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ABSTRAKT

Cilem diplomové prace je vytvoreni marketingové kampané pro fitness centrum Box-Fit
Gym. Prace je tvorena teoretickou, analytickou a projektovou ¢asti. Teoreticka ¢ast obsahuje
poznatky vztahujici se k problematice marketingové kampané, marketingu sluzeb a
situacnich analyz. Ziskané teoretické poznatky jsou dale vyuzity pii zpracovani analytické
casti. Ta se vénuje predstaveni fitness centra, a nasledné analyze soucasné marketingové
strategie, benchmarkingu, PEST analyze, Porterovu modelu péti sil a SWOT analyze.
V ramci analyzy je proveden také kvantitativni a kvalitativni marketingovy vyzkum.
Vysledky analytické casti prace slouzi jako podklad pro vypracovani marketingové
kampang, jejimZ cilem je vybudovani loajality stdvajicich klienti, a také zvySeni povédomi
o fitness centru a ndsledné ziskani novych klientd. Projektova ¢ast obsahuje stanoveni cild a
predstaveni jednotlivych ak¢nich pland projektu, které jsou néasledné podrobeny casové,

nakladové a rizikové analyze.

Klicova slova: marketing, marketingova kampan, marketing sluzeb, analyza, marketingovy

vyzkum, fitness centrum

ABSTRACT

The master's thesis aims to create a marketing campaign for the fitness center Box-Fit Gym.
The thesis consists of theoretical, analytical, and project parts. The theoretical part contains
knowledge related to the marketing campaign, marketing of services, and situational
analyzes. The acquired theoretical knowledge is further used in the processing of the
analytical part. The analytical part is dedicated to introducing the fitness center and
analyzing its current marketing strategy, benchmarking, PEST analysis, Porter's five forces
model, and SWOT analysis. In addition, quantitative and qualitative marketing research is
also performed as part of the analysis. The results of the analytical part serve as the basis for
the marketing campaign development, which aims at building the loyalty with existing
clients, and also raising awareness of the fitness center and subsequently gaining new clients.
The project part includes setting objectives and presenting individual project action plans,

which are subsequently subjected to time, cost, and risk analysis.

Keywords: marketing, marketing campaign, marketing of services, analysis, marketing

research, fitness center
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INTRODUCTION

Recent years have seen an ever-increasing interest in a healthy lifestyle and the associated
exercise. Various nutritional supplements, vitamins, vegan diets, or packaging-free foods are
becoming popular. More and more people are interested in exercise mainly for the purpose
of body shaping. Such interest can be caused by the massive influence of social networks,
especially Instagram, which results in a desire to look just like the 'perfect' people in the
photo. Such growing interest is definitely an opportunity for fitness centers to increase their

attendance.

However, in the last year, fitness centers have faced several government restrictions due to
the global pandemic. Thanks to this, fitness centers have been closed to prevent the spread
of the pandemic. As a result, not only are they losing income, but there are also fears that
they will lose part of their clientele, which will no longer attend the fitness center once it
reopens. Above all, concerns about losing clients were the main incentive for developing

this marketing campaign project.

The aim of the thesis is to develop the project of a marketing campaign, the purpose of which
is to build the loyalty of existing clientele, raise awareness of the fitness center, and
subsequently gain new clients. The starting point for the project elaboration will be the
results of the performed situational analysis of the external and internal environment and the

performed qualitative and quantitative marketing research.

The thesis consists of theoretical, analytical, and project parts. Theoretical knowledge from
the theoretical part serves as the basis for the analytical part. The fitness center is first
introduced in this part and then selected situational analyzes are performed. The results of
these analyzes then serve as a basis for project development. The project part proposes

individual action plans using appropriate marketing tools to achieve the required objectives.
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OBJECTIVES AND METHODOLOGY

The aim of the thesis is to design a project of the marketing campaign for the fitness center
Box-Fit Gym. The resulting product should raise awareness about the fitness center and build
the loyalty of existing clients, whose loss could result from the long-term closure of the

fitness centers.

To achieve the set goal, it is first necessary to study and compile literary research related to
a marketing campaign, marketing communication, and marketing of services. Part of the
theory is also devoted to analytical methods, which serve as a theoretical basis for subsequent
analysis of the current state of the selected fitness center. The following methods have been
selected for this analysis: PEST analysis, Porter's five forces model, target marketing,

benchmarking, SWOT analysis, and marketing research.

The summary of the theoretical bases is followed by an analytical part, which is further
divided into analytical and project parts. Within the analytical part, the introduction of the
fitness center and its current marketing strategy is processed. This processing is followed by
the PEST analysis, Porter's five forces model, comparing the fitness center with its
competitors using benchmarking, and SWOT analysis. The analytical part also includes
qualitative and quantitative marketing research and subsequent processing of the data
obtained. The methodology used will be described in more detail in the analytical part for
better clarity and coherence of the thesis. The analytical part concludes by summarizing the

data obtained and drawing conclusions and recommendations for the project part.

The thesis concludes with the project part, in which the project solution is developed based
on the results of performed analyzes. The project itself is subjected to cost, time, and risk

analyzes.
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I. THEORY
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1 MARKETING CAMPAIGN

The marketing campaign aims to attract the individual customer segments' attention by using
the appropriate communication mix of marketing communication tools. This should lead to
establishing relationships with new potential customers and maintaining and strengthening

relationships with the regular ones. (Kasik and Havlicek, 2015, p. 210)

According to Vysekalova and Mikes (2010), there are seven essential steps while creating
the marketing campaign. Firstly, it is necessary to set the goals as specifically as possible.
After the company knows the marketing campaign aim, it can set a budget, define the target
customers, set the requirements, and define the message. When all these steps are done, it is
necessary to select the appropriate media and communication mix. The last but no less
important step is the control of the results of the marketing campaign. (Vysekalova and

Mikes, 2010, p. 33)

A similar approach is described by Kotler and Keller (2012). When developing the
marketing campaign, marketing managers should first identify the target market and
customer's motives and then proceed to the five major decisions, known as 'the 5 M' —
mission, money, message, media, and measurement. The mission comprises advertising
goals based on the information concerning the target market, marketing program, and brand
positioning. A specific audience must achieve advertising objectives within a particular
period. Money invested in the campaign is a current expense and an investment in customer
loyalty and building brand equity. The message development process begins with message
generation and evaluation (what), continues with creative development and execution (how),
and ends with a social-responsibility review. The next marketer decides to choose suitable
media. Firstly, it is necessary to determine reach, frequency, and impact. Then it is needed
to choose the major and specific media types, followed by the determination of the schedule
and geographical media allocation. Since marketers are clear about the mission, money,
message, and media, it is necessary to evaluate the effectiveness. The evaluation may be
done from the point of view of so-called communication-effect research, which assesses the
impact on knowledge, preference, and awareness. The second possibility is sales-effect
research, which measures sales and examines whether the company is overspending or

underspending on advertising. (Kotler and Keller, 2012, p. 504 — 518)
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2 MARKETING COMMUNICATION

Marketing communication aims to inform, remind, and persuade customers about the
products the company sells. It uses the tools by which companies build relationships with
customers, strengthen customer loyalty, and increase customer equity. By connecting the
brand to the places, people, events, experiences, or feelings, the company may create a brand

image and drive sales. (Kotler and Keller, 2012, p. 476)

Marketing communication nowadays differs from what it used to be in the past. While
previously customers received the information mostly from mass media such as television
or newspapers, technology deeply changed the communication process nowadays.
Marketing information is communicated by various advertising tools such as websites, social
media, viral marketing, or direct mail. It may be said that marketing communication is on a
huge rise. However, even though marketers must be creative in the technologies used, they
must be cautious not to interfere in the customer's lives too much. The marketing information
would have the opposite effect then. (Wilson et al., 2016, p. 629; Kotler and Keller, 2012, p.
479 — 77) Moreover, in service provision, a company should ensure that employees and
customer service departments are providing consistent messages as customers must receive
unified messages, even though they come from several communication channels. (Wilson et

al., 2016, p. 629)

2.1 Marketing Communication Mix

According to Kotler and Keller (2012), the marketing communication mix comprises eight
major means of communication: advertising, sales promotion, events and experiences,
public relations and publicity, direct marketing, interactive marketing, word-of-mouth

marketing, and personal selling. (Kotler and Keller, 2012, p. 478)

2.1.1 Advertising

Adpvertising is "any paid form of nonpersonal presentation and promotion of ideas, goods, or
services by identified sponsor via print media (newspapers and magazines), broadcast media
(radio and television), network media (telephone, cable, satellite, wireless), electronic media
(audiotape, videotape, videodisk, CD-ROM, Web page), and display media (billboards,
signs, posters). (Kotler and Keller, 2012, p. 478) Advertising supports brand building and
awareness. Moreover, it helps not only to retain loyal customers but also to reduce lost

customers and recruit new ones. By advertising, the company creates a word-of-mouth
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opportunity as it informs people that the company is in business, promotes sales, and
broadens the audience's reach. Being combined with the other communication mix elements,
advertising is still amongst the best ways to convince potential customers to make a purchase

decision. (Dietrich and Livingston, 2012, p. 102 — 3)

2.1.2 Sales Promotion

Sales promotion comprises short-term stimuli to purchase a product or service by offering
samples, coupons, trade promotions, and business and sales force promotions. (Kotler and

Keller, 2012, p. 478)

