£0
	£0
	£0
	£0
	£5000
	£0
	£1000
	£0
	£0
	£3500

	Insurances
	£250
	£250
	£250
	£250
	£250
	£250
	£250
	£250
	£250
	£250
	£250
	£250

	Phone & Internet
	£100
	£100
	£100
	£100
	£100
	£100
	£100
	£100
	£100
	£100
	£100
	£100

	
	
	
	
	
	
	
	
	
	
	
	
	

	Total Outgoing
	£31850
	£17850
	£16850
	£16850
	£18400
	£24350
	£32850
	£24350
	£23350
	£27350
	£33850
	£27350

	
	
	
	
	
	
	
	
	
	
	
	
	

	Incoming less outgoing
	£8150
	(£1700)
	(£4050)
	£100
	£10150
	£19450
	£30600
	£58250
	£90900
	£128550
	£163940
	£212520



The above cash flow statement represents all the cash received from sales, loan and investment made by the owner. It also shows the cash out flow on the various business activities. We started the business with an investment of £40000, where £20000 was invested by the owners and £20000 was received from bank as a loan. The outgoing cash flow includes the payments made for renting the property, wages paid to the employees, advertising, purchasing and maintenance of equipment, furniture, utilities, insurance etc. In the first two month the cash flow showed a negative amount depicting that inflow is less than the outflow, but with investments on advertising we will be able to generate profits. It is forecasted that at the end of the year we will generate huge profits from sales. 



[bookmark: _Toc118321896]Profit and Loss
	Sales 
	£716860

	Direct Cost of Sales
	£40000

	Gross Margin
	£676860

	Gross Margin %
	94.42%

	Expenses
	

	Wages
	£159000

	Advertising
	£12050

	Rent
	£30000

	Utilities
	£48000

	Insurance
	£3000

	Total Operating Expenses
	£252050

	Profit
	£424810	

	Profit/Sales
	59.25%



It is estimated that at the end of the year we will generate profit of £424810 which is 59.25% of our sales as rest is reinvested in the business.

[bookmark: _Toc118321897]Conclusion
The Wellness Corner is a startup business that is entering a fitness and healthy lifestyle market. This center provides variety of products and services to its customers to adopt healthy lifestyle and maintain their body weight to live healthy life. The business will be started with team of 13 members including the owners who will share equal responsibilities to manage the business. The above plan shows that various marketing techniques will be adopted to increase brand awareness and social media is identified as the most effective technique as it has greater reach and cost effective as compare to other marketing techniques. We also have projected monthly sales for the year and we estimated to generate huge profits.  
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