2.1.3 Events

Amongst the events, activities such as conferences, arts, brand-related programs, or trade
shows may be included. Participating in an event gives a great opportunity to network with
clients, learn from industry leaders, or increase brand awareness. A face-to-face meeting is
still the best way to build relationships. (Kotler and Keller, 2012, p. 478; Dietrich and
Livingston, 2012, p. 99 — 100) This form of marketing communication may be beneficial.
However, there are many disadvantages which the company must take into consideration.
For instance, industry trade shows have seen a decline in attendance as companies cut
expense budgets. Besides, some attendees may be tired of the same ways of persuading
people and lack of creativity. Planning an event is a time-consuming activity, which requires
a huge amount of backup plans in case of catering failure, or speaker cancellation. Thanks
to this, many events are turning virtual. Nevertheless, virtual events have disadvantages too.
For instance, it is more difficult to keep people's attention, which reduces the event's

efficiency. (Dietrich and Livingston, 2012, p. 104 —5)

2.1.4 Public Relations

Public relations (PR) cover everything from reputation management, crisis, corporate social
responsibility (CRM), or media relations. It aims to communicate these issues to customers,
the government, media, and other companies and company employees. First, PR creates
brand awareness, as it reaches a large audience and creates credibility. People prefer doing
business with those they like and know. Thus, CRM allows for good PR and shows the
company's willingness to support the business (Kotler and Keller, 2012, p. 478; Dietrich and
Livingston, 2012, p. 101)
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2.1.5 Direct Marketing

Another marketing communication element is direct marketing, which comprises direct
communication by telephone, e-mail, fax, mail, or Internet. (Kotler and Keller, 2012, p. 478)
Direct marketing aims to sell the products and inform customers about potential
developments or price changes. (Dietrich and Livingston, 2012, p. 84) However, direct
communication has its disadvantages as there may be annoying customers with unwanted
communication. Sometimes, the costs may rise extremely high. (Dietrich and Livingston,

2012, p. 89)

2.1.6 Interactive Marketing

Interactive marketing encompasses online programs and activities, which are designed to
engage customers. It aims to raise brand awareness, elicit sales of the company's products

and services and improve the image. (Kotler and Keller, 2012, p. 478)

2.1.7 Word-of-mouth Marketing

Word-of-mouth marketing is an action where consumers provide oral, electronic, or written
information to the other consumers based on their experience. Word-of-mouth nowadays is
much stronger than it used to be in the past, thanks to a huge rise of social networks.
Customers can share stories, messages, and campaigns online, which helps reach a higher
number of potential customers. (Kotler and Keller, 2012, p. 478; Dietrich and Livingston,
2012, p. 117) On the other hand, this huge advantage of online message spreading can
become a disadvantage once people start to share negative things about the company, brand,
product, and service. Therefore, it is necessary to be completely transparent — apologize to
unsatisfied customers, fix the problems, and not get defensive. (Dietrich and Livingston,

2012, p. 126)

2.1.8 Personal Selling

The last element of the marketing communication mix is personal selling. It includes face-
to-face interactions with potential customers to make product presentations, answer

questions, and procure orders. (Kotler and Keller, 2012, p. 478)

2.1.9 Other Marketing Communication Tools

Besides the above-mentioned communication tools, there are other effective means of

marketing communication, which companies may find useful.
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Influencer relations are increasingly used these days as they may be one of the most effective
tools for establishing credibility, building brand awareness, and increasing sales. (Dietrich
and Livingston, 2012, p. 103) Moreover, like influencers, brand ambassadors may be an
effective way of promotion as well. These people generally create valuable content posted
on social media or blogs inexpensively. According to Dietrich and Livingston (2012), brand
ambassadors help increase sales as people buy from those they trust. The important thing is
that the company must find a highly influential person with many engaged readers who react
to the potential brand ambassador's speech or article. (Dietrich and Livingston, 2012, p. 118
-19)

Unlike the above-mentioned influencers and brand ambassadors, content marketing does not
require third-party influencers or media participation. The company itself creates content
marketing. By making the content educational and informative, people will share the content,
which leads to word-of-mouth and community building. Moreover, people and even
competitors begin to perceive the company as an expert, contributing to building a leadership
position. (Dietrich and Livingston, 2012, p. 120) Nevertheless, the disadvantage of content
marketing is that it is considerably time-consuming and labor-intensive. (Dietrich and

Livingston, 2012, p. 127)

2.2 Integrated Marketing Communication

Due to advanced information technology, the importance of integrated marketing
communication arises. It aims to build brand identity by coordinating the company's
positioning, images, and corporate messages. As different company's departments usually
coordinate the individual communication components, the overall communication strategy
may not be completely unified. Besides, the communication approach often focuses on
immediate awareness, which makes it too shortsighted. (Kotler and Armstrong, 2017, p. 430;

Rahman et al., 2019, p. 70; Wilson et al., 2018, p. 631)

Moreover, in the case of integrated marketing communication of services, it is necessary to
coordinate both external and internal communication to provide consistent promises.
(Wilson et al., 2018, p. 631 — 32) Service businesses should communicate more broadly —
apart from traditional advertising, companies should focus on the location of a delivery
facility, corporate design, or appearance and behavior of employees. (Wirtz and Lovelock,

2016, p. 362)
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According to Wirtz and Lovelock (2016), there is the Integrated Service Communication
Model, which consists of 'SWs': who, what, how, where, and when. Firstly, it is needed to
define the company's target audience and communication objectives. Then the company
decides how the objectives will be communicated, which communication channels will be
used, and when the communication activities will take place. Also, the model includes other
considerations such as available budget, ethics, or corporate design. (Wirtz and Lovelock,
2016, p. 365) A similar approach is described by Rahman et al. (2019). They claim that
integrated service communication should focus on five essential areas: the objective being
the influence of customer behavior, utilization of all types of contact and correspondence,
beginning from the point of view of the prospect, having the limited time frame, and fabricate

the company properly with the client. (Rahman et al., 2019, p. 72 — 73)

2.3 Marketing and Coronavirus Pandemic

Since the beginning of the year 2020, when the coronavirus pandemic began to spread, many
companies and industries have been affected by several restrictions. Most of the stores and
service providers had to close their establishments. Unfortunately, the situation in 2021 is
still the same. Therefore, the change in consumer behavior and marketing strategies may be
observed. Many companies have moved their services online, which also brings changes in

marketing trends.

Nowadays, the companies may be divided into two groups — companies being overwhelmed
with orders such as pharmacy, groceries, pet supplies, or household goods, and companies
lacking orders and interactions such as furniture, automotive, appliances, or luxury.

(Deloitte, ©2021)

Due to the lack of orders, a lot of businesses moved online. Various seminars, events, or
conferences are available online, but online shopping also noticed a considerable increase.
Shopping through social networks has become very popular as it is simple and comfortable.
Social media sales increased, mostly thanks to influencers. According to SmartBrief
(©2021), a study found out that 40% of people purchased a product online after seeing it on
influencer's YouTube, Twitter, or Instagram. Moreover, according to Besteto (©2021), about
63% of consumers trust influencers and their opinions, and 58% of people have bought a
product based on a recommendation from an influencer in the last six months. (Besteto,

©2021; SmartBrief, ©2021)
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Regarding online shopping, there are tools, which can search the products through visual
content — images. Tools such as Google Images, Bing, CamFind, or Pinterest Lens allow
searching for products by uploading a photo. Moreover, the Google Lens application enables
consumers to search for the products and find book reviews or translate the text from a

foreign language. (Besteto, ©2021)

According to SmartBrief (©2021), four trends will impact marketing strategies in 2021 and
beyond. Besides influencers' role, which was already discussed above, and businesses using
digital channels for product and service delivery and marketing, brands may be focusing on
environmental, social, and ethical responsibility. There is a prediction that businesses
committed to ethics, social and environmental sustainability will be more successful as far
as the long-term perspective is concerned. Many companies have also taken an anti-
consumerism approach. The last possible trend is the permanent change of consumer
behavior. Companies will focus on value-based messaging, pricing, and short-term and long-
term changes in products, services, and messages. For instance, virtual events will become

a 'new normal' as they are growing in popularity. (SmartBrief, ©2021)
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3 MARKETING OF SERVICES

Services make up about 63% of the gross world product. According to Kotler and Armstrong
(2017), services may be divided into three categories: government services such as police
and fire departments, hospitals, schools, or military services; private non-profit services
including charities, museums, or hospitals well. The largest category is made up of business
organizations, including, for instance, hotels, banks, real estate firms, airlines, or retailers.
(Kotler and Armstrong, 2017, p. 258) Moreover, according to Kotler and Keller (2012),
employees working in the manufacturing and retail sectors are service providers. Workers
such as accountants or computer operators provide service to the 'goods factory'. The same
applies to salespeople or cashiers with the difference that they do not provide the service to
the factory, but they provide customer services. Therefore, it can be said that service may or
may not relate to goods production and the physical product itself. (Kotler and Keller, 2012,
p. 356)

There are four properties of services that every company must consider as they affect the

marketing program's design. These properties are following:

e Inseparability: Services cannot be separated from their providers and must be
produced and consumed simultaneously. As the provider is, in most cases, present,

it is necessary to maintain good provider-client relationships.

e Variability: The quality of services differs as well. Many factors affect the quality
of the provided services, such as place, service personnel, or the way the service is
provided. To ensure that the company's employees provide quality services, firms

should invest in good hiring procedures and training programs.

e Intangibility: Another services' property is its intangibility, which means that
services cannot be seen, smelled, felt, heard, or tasted before their purchase. Thus, it
1s necessary to provide at least one tangible aspect of the service before the purchase

to convince the customers about the service's quality.

e Perishability: The last property of the services is its perishability. That means that
services must be used immediately when being sold — they cannot be saved for later
use. It is also necessary to distinguish whether the demand is steady or fluctuating.
Fluctuating demand may depend on season — for instance, accommodation services
offer lower prices in the off-season to attract more customers. (Kotler and Armstrong,

2017, p. 258 — 59; Kotler and Keller, 2012, p. 358 — 60)
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3.1 Service Marketing Mix

The marketing mix is a set of marketing tools that consists of four basic elements: product,
place, price, and promotion. These tools are in most cases referred to as the '4 Ps'. However,
the traditional marketing mix focuses more on the products and does not consider specific
characteristics of services. (Wirtz and Lovelock, 2016, p. 69; Wirtz and Lovelock, 2018, p.
89) While Wirtz and Lovelock (2018) claim that it is necessary to expand the original 4 Ps
by the characteristics of services, Payne et al. (2011) and Wirtz and Lovelock (2016) do not
consider the existing four elements of marketing mix sufficient. They claim that it is needed
to extend the marketing mix by another three Ps: people, process, and physical environment.
Most service marketers consider this expanded marketing mix being appropriate for service
businesses nowadays. (Payne et al., 2011, p. 37; Wirtz and Lovelock, 2016, p. 69; Wirtz and

Lovelock 2018, p. 89) Each element of the expanded marketing mix is to be discussed below.

3.1.1 Product

Service as a product is the most important element of the whole marketing mix. Service
product not only has to meet customer's primary need, but it also contains other
supplementary services that add value to it. Supplementary service may be, for instance,
providing consultation or handling exceptions. Service having a core and supplementary
services is called 'The Flower of Service'. The core service is displayed as the center of a
flower, and the surrounded petals symbolize supplementary services. The third service
product component is its delivery process, which comprises, for example, the length and way
the service is delivered to the customer. Services should offer value and satisfy the needs of
target customers better than the firm's competition. (Wirtz and Lovelock, 2016, p. 69 — 70;
Wirtz and Lovelock, 2018, p. 92 — 95)

3.1.2 Place

Service may be distributed physically, through electronic channels, or both. The distribution
method strongly depends on the nature of the service. Generally, most of the information-
based services may be distributed online or through electronic communication — however, it
i1s necessary to distinguish whether it is delivering the core product or provision of
supplementary services. While, for instance, the entire educational program, as the core
product, may be provided online, the flight ticket bought online is only a supplementary

service as the flight itself must be taken physically. In contrast, if the service must be
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provided physically, it is necessary to distinguish whether the customers visit the service site
or service providers go to the customer's site. (Wirtz and Lovelock, 2016, p. 70; Wirtz and

Lovelock, 2018, p. 122)

In today's busy age, the relevance of time and speed of service performance is becoming
increasingly important. Many customers are willing to pay more to save time. (Wirtz and
Lovelock, 2016, p. 71) However, performance speed is not the only aspect that a service
company should take into consideration. According to Wirtz and Lovelock (2018), when
providing a service where the customer must come to the service site, its location requires
an investment and long-term commitment to gain and retain loyal customers. (Wirtz and

Lovelock, 2018, p. 127 — 28)

3.1.3 Price

When setting the price, service marketers should not only follow the price that target
customers are able and willing to pay. There are other aspects that affect consumer behavior:
travel costs to a service location, negative experiences and unwanted physical and mental
effort, or time spent traveling. Therefore, it is essential to take these aspects into account

when dealing with the pricing strategy. (Wirtz and Lovelock, 2016, p. 71 — 72)

As the service industry is highly dynamic, it also requires a dynamic pricing strategy. Every
service provision acquires certain assets such as equipment or labor providing the service -
however, when there is no demand, the firm does not create value from the assets. On the
other hand, when demand exceeds capacity, there is a risk of losing the customers as they
need to wait until later or use competitive services. Thus, it is key to use dynamic pricing
strategies to match the dynamic demand by adjusting price levels according to place and
time of delivery, capacity available, or customer segment. (Wirtz and Lovelock, 2016, p. 71
-72)
According to Wirtz and Lovelock (2018), pricing strategy has three foundations:
e Cost-Based Pricing: Service providers usually have a higher ratio of fixed costs to
variable costs than manufacturing companies. Therefore, it is convenient for service

companies to choose activity-based costing, which more accurately allocates indirect

costs. It is also necessary to set the price high enough to cover all incurred costs.

e Value-Based Pricing: Marketers must understand customer's perception of service

value — its costs and benefits. The difference between all benefits and all costs is
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called 'net value'—the greater the difference, the greater the net value. Service value
may be further specified as a low price, quality received for the price paid, or

whatever is wanted in a service.

e Competition-Based Pricing: When offering a service with no or little difference
from the competitors, the decisive aspect is, in most cases, the lowest price.
Therefore, companies with the lowest costs and prices have a huge competitive
advantage. Price reduction, however, is not the solution to beat the competition as

the business might be running at a loss. (Wirtz and Lovelock, 2018, p. 154 — 163)

3.1.4 Promotion

As services are intangible, it is not always easy to visualize them and make them tangible
for the purpose of promotion. Firstly, it is necessary to realize what is the purpose of the
marketing program and promotion. According to Wirtz and Lovelock (2016), there are three
roles of effective marketing communication: persuading target customers to buy the service
product, providing needed information, and encouraging target customers to act. To get the
best results, service providers should inform the customers about the benefits of the service
and when and where they can get those. Moreover, Wirtz and Lovelock (2018) came up with
'The Integrated Service Communication Model', which includes the 'S Ws' model

representing the basis of marketing communication. The 'S5 Ws' are the following:

e Who is our target audience? There are three target audiences for marketing
communication: the company's current customers, prospective customers, and

target segments, and employees as a secondary audience.

e  What do we need to communicate and achieve? There are two communication
objectives — strategic and tactical. Strategic objectives are positioning and
differentiation of the brand and service. On the other hand, tactical objectives
include the pre-purchase stage (managing customer choice and search), service
encounter stage (customer guiding throughout the service), and post-encounter

stage (managing customer satisfaction and building loyalty).

e How should we communicate this? Promoting a service is not always easy for
its intangibility. Thus, message decision and service-specific challenges of

service communication will be discussed in more detail below.
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e  Where should we communicate this? There are three key sources for service
communication mix. These are marketing communication channels including
traditional and online media; service delivery channels comprising self-service
delivery points, service outlets, and frontline employees. Messages from outside
of the organization are the last key source of communication. These messages

include social media, blogs, or word-of-mouth marketing.

e When does the communication need to take place? This comprises timing
decisions, where it is essential to map the timing and use the media plan

flowchart.

As it was already mentioned, services are intangible. This intangibility may be both mental
and physical. While physical intangibility means that customers cannot experience the
service by touch or other senses, mental intangibility represents a difficulty for customers to
understand the service's value and benefits and visualize the experience before the purchase.
Thus, the purpose of the service provider's marketing communication is to demonstrate its
competencies and benefits using physical images and metaphors. There is also an importance
of personal interaction of service employees, who help customers make choices, educate
them on what to expect during and after service provision, and help the customers throughout
the service process. By doing so, service companies become more appreciated, competent,
and productive, resulting in cost reduction, and reducing the price that customers pay for the

service. (Wirtz and Lovelock, 2016, p. 72 — 73; Wirtz and Lovelock, 2018, p. 196 — 97)

3.1.5 People

Despite a huge technological development, people are essential when delivering a service as
there are still many services, which require direct interaction between the employees and
customers. Therefore, the quality of service is highly determined by the company's
personnel's behavior and quality, especially in services requiring high levels of customer
contact. Service providers should work closely with the HR (Human Resources) department
and focus on selecting, training, and motivating the employees. Moreover, employees need
to have good technical and interpersonal skills. (Payne et al., 2011, p. 37; Wirtz and
Lovelock, 2016, p. 76)
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3.1.6 Process

Service delivery requires effectively designed and implemented service processes. Service's
procedures, policies, and routines, which influence service delivery, may highly determine
customer's perception of the service. When the service is done poorly, the process becomes
ineffective, leading to wasted time and customer dissatisfaction. Frontline employees are
affected too, as it leads to employee dissatisfaction and low productivity. To prevent low
productivity and dissatisfaction, managers should carefully design service processes,
implement thorough management of service quality, adopt standardized procedures, train

employees more carefully, and automate some of the employees' tasks.

Service scholars claim that customers are often partial employees as they help service
providers by telling them what their needs, wants, or ideas are like. Moreover, self-service,
Internet, and smart machines involve even more of the customer's participation. Therefore,
quality, and well-designed service processes are required to facilitate service delivery.

(Payne et al., 2011, p. 37; Wirtz and Lovelock, 2016, p. 74 — 75)

3.1.7 Physical Environment

Since a service as a product is intangible, it is needed to focus on designing the physical
environment to provide tangible proof of the service quality. The physical environment may
include the appearance of buildings, interior furnishing, and equipment, staff member's
uniforms, printed materials, or signs. This environment facilitates service delivery and
provides guidance throughout the service process, but primarily, the environment impacts

service productivity and customer satisfaction. (Wirtz and Lovelock, 2016, p. 75 — 76)

Even though the physical environment is considered the last element of the marketing mix,
according to Payne et al. (2011), it is not the physical environment but the customer service.
This element should help to build better and closer relationships with customers by
differentiating the service itself and focusing on the customer's demand. (Payne et al., 2011,
p. 37) Nevertheless, similar issues were discussed in the previous chapters. Thus, this may

not be considered a separate element of the service marketing mix.



TBU in Zlin, Faculty of Management and Economics 26

4 ANALYTICAL METHODS

Each company's marketing environment includes actors and outer marketing forces that
affect the building and maintaining relationships with customers. Therefore, marketers' task
is to collect information and develop insights about the marketing environment and study
customer and competitor environments to adapt their strategies and seek out new
opportunities. (Kotler and Armstrong, 2017, p. 92) Many analytical methods help develop
insights about the company's marketing environment, and this chapter focuses on a few of

them.

4.1 Macroenvironment Analysis

The marketing macroenvironment includes all external factors which affect the company.
According to Blythe and Megicks (2010), external factors comprise the government,
competitors, the industry structure, the technological environment, the ecology, and the
economic situation. Similarly, Kotler and Armstrong (2017) claim that external factors
include the demographic, economic, natural, technological, political, and cultural
environment. A company's macroenvironment cannot be controlled or influenced. However,
it may be predicted through skilled management. (Blythe and Megicks, 2010, p. 80; Kotler
and Armstrong, 2017, p. 96)

4.1.1 PEST Analysis

PEST model is probably one of the best-known macroenvironment analyses. It consists of
four factors, which affect the company from the outside: political, economic, socio-cultural,

and fechnological factors. (Blythe and Megicks, 2010, p. 80 — 1)

Political factors: according to Kotler and Armstrong (2017), the political environment
"consists of laws, government agencies, and pressure groups that influence or limit various
organizations and individuals in a given society". (Kotler and Armstrong, 2017, p. 108)
Government interventions may include changes in the taxation structure and legislation or
increased help for some industry sectors. (Blythe and Megicks, 2010, p. 83) To ensure fair
markets and encourage competition, it is advisable to have at least some regulation. Kotler
and Armstrong (2017) describe three main purposes of government regulation. It serves to
protect companies from unfair competition and consumers from unfair business practices.
Regulating unfair business practices is needed as some companies mislead consumers in

their advertising, make products of poor quality, or invade consumer privacy. The last
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purpose is to protect society's interests and ensure that the company takes responsibility for

its social costs. (Kotler and Armstrong, 2017, p. 109)

Economic factors: macroeconomics deals with overall demand in the economy, which is
determined by the cost of imports and exports, the overall supply of money, or the average
earnings of people in the country. It also deals with the cost of living, interest rates, or savings
and borrowing patterns. Government is interested in growing demand as it increases wealth
and revenue from taxation. Thus, they regulate the supply of money to have control over
overall demand in the economy. (Kotler and Armstrong, 2017, p. 104; Blythe and Megicks,
2010, p. 85)

Socio-cultural factors: according to Blythe and Megicks (2010), socio-cultural factors
comprise the following aspects: demographic forces, culture, social responsibility and
ethics, and consumerism. As for demography, it deals with population structure, specifically
with age, gender, education, wealth, income, race, or ethnicity. Birth and death rates or
wealth distribution and concentration may mean new opportunities for marketers. As far as
the culture is concerned, it comprises customs, religion, behaviors, beliefs, and language of
a larger population group. The cultural aspect is essential, especially in international trade,
to effectively communicate with the business partners and know the consumption patterns.
Social responsibility and ethics affect companies as certain cultures have an idea of the
proper company's behavior and ethical marketing. The last factor, consumerism, began to
spread with the Internet's invention as shopping became easier and goods and services were

more available. (Blythe and Megicks, 2010, 85 — 88)

Technological factors: the technical environment constantly changes, which brings new
opportunities for marketers. In recent years, communication technology and electronics have
been used increasingly. For instance, online marketing communication is almost a matter of
course today. Nevertheless, this was not the case once. (Kotler and Armstrong, 2017, p. 106;

Blythe and Megicks, 2010, 88)

4.2 Microenvironment Analysis

The company's microenvironment does not comprise only the company itself as other outer
microenvironment actors make up the company's value delivery network. These actors are
suppliers, competitors, marketing intermediaries, the public, and customers, who are
considered the most important as the whole value delivery system aims to serve the

customers and build strong relationships. (Kotler and Armstrong, 2017, p. 92 — 3)
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4.2.1 Porter's Five Forces Model

Michael Porter identified five forces that have a huge impact on the company's profitability
and determine market or market segment attractiveness. These forces are competitors,
potential entrants, buyers, suppliers, and substitutes. Porter's model aims to explain how
competitive advantage and competitive power arise because of these microenvironmental
factors. (Blythe and Megicks, 2010, p. 81; Kotler and Keller, 2012, p. 232; Payne et al.,
2011, p. 145)

Competitors: to succeed in the market, it is necessary to be aware of the company's position
and understand its competitor's ambitions and strategies. (Payne et al., 2011, p. 145) In some
industries, the competition may be fierce as there are aggressive competitors, high fixed

costs, exit barriers, or declining segments. (Kotler and Keller, 2012, p. 232)

Potential entrants: foreign expanding companies or firms seeking to diversify in the
segment may be considered potential entrants. As for the segment entry assessment,
segments with high entry barriers and low exit barriers are considered the most attractive as
few new companies can enter, while poor companies can easily exit. On the other hand,
segments with low entry barriers and high exit barriers are the worst, resulting in chronic
overcapacity and depressed earnings. (Blythe and Megicks, 2010, p. 81; Kotler and Keller,
2012, p. 232; Payne et al., 2011, p. 145)

Buyers: companies need to understand what forces influence customer's purchase decision-
making. (Payne et al., 2011, p. 145) According to Kotler and Keller (2012), there is a risk of
buyers' bargaining. This situation may occur when products are undifferentiated, represents
a significant fraction of their costs, or when buyers are price sensitive. (Kotler and Keller,

2012, p. 232)

Suppliers: suppliers may be able to control the competition if they hold much of the
industry's power. (Blythe and Megicks, 2010, p. 81) In some cases, suppliers can reduce the
supplied quantity or raise prices. This may happen when suppliers are organized and
concentrated, when there are not many substitutes, or when the supplied product is a
necessary input. Using multiply suppliers or building win-win relationships is the best

protection against abuse of power by suppliers. (Kotler and Keller, 2012, p. 232)

Substitutes: substitutes can limit profits and product prices. It can also cause an intensive

competitive position. (Blythe and Megicks, 2010, p. 81; Kotler and Keller, 2012, p. 232)



TBU in Zlin, Faculty of Management and Economics 29

4.3 Target Marketing

As companies cannot serve all customers in large and diverse markets, they should focus on
those segments with the most significant satisfaction level. Target marketing contributes to
more effective competitiveness as the right segment's identification and satisfaction are key
to marketing success. Effective target marketing begins with proper market segmentation,
continues with choosing the right target market, and ends with positioning the company
against the competition by communicating the benefits of the company's offering. By doing
this, the company may avoid chasing people who are not interested in the company's product
or service, therefore, avoid wasting the company's resources. (Kotler and Keller, 2012, p.

213; Blythe and Megicks, 2010, p. 135)

4.3.1 Segmentation

Segmentation is the process of dividing a market into segments that consist of customers
with common characteristics, needs, wants, or consumption patterns. Customers within the
same segment should have their needs as similar as possible. (Kotler and Keller, 2012, p.

214; Wirtz and Lovelock, 2018, p. 68)

According to Kotler and Keller (2012) and Wirtz and Lovelock (2018), market segments are
defined by geographic, demographic, psychographic, and behavioral characteristics.
Geographic segmentation focuses on certain nations, states, regions, or cities. Demographic
segmentation focuses on a wide range of variables such as age, family, gender, education,
religion, race, income, social class, or nationality. This type of segmentation is favored as it
is easy to measure, and the variables are often associated with customer's needs and wants.
While psychographic uses psychology and demographics to divide customers into the
segments according to their personality traits, values, or lifestyle, behavioral segmentation
divides customers according to their attitude, knowledge, or response to the company's

product. (Kotler and Keller, 2012, p. 214 — 227; Wirtz and Lovelock, 2018, p. 68)

On the other hand, according to Randazzo (2014), it is beneficial to divide customers into
segments by spending as it has the greatest impact on the business. There are three customer

categories: key customers, underpotential customers, and nonusers. (Randazzo, 2014, p. 29)

According to Blythe and Megicks (2010), market segmentation operates at four levels: mass
marketing, segmented markets, niche marketing, and micromarketing. Mass marketing

comprises products produced in vast quantities at very low prices. The disadvantage is that



TBU in Zlin, Faculty of Management and Economics 30

only a few products are wanted by all customers, which leads to a significant price
competition. Other segmentations identify groups of customers with similar needs, small
segments with targeted products, and micromarketing, which adapts its products to the

requirements of each customer. (Blythe and Megicks, 2010, p. 141 — 2)

After defining the market segment, it is necessary to understand the value required by
customers, which comprises benefits acquired from the offer and the lifetime cost or

convenience of a purchase given in exchange by the customer. (Payne et al., 2011, p. 14)

4.3.2 Targeting

Once the company has segmented its customers, it must decide which segments and how
many are to be the target. According to Kotler and Keller (2012), market segments should
be measurable, substantial, accessible, differentiable, and actionable so that the targeting was
efficient. Segments should be large and profitable enough to it was worth preparing a tailored
marketing program, they should be reached and served effectively and respond differently
to divergent elements of the marketing mix and marketing programs. (Kotler and Keller,

2012, p. 231 — 2; Wirtz and Lovelock, 2018, p. 68)
According to Blythe and Megicks (2010), there are five possible market coverage strategies:
e Full coverage: company focuses on every possible segment of the market;

e Selective specialization: company selects niches that, however, are not closely

related but they are profitable;

e Market specialization: the company produces everything that a particular group of

customers' needs;
e Product specialization: company produces a wide range of a specific product type;
e Product/market concentration: the company takes over a small part of the market.
Choosing the right strategy and accessing the right market segment is probably the most
important activity of each marketer. (Blythe and Megicks, 2010, 183)
4.3.3 Positioning

Positioning is the place that the company's offerings occupy in the consumers' minds and the
process of creating a perception of the company in relation to its competitors. Besides, the

company must differentiate its product or service from the competitors to create a unique
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brand positioning. (Blythe and Megicks, 2010, p. 188; Kotler and Keller, 2012, p. 276; Wirtz
and Lovelock, 2018, p. 68)

As positioning relates to competing brands, according to Kotler and Keller (2012), it is
appropriate to create the 'competitive frame of reference' that defines brand competes and
brands that should undertake the competitive analysis. Defining the frame should start with
the identification of the company's competitors, followed by their analysis. (Kotler and

Keller, 2012, p. 276 — 82)

Marketers aim to create a collective perception among the company's target segment.
According to Blythe and Megicks (2010), every person has a so-called perceptual map that
comprises information about the products they buy, consider their purchase, or never buy.
Thus, positioning's task is to place the product at the appropriate point in the perceptual map
related to competing products. (Blythe and Megicks, 2010, p. 188 — 9) A simple perceptual

map is shown in Figure 1.

High price

Brand A

Brand C

Low quality High quality
Brand D

Brand E

Brand B

Low price

Figure 1: Simple perceptual map (Blythe and Megicks, 2010, p. 189)
A similar approach may be observed at Wirtz and Lovelock (2018). They consider
perceptual maps to be a great tool helpful in visualization of the company's competitive
positioning and mapping over time development and developing scenarios of potential

competitor responses. (Wirtz and Lovelock, 2018, p. 76)

4.4 Benchmarking

Benchmarking is the process of "comparing the company's products and processes to those
of competitors or leading firms in other industries to identify best practices and find ways to
improve quality and performance". (Kotler and Armstrong, 2017, p. 546) To prepare an

effective competitive strategy, it is essential to identify the highest standards for products,
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services, or processes, compare them with the company's conditions, and improve to reach

those standards. (Rostek, 2015, p. 33)

According to Rostek (2015), the benchmarking process consists of six stages. Firstly, it is
necessary to plan and set the scope, goals, and measures of these goals in the benchmarking
process. When the goals are planned properly, adequate data and information gathering
follow. Then the gathered data are analyzed, and subsequent results are validated and
verified. According to the analysis results, it is needed to plan changes, followed by their
execution and implementation. The last step comprises reviewing results, evaluating the
goals' achievement, and the need for another process iteration. However, this benchmarking
process does not end with the sixth stage as the process is cyclical, and therefore, it usually
returns to the first stage for the next iteration. This cyclicality contributes to the company's

improvements and goals achievements. (Rostek, 2015, p. 35 —36)

4.5 SWOT Analysis

Situational SWOT analysis comprises a critical view of the company's strengths and
weaknesses and the market's opportunities and threats. (Randazzo, 2014, p. 33) This analysis
1s commonly seen as a key in the marketing strategy process as it brings together the internal
as well as external evaluation of the company's conditions using data gained from the
marketing audit. Regarding the internal and external data obtained, the company may try to
convert weaknesses into strengths and threats into opportunities as strategizing is a key

aspect of the marketer's task. (Blythe and Megicks, 2010, p. 130 — 1)

To create the list of internal and external data as specific as possible, it is appropriate to
create a group of leaders from various company departments as they may provide different
information. (Randazzo, 2014, p. 34) Moreover, according to Payne et al. (2011), it is
appropriate to focus initially on each company's segment in particular when creating a
SWOT analysis. While doing an audit on the overall company provides the generalities only,
focusing on each segment or department of the company helps recognize the real factors

driving the business. (Payne et al., 2011, 174)

4.5.1 Internal Analysis

Every business must evaluate its strengths and weaknesses. This might help not only to
correct the weaknesses but also to find or develop new strengths. (Kotler and Keller, 2012,

p. 50)
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According to Payne et al. (2011), two areas should be considered when searching for the
company's strengths and weaknesses. These areas are operations and resources carried out

by the company and own company. Some of the concrete internal factors are listed in Table 1.

Own company Operations and resources

Sales (total, by customer, or product) | Marketing objectives

Market shares Marketing strategy

Profit margins Structure of authorities and responsibilities
Marketing procedures Information system

Marketing organization Planning and control system

Sales/marketing control data Profitability analysis, cost-effectiveness analysis

Marketing mix variables (selling, PR, | Functional efficiency

advertising, people, distribution, etc.)

Table 1: Internal factors — (Payne et al., 2011, p. 173)
4.5.2 External Analysis

To be successful and earn profits, it is necessary not only to monitor the company's internal
factors but also the external ones. It is necessary to track developments, new trends, and
other related opportunities and threats and then develop and profit from the opportunities

found. (Kotler and Keller, 2012, p. 48)

According to Payne et al. (2011), opportunities and threats may be divided into three areas:
business and economic environment, market environment, and competition. Some of the

external factors belonging to those areas are listed in Table 2.

Business and economic

environment

Economic Inflation, unemployment, energy, materials availability
Political Taxation, union legislation, nationalization

Social and cultural Education, migration, religion, environment, lifestyle
Technological Technology affecting the industry — e.g. new methods
Intracompany Capital investment, closures, strikes

The market

Total market Size, trends, growth

Market characteristics | Prices, distribution, communication, developments, channels
Competition Industry structure and profitability

Table 2: External factors — (Payne et al., 2011, 172)
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4.6 Marketing Research

According to Burns and Veeck (2020), marketing research "is the process of designing,
gathering, analyzing, and reporting information that may be used to solve a specific
problem". It may solve problems such as price setting or selection of the most effective
advertising media. (Burns and Veeck, 2020, p. 7) According to Blythe and Megicks (2010),
marketing research may be primary, secondary, or done in the form of environmental
scanning. Environmental scanning continuously monitors the key issues in a certain
environment. While secondary research uses already published data, primary research is
compiled to answer specific problems and gain data that cannot be gained from secondary

research. Primary research may be qualitative or quantitative. (Blythe and Megicks, 2010, p.

92 — 3)

4.6.1 Quantitative research

Quantitative research consists of structured questions, usually with predetermined response
options. Even though it is intended for a large number of respondents, it is less expensive
than qualitative research intended for a small group of people. Quantitative research usually
gets responses from a sizable sample of the population. (Burns and Veeck, 2020, p. 122)

Probably the most common form of quantitative research is a questionnaire survey.

The questionnaire survey is popular for its flexibility as there are many possibilities of how
to ask questions. It may be administered in person, by e-mail, phone, or online. Moreover,
there are two types of questions that the researcher may use. Open-ended questions allow
respondents to complete a sentence or answer in their own words completely. These
questions are primarily used for exploratory research to determine the respondent's opinion
as the questions do not measure how many people think in a certain way. On the other hand,
close-ended questions may be designed in single or multiple-choice questions or scale
questions. These types of questions are easier to interpret, but the disadvantage is that they

limit respondents' answers. (Kotler and Keller, 2017, p. 139)

As questionnaires can be deceptively simple, they may cause some problems. The poorly
constructed questionnaire can lead to a mistaken conclusion. Moreover, the questionnaire's
design influence the collected data. Therefore, it is important to invest time and effort into

questionnaire development. (Burns and Veeck, 2020, p. 203; Pingali, 2015, p. 72)
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S SUMMARY OF THE THEORETICAL PART

The goal of the theoretical part was to gain theoretical knowledge to create a marketing

campaign for the fitness center. This knowledge was obtained from several literary sources.

The beginning of this part is devoted to the theory of marketing campaign, marketing
communication, and marketing of services, including the marketing mix of services.
Moreover, there is also a chapter concerning the impact of the coronavirus pandemic on
contemporary marketing. The fourth chapter deals with analytical methods, namely PEST
analysis, Porter's five forces model, target marketing, benchmarking, SWOT analysis, and

marketing research.

For the purpose of the analytical part, the theoretical knowledge obtained from this part is to
be used, especially knowledge related to PEST analysis, Porter's model of five forces,
benchmarking, and SWOT analysis. Theoretical knowledge will also be used as the
theoretical basis for analyzing the current marketing strategy of the fitness center and

creating the qualitative and quantitative marketing research.
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II. ANALYSIS
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6 METHODOLOGY

Analysis of Current Marketing Strategy

As part of the fitness center analysis, the analysis of the current marketing strategy, which
includes individual aspects of the extended marketing mix (7 P’s), was performed. The
analysis was performed by me, the author of this thesis, and the information contained in the
marketing strategy analysis is obtained from the Box-Fit Gym fitness center website or their
Facebook and Instagram pages, and from the in-depth interview with the fitness center

owner.
Benchmarking

Individual aspects of the above mentioned marketing strategy were further used in
comparing the fitness center with its competitors using the benchmarking method. Three
competing fitness centers were selected for this method, whose individual aspects of the
marketing mix were rated points on a scale from 1-5, where 1 is the lowest number of points

and 5 is the highest one.
SWOT Analysis

Further, the SWOT analysis of internal and external factors was performed. Individual items
of the analysis were rated points according to the degree of satisfaction or dissatisfaction.
Each item was also assigned a weight of importance. By multiplying these weights by the
point rating, the values of internal and external factors were calculated. The sum of these

two values resulted in the balance of the SWOT analysis.
Quantitative research

Regarding the questionnaire survey, current loyal fitness center clients were approached to
ascertain their satisfaction to avoid their fluctuation and develop possible improvements
within the provided services. The questionnaire survey also aimed to determine whether
current clients would return to the fitness center after its opening. As a result of the
questionnaire, the experience of the loyal customers will be identified, on the basis of which

the campaign to build and support the loyalty and gain new clients will be developed.

Based on the data collected, 54 respondents participated in the questionnaire survey, of
which 51 respondents are current clients of the fitness center and 3 respondents who have
not visited the fitness center yet. Still, they would like to become their clients after re-

opening.
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The questionnaire survey was conducted in the form of a structured online questionnaire
created through the Google Forms platform. The questionnaire consisted of 14 questions, of
which 4 were identification questions. It contained open-ended questions, where clients
could express their opinion, as well as close-ended questions with a choice of one or more
options, and one evaluation question concerning client satisfaction, where there was a
possibility to evaluate on a scale of 1-5. The questionnaire can be seen in Appendix P I
(Czech version) and in Appendix P II (English version). The questionnaire was published on
the fitness center's Facebook page, and the data collection took place from April 2 to April
9,2021.

Based on the questionnaire survey, following four hypotheses were identified:

H1: More than 60% of respondents rated the overall satisfaction in the fitness

center as very satisfactory.

e H2: More than 80% of respondents will continue to attend the fitness center

after its re-opening.

e H3: Is there a statistical dependence between the overall satisfaction and

whether clients would switch to the competition?

e H4: Is there a statistical dependence between the period of fitness center
attendance and whether clients will continue to attend the fitness center after its

re-opening?

The hypothesis H3 and H4 were assessed by the Pearson's chi-square test. The chi-square
test was performed using MS Excel, where the observed and expected frequencies of the
required data were defined. Subsequently, the P-value was calculated using the 'CHITEST'

function, which confirmed or rejected the stated hypotheses.

The limit of the questionnaire survey can be considered addressing only a sample of the
fitness center's clientele. In this case, it cannot be said whether there is a reluctance of the
clients to complete the questionnaire or whether they merely failed to notice the shared
questionnaire. Another limiting factor resulting from the examined sample may be an
insufficient reading of the questions or its misinterpretation and subsequent distorted answer.
The subsequent generalization of the results of the questionnaire survey or the chosen results

analysis can be considered a limit too.
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Qualitative research

The marketing research also included an in-depth interview with one of the fitness center
owners, Ing. Jan Vasut. The interview took place on March 4 and lasted about 30 minutes.
Within the interview, information that served to introduce the fitness center and analyze its
current marketing strategy were obtained. I also asked the owner six questions regarding the
current and future state of the fitness center, the English transcript of which can be seen in

Chapter 14 In-Depth Interview.
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7 INTRODUCTION OF FITNESS CENTER BOX-FIT GYM

Box-Fit Gym v.o.s. is a fitness center based in Roznov pod Radhostém. It was established in

September 2018 by two shareholders with no deposit obligation.

Fitness center provides quality fitness and martial arts equipment available for customers
from 7:00 to 20:00 on workdays and from 9:00 to 12:00 at the weekends. Besides the 'open

gym' possibility, the fitness center offers the following lessons and training:

e Circuit training;

Individual training;

e Kickbox;

e HIIT (High Intensity Interval Training);
e CrossFit training;

e Self-defense and self-defense for kids.

According to the fitness center database, the fitness center has currently about 70 existing
clients, most of whom belong to the 20 to 40 age group. These clients are mostly people who
are interested in fitness and exercise in order to improve their physical condition and body

shaping.

The Fitness center also offers the possibility to purchase many quality health and sports
supplements and sports equipment. Even though these supplements and equipment may be
purchased in the fitness center only, currently, an e-shop, where all these products can be
purchased, is being launched. Its launch is scheduled for sometime this spring (spring 2021).
The launch of the e-shop will also include a new website and logo design and graphic designs
for gloves and clothes corresponding to the corporate design of the fitness center. It will be

possible to purchase the gloves and clothes at the e-shop and the fitness center.

Figure 2 shows the fitness center's current logo, which is designed in black, white, and red
colors. It consists of a 'Box-Fit Gym' inscription, an outline of a person in a hood, and there
is a yin-yang symbol in the background. According to Experience Life (©2020), yin-yang,
in connection with fitness, combines the focus of yin and the intensity of yang, which

represents a variety of fitness center services.
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BOX FIT
GYM

Figure 2: Logo (Box-Fit Gym, ©2021)
In addition to the logo, the fitness center also has its slogan: "Vicetcelovy gym s osobnim

piistupem".

7.1 Coronavirus Pandemic Impact on Selected Fitness Center

Fitness centers have had to submit to several government restrictions over the past year.
They have either had to be closed or operate under a restricted regime and adhere to strict
hygiene measures. The fitness centers were closed for the first time between March 14 and
May 11, 2020. A further closure followed in the autumn, namely from October 9 to
December 2, and unfortunately, two weeks later, on December 18, the fitness centers closed
again. This last closure lasts until now (March 2021). Therefore, converted to months, from

March 2020 to March 2021, the fitness centers were closed for about six months.

To financially compensate for the loss of profit due to anti-pandemic measures, the
government provides compensatory bonuses that should at least partially compensate
entrepreneurs for the loss. The Box-Fit Gym only achieves the so-called 'COVID najemné'
bonus, which provides compensation in the form of 50% of the monthly rent. The fitness

center is not entitled to any other compensation bonuses.

Table 3 shows a comparison of the fitness center's revenue in 2019 and 2020. As the fitness
center has only been operating since September 2018, a gradual increase in revenue can be
seen throughout 2019. Looking at the revenue from January and February 2020, more than
double the increase compared to 2019 may be observed. However, this growth has been
suspended due to anti-pandemic measures. The months affected by these measures are
marked in bold. The most significant deficit can be seen in April 2020, when the fitness

center even made no revenue, and in November. Revenue in the months when the fitness
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center was closed is from selling health and sports supplements and sports equipment. This

sale took place through the fitness center's issue counter.

Revenue
2019 2020
January 47,062 CZK 85,337 CZK
February 32,084 CZK 74,100 CZK
March 66,505 CZK 65,876 CZK
April 44,438 CZK 0 CZK
May 47,453 CZK 71,723 CZK
June 43,131 CZK 101,727 CZK
July 43,012 CZK 68,519 CZK
August 26,532 CZK 72,878 CZK
September 43,309 CZK 97,726 CZK
October 48,013 CZK 33,711 CZK
November 98,547 CZK 10,818 CZK
December 96,963 CZK 65,356 CZK

Table 3: Revenue in 2019 and 2020 (own processing)
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8 ANALYSIS OF CURRENT MARKETING STRATEGY

8.1 Product

Fitness center Box-Fit Gym offers the opportunity to work out in the gym using fitness and

martial arts equipment.

Apart from this, the fitness center offers many group lessons and training, including circuit
and CrossFit training, kickbox, and HIIT lessons. They also provide Reality Based Self
Defense training intended for women, men, girls, boys from the age of 14, and self-defense

training intended for kids between 6 to 13 years.

Contrary to group training, the fitness center also offers individual training with personal
trainers, giving the client maximum care and supervision throughout the workout. The
individual training intends to prevent incorrect exercise. It is suitable for beginners and
clients dealing with certain difficulties and those who want to take their boundaries one step

further. As every lesson is individual, the training plans are tailor-made for each client.

Besides exercise opportunities, they also offer the possibility to purchase vitamins, health
and sports supplements, boxing bags, and other sports equipment such as bandages, rubber

bands, or bottles and dumbbells.

8.2 Place

Box-Fit Gym is located at 2638/3 Svazarmovska street in RoZznov pod Radho§tém with
opening hours from 7:00 to 20:00 on workdays and from 9:00 to 12:00 at the weekends. This
place is the only distribution channel where customers may go exercise and buy supplements
and sports equipment. The Fitness center is located in a good strategic location near the bus
and train station, shops, housing estate, and swimming pool. There are two high schools and
an industrial area with many factories and offices nearby. Therefore, it is easily accessible

not only for students but also for the workforce.

8.3 Price

Concerning prices, the fitness center offers the purchase of a single entry or season ticket.
There are season tickets for either ten entries or unlimited entries (monthly or quarterly).
Moreover, they offer reduced prices for students not only for single entries but also for

season tickets. A complete price list may be seen in Table 4.
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Lesson/entry type Price
Entrance fee for the fitness center
Single entry 85 CZK
Single entry — student 75 CZK
Season ticket for 10 entries 750 CZK
Season ticket for 10 entries — student 650 CZK
Monthly season ticket 950 CZK
Quarterly season ticket 2,250 CZK
Lessons entrance fee
1 lesson 120 CZK
1 lesson — student 100 CZK
Season ticket for 10 lessons 1,050 CZK
Season ticket for 10 lessons — student 950 CZK
1 lesson of children self-defense 75 CZK
Other entrance fees
Monthly season ticket to the fitness center + lessons 1,650 CZK
Monthly season ticket to the fitness center + lessons — student 1,485 CZK
Individual training from 250 CZK
Pair individual training from 350 CZK

Table 4: Price list (own processing)

The Fitness center has chosen a competition-based pricing strategy as there are more

competitors with a similar offer in the fitness center vicinity. Their prices are among the

lowest compared to competing fitness centers. Price comparison will be discussed in more

detail in the chapter 10.5.2 Price.

8.4 Integrated Marketing Communication

As mentioned in the theoretical part, services are difficult to visualize before the purchase

for their intangibility. Therefore, it is necessary to demonstrate the service's value and

benefits and visualize the experience in advance. For this purpose, Facebook and Instagram

pages are used as there are photos and videos from training, which may help demonstrate to

customers what to expect from the fitness center's services.
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8.4.1 Facebook

Facebook page is probably the most used tool of the fitness center's marketing
communication. It serves primarily to inform clients about news, ongoing changes, or
upcoming events. There are also photos and videos from training posted and information
about opening hours, contact information, and Weblink. Posts are shared irregularly without
any strategic planning. Currently, the page has 904 followers and 31 positive

recommendations.

8.4.2 Instagram

Another marketing communication tool is the fitness center's Instagram page. On Instagram,
there are slightly different posts than on the Facebook page. It contains posts regarding
training photos, supplement and sports equipment offers, and a few information about the

news and ongoing changes. Currently, the page has 486 followers and 36 posts.

843 Web

The Fitness center also has its website, where clients can find the information regarding the
range of services provided, price list, photo gallery, the introduction of fitness center's
coaches, and contact information. The website does not inform about the news, changes, or
events like the above discussed social media pages, but its main purpose is to inform the
lesson schedule. Moreover, there is a reservation system where clients can see the lesson

schedule and each lesson's remaining capacity. It also enables the clients to book the training.

The website's design corresponds with the logo as it is tuned to black, white, and red colors.

[ o a - s
l Vicelcelovy gym s osobnim pristupem

BOX FIT
GYM

Box-Fit Gym [o-1111 3 Program a rezervace Fotogalerie  Trenéfi Kontakt

- - 2 8
d T AV = i/
e 1 L= " by s o
Aktudlni provozni doba:
- . Po-Pa: 07:00 - 20:00
| | [ So-Ne: 09:00 - 12:00

Novy rozvrh lekei:
http://www.boxfitgym.cz/program-
a-erervace

Funkéni/kruhove tréninky

Kendiéni box Cross

Funkéni tréninky:
PO, ST, PA od 7:00

Open Gym

Figure 3: Website (Box-Fit Gym, ©2021)
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Nevertheless, as mentioned in the fitness center's introduction, the fitness center addressed

a graphic designer who is now working on a new website, logo, and e-shop design.

8.4.4 Events

Box-Fit Gym organized many events, including yoga workshops, different workout
challenges, or a Christmas CrossFit party. One of the bigger events was called "Do formy za
tfi mesice". It aimed to help the clients get in shape, teach the right technique of exercises,
strengthen the body, and prepare healthy but still tasty food. For the price of 5,800 CZK, the
program included measurement of body composition, theoretical support on nutrition and
motion, eating and training plan, 36 training sessions under certified trainers' guidance, a
three-month unlimited season ticket to the fitness center, and the whole-time online support.
Six people attended this event, and unfortunately, it had to be interrupted for about a month

due to government restrictions as the event started on March 1, 2020.

All fitness center events are promoted on their Facebook page, and some of them on

Instagram as well.

8.4.5 Word-of-mouth Marketing

Since the fitness center's service provision is based mostly on a personal approach, word-of-
mouth marketing may be considered of great importance. By approaching clients with
willingness, helpfulness, and professionality, they may pass their satisfaction with the
service provided on to potential customers. Moreover, thanks to the significant use of social
networks, people share reviews or post photos taken in the fitness center with reviews or

recommendations.

8.4.6 Personal Selling

Personal selling may be considered a fitness center's marketing communication tool because
almost all customer-service provider interactions are made directly in the fitness center.
Thanks to this, it is possible to answer and explain all client's questions, ensure a personal

approach to each client, or identify the business's shortcomings.

8.5 People

Having skilled and motivated personnel is a must when providing a service, as the
communication takes place on a personal basis. Box-Fit Gym has four certified fitness

coaches and one self-defense coach who has been granted accreditation by the Ministry of
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Education, Youth, and Sports and has more than 25 years of experience in martial arts
training and the Czech Armed Forces. Therefore, the fitness center's personnel may be

considered skilled and professional enough to provide high-quality service.

8.6 Process

Emphasis on service delivery processes needs to be placed especially on the group and
individual training. The communication between coach and client is extremely important as
some clients require slower and calmer training because of their physical condition or health
limitations, and some clients require challenging training. The whole process from
reservation through the actual workout to its end must be done thoroughly and
professionally. This would lead to the customer's satisfaction, repeated attendance of fitness

center, and possible positive recommendations to potential customers.

8.7 Physical Environment

The fitness center's physical environment, specifically its interior design and equipment, is
designed mainly in black, white, and red colors. This corresponds with the colors used in the

logo and website design. All these aspects contribute to unified corporate design.
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9 PEST ANALYSIS

The following chapter focuses on selected political, economic, socio-cultural, and

technological factors of the macroeconomic environment, which impact the fitness center.

9.1 Political Factors

The services sector, which also includes fitness centers, has been affected by the coronavirus
pandemic since March 2020. In this context, there are political factors that impact the fitness

centers.

Probably the most fundamental political factor that has affected, and continues to affect,
fitness centers have been government restrictions that prohibit the operation of fitness
centers. As compensation, the government has set up several compensation programs to
support entrepreneurs. Currently, if fitness centers meet the conditions, they can benefit from

the following compensations:

e compensation of 500 CZK per day for sole traders and shareholders of small
companies with the predominant business activity in closed economic areas — since

February 1, 2021, this bonus has been increased to 1,000 CZK per day;

e the 'Antivirus' program, which provides employees of businesses that have been
forcibly closed with  100%  compensation of wages (maximum

50,000 CZK/month/employee);

e the 'COVID II' program, where the state guarantees the loans from private banks to
entrepreneurs employing up to 500 people (the maximum guarantee period is three

years, and the loan cannot exceed 50 million CZK);

e the 'COVID — Najemné' program, which provides compensation in the amount of

50% of the monthly rent. (Ceska komora fitness, ©2018)

Concerning the pandemic, the Ministry of Finance also deferred the tax obligation to those
entrepreneurs whose activities were immediately restricted by government regulation. All
payments of value-added tax, income taxes, and circulation tax due during the state of

emergency, have been deferred. (Ceska komora fitness, ©2018)

On July 1, 2020, a tax package, which extended the application of 10 % value-added tax to
a wider range of services listed in Annex No. 2a to Value Added Tax Act No. 235/2004

Coll., entered into force. Added services include, for instance, accommodation services,
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cultural events, or sports facilities — including fitness centers and gyms. Prior to this change,

fitness centers were subjected to a 15 % value-added tax. (Finan¢ni sprava, © 2013 —2021)

9.2 Economic Factors

Economic factors influence not only the behavior of the company but also the customer. The
following economic factors were selected to evaluate the macroeconomic environment of
the fitness center: the inflation rate, the unemployment rate, and the average gross monthly
wage. The development of these economic factors from 2016 to 2020 can be seen in the

graphs in Figures 4, 5, and 6.

Inflation Rate in the Czech Republic

4%
20/
. /:Zq;o
2% 2,5% 2.8%
2,1%
1%
0,

0% 0,7%

2016 2017 2018 2019 2020

Figure 4: Inflation rate in the Czech Republic (Cesky statisticky tufad, ©2021)
The graph shows that inflation in the Czech Republic has a growing trend. The average
inflation rate for 2020 reached 3.2%. A slight decline can be seen since the end of 2020, with
inflation slowing to 2.9% in February 2021. According to forecasts published by the Ministry
of Finance, inflation is expected to continue to fall. The inflation rate is projected to ease to

1.9% in 2021. (Ministerstvo financi Ceské republiky, ©2021)

Unemployment Rate in the Zlin Region
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Figure 5: Unemployment rate in the Zlin region (Cesky statisticky ufad, ©2021)
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Regarding unemployment in the Zlin region, a growing trend can be seen. Unemployment
is predicted to continue to rise due to the delayed effect of the economic downturn caused

by the current pandemic situation.

Average Gross Monthly Wage in the Zlin Region
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Figure 6: Average gross monthly wage in the Zlin region (Cesky statisticky tifad, ©2021)
The graph, showing average monthly gross wages, shows the regular year-on-year growth

of around 2,000 CZK.

Summarizing the economic factors mentioned above, one can see rising average wages on
the one hand and rising inflation and unemployment on the other. Increasing people's income
means that people can afford to buy more goods and services. However, other indicators
must also be taken into consideration. On the contrary, rising inflation is causing rising prices
for these goods and services, and rising unemployment results in more people with little or

no income.

Regarding the fitness center, this means that people are receiving higher income and can
thus invest more in leisure activities, such as visiting a fitness center. On the other hand,
higher unemployment causes more people without a regular income from which they could
afford to invest in non-essential goods and services. Besides, rising inflation increases the
prices of goods and services, which would mean the fitness center needs to increase the
prices of the services provided and the health and sports supplements and sports equipment
they purchase from suppliers. This rise in prices, combined with rising unemployment, is
not very favorable despite rising average wages. Nevertheless, predictions assume that
inflation should ease this year, which would lead to a more favorable situation for the fitness

center.
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9.3 Socio-cultural Factors

The age structure of the population can be considered as a socio-cultural factor affecting the
environment of the fitness center. Table 5 shows data obtained from the Czech Statistical
Office on the age structure of the population of Roznov pod Radhostém as of

December 31, 2019.

Agegroup | Men | Women | Both |Agegroup| Men |Women Both
0 90 78 168| 50-54 529 556 1085
1-4 295 329 624| 55-59 550 591 1141
5-9 404 340 744 60— 64 464 554 1018
10-14 442 374 816 65-69 515 623 1138
15-19 340 310 650 70-74 466 587 1053
20-24 375 357 732 T75-79 295 445 740
25-29 550 484 1034 80-284 129 278 407
30-34 544 522 1066| 85-89 101 197 298
35-39 570 486 1056 90-94 30 87 117
40 - 44 602 632 1234| 95+ 3 10 13
45-49 633 631 1264| Total 7927 8471 16398

Table 5: Age structure of the population in RoZnov pod Radho$tém (own processing)
The age groups of the population, which make up the majority of the fitness center's clients,
are highlighted in yellow. It can be seen that the target group of the fitness center includes
3,888 inhabitants of Roznov pod Radhos§tém, which makes up 23.71% of the total town's

population.

The fitness industry has recently become increasingly popular. Despite the current
unfavorable conditions, when fitness centers cannot provide their services, people’s interest
in a healthy lifestyle is not declining. People are also increasingly interested in healthy diets.
There i1s a growing interest in organic food, zero-waste, packaging-free foods, and various
nutritional supplements. CBD oils, for instance, are currently a trend among nutritional
supplements to help improve mental well-being, improve sleep, and relieve pain. These
benefits are particularly welcome at this time of the pandemic when more and more people
suffer from mental health problems, depression, or insomnia. Adaptogens, being another
trend, are plant extracts that improve mental health, performance, and regeneration. These

adaptogen-containing nutritional supplements can provide benefits to fitness center clients
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to better muscle regeneration and increase performance. As the Box-Fit Gym sells a variety

of nutritional and health supplements, these new trends may be an opportunity to boost sales.

The post-Christmas period, when people make new year’s resolutions and try to lose weight
gained during the Christmas holidays, can also be considered a social factor. During this
period, fitness centers are seeing an increase in visitors. The same applies to the period in
the run-up to summer when people strive to lose weight and gain muscles to look good in
their swimwear. Unfortunately, thanks to the current situation, the fitness centers were closed
after Christmas, which led to revenue loss from when the attendance of fitness centers is

highest.

Due to the restrictions on the operation of fitness centers, it is now becoming a trend to move
the fitness industry online. Fitness trainers provide online training or online nutritional
advice. It is possible to participate in various webinars, exercise challenges, or work out
according to videos. The already mentioned pandemic situation also contributes to the trend
of online training. More and more people have mental health problems, anxiety, depression,
and work from home, so they lack a certain regular regime and movement. Therefore,
working out with the trainer online or according to the videos may improve their mental and

physical health.

9.4 Technological Factors

Technology development has been advancing rapidly in recent years, whether it is new
electronic devices, smart home technology, virtual reality, or artificial intelligence. The
development of technology has also been reflected in the fitness industry, not least due to

restrictions that have limited the operation of fitness centers.

Various fitness and wellness apps are becoming very popular these days. Fitness apps offer
many exercise videos, tutorials, or even online lessons with fitness trainers. On the other
hand, Wellness apps offer various meditation exercises or measurements of the length and

quality of sleep.

Development of so-called wearable technology, which includes not only common fitness
trackers or smartwatches collecting a huge amount of data ranging from step measurements,
daily activity, calories burned to heart rate or heart health analysis, may be observed. High-

tech clothing, which has similar functions as the already mentioned smartwatches, is
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becoming the trend. Manufacturers offer, for instance, socks that measure distance traveled,

including running speed, or a T-shirt that measures heart rate, steps, and cadence.

Smart technologies are also reflected in the field of exercise machines and sports equipment.
Manufacturers have begun producing stationary bikes with monitors that stream live or
recorded workouts, evoking the feeling of exercising in the fitness center. Another novelty

is also a kettlebell with adjustable weight monitoring the intensity and length of exercise.

Online coaching and training are becoming even more popular these days. Modern
technologies enable high-quality online transmission of both individual and group lessons.
Online coaching can also increase the attractiveness of fitness as it becomes more accessible
to a broader range of people or to those who are ashamed to work out in a fitness center in
front of more people. Many fitness centers offer their instructional videos, online classes, or

even apps.
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10 PORTER’S FIVE FORCES

Five microenvironmental factors might have an impact on the fitness center’s profitability
and attractiveness. These are potential entrants, buyers, suppliers, substitutes, and

competitors.

10.1 Potential Entrants

Establishing a new fitness center with a similar or even wider range of services could be
considered the potential entrant. Furthermore, sports facilities providing self-defense courses
or boxing and kickboxing lessons could be considered another potential entrant. Since Box-
Fit Gym is the only facility providing these lessons, the entry of new competitors could be a
threat to them. However, as far as entry barriers into the sector are concerned, it is currently
less likely that a competitive fitness center or sports facility would be opened nearby, due to
ongoing government restrictions and the precarious situation for the sector. A barrier may
also be a higher initial investment in the equipment of the sports facility, which can be in the

order of hundreds of thousands of Czech crowns.

As Box-Fit Gym also sells food supplements, vitamins, and sports supplements and
equipment, opening a store offering such an assortment could also be the potential entrant.
The new store could also pose a threat, as the sale of these supplements currently constitutes

the fitness center’s only income.

10.2 Buyers

As mentioned in the introduction of the analytical part, the fitness center has about
70 clients. Most of the clients are both men and women who belong to the 20 to 40 age group
and are inhabitants of Roznov pod Radho$tém and its close surroundings. The fitness
center’s clients are interested in exercising in order to improve their physical condition and
people for whom fitness became a part of their lifestyle. Most of the clients prefer attending

some of the lessons and courses over the possibility to simply work out in the gym.

In the case of customers, there is a risk of switching to a competitive fitness center. The
reason may be a better offer of lessons, better fitness center’s availability and location, a

more favorable price offer, or recommendations from acquaintances or friends.
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10.3 Suppliers

In the case of suppliers of nutritional supplements and sports equipment, there is a risk of an
increase in the prices of products sold. This would incur higher costs for the fitness center to
purchase the products and force them to increase their selling price. If the price is too high,
there is a risk that fitness center clients would not buy the products at the fitness center but
would prefer, for instance, shopping online, where prices are often lower than in brick-and-

mortar stores or directly in the fitness center.
Fitness center’s food and sports supplements and sports equipment suppliers are:

e GreenFood Nutrition (foods and food supplements from preeminent and fully-
fledged raw materials, foods for vegetarians and vegans, gluten-free and lactose-free

foods);

e Activlab (food supplements for athletes and active people such as proteins, fat

burners, ionic beverages, vitamins, or minerals);
e Amix Nutrition (nutrition supplements, sports clothing, and equipment);
e PT SERVIS (sports and health nutrition, sports equipment, and fitness machines);

e Fightsport.cz (e-shop specialized in equipment and clothing for martial arts, boxing,

and fitness);

e Power System (equipment for weightlifting, fitness, yoga, strength training, boxing,

and martial arts).

10.4 Substitutes

Various fitness apps and online lessons and training used for exercise at home may be
considered substitutes, replacing the fitness center’s attendance. Outdoor workout sports
grounds, which are very popular nowadays, can also be considered substitutes. The
advantage of these substitutes is that they are, in most cases, completely free of charge,

unlike a fitness center attendance.

In the case of substitutes, the risk stems from long-lasting government restrictions where
fitness centers have been closed for a long time. People who exercise regularly have probably
chosen a substitute either in the form of exercise at home or on the outdoor workout sports

grounds. Therefore, there is a risk that if clients of fitness centers find these substitutes



TBU in Zlin, Faculty of Management and Economics 56

similarly effective as a fitness center attendance, and they save money on season tickets, it

is possible that they will not return to the fitness center once it reopens.

10.5 Competitors

There are three competitive fitness centers near the Box-Fit Gym. These are Fittsport,
LIFT & FIT, and Body centrum. The competitive fitness centers are discussed in more

details below.

10.5.1 Services Offer of Competitive Fitness Centers
Fittsport

Fitness center Fittsport, in addition to the classic gym, offers group and individual lessons.
The group lessons include functional training, Power Plate, Jumping, spinning, yoga, BOSU
(balance trainer), health exercises, TRX (Total Resistance Exercises), and exercises for
pregnant women and children. Individual lessons take place under the guidance of a personal

trainer dedicated to beginners and advanced athletes.

Besides the above-mentioned training possibilities, the fitness center offers an additional
solarium, massage studio, and rehabilitation services. Rehabilitation exercises focus on back
pain and scoliosis treatment and include fitness exercises for cardiac patients, seniors,
pregnant women, and people with muscle disbalance or overweight. There is also the

possibility of InBody measuring.

The fitness center is equipped with two gyms, a cardio zone, and a ricochet playground. One
of the gyms is the so-called 'Lady gym', which is intended for women only. It also has its
dressing room for women. Moreover, there is a fitness bar offering ionic and protein drinks,

and there is a possibility to borrow a towel or shoes.

Fittsport has nine certified fitness coaches who have been granted accreditation by the

Ministry of Education, Youth, and Sports and have many years of experience.

As with the fitness center Box-Fit Gym, reservations are to be made via the reservation

system on the fitness center's website.
LIFT & FIT

Fitness center LIFT & FIT offers, besides the gym, group lessons, namely circular training,

trampolines, functional training, salsa, Pilates, core courses, and individual strength and
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conditioning training under the guidance of a personal trainer — world champion in Bikini

Fitness Junior.

The Fitness center is equipped with a hall for strengthening and an aerobic hall with a cardio
zone. The premises are equipped with quality fitness machines and other sports equipment.
There is a fitness bar at the entrance where clients may use the opportunity to let the

professional staff mix quality supplements for them.
Body centrum

Body centrum is the only fitness center, from the above mentioned, that does not offer a
gym, but only provides group and individual lessons. As for the group lessons, the fitness
center provides functional training, circular training, HIIT, and abdominal muscle training.
The main focus of fitness coaches is on an individual. Coaches prefer an individual approach

to each client, whether it concerns exercise or diet and lifestyle counseling.

The fitness center premises are newly built, and a large number of high-quality sports

equipment can be found there.

Reservations are also to be made via the reservation system on the fitness center's website.

10.5.2 Price

The prices of each competing fitness center were compared with those of the Box-Fit Gym
(when comparing, the individual prices and price packages of competing fitness centers were
taken into consideration; therefore, it is not possible to compare the complete price list of

the Box-Fit Gym with the prices of the competition). The comparison can be seen in Table 6.

Box-Fit Gym Fittsport LIFT & FIT | Body centrum
150 CZK
Single entry 85 CZK 90 CZK -
110 CZK (Fittsport card)
Single entry - student 75 CZK 90 CZK 75 CZK -
Monthly season ticket 950 CZK 1,180 Cf;i d()FlttSp ort 850 CZK -
Quarterly season ticket 2,250 CZK - 2,200 CZK -
150 CZK
1 lesson 120 CZK 130 CZK 180 CZK
120 CZK (Fittsport card)
1 lesson - student 100 CZK 100 CZK 110 CZK
10 lessons 1,050 CZK - - 1,600 CZK

Table 6: Price comparison (own processing)
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Previously discussed competition-based pricing strategy may be observed in Table 6. It may
be seen that Box-Fit Gym offers the lowest price in most cases. Moreover, it should be
mentioned that individual entries to Box-Fit Gym and LIFT & FIT are not limited in time,

while the Fittsport limits the gym entry to 2 hours for almost double the price.

Regarding student discounts, these are offered by all fitness centers except Body centrum,

which offers only price packages for group lessons without any price advantages.

Fittsport offers, as the only fitness center, the possibility to get the 'Fittsport card' for a fee
of 50 CZK. This card enables the clients to charge it for any amount of money to pay by the
Fittsport card for any service they use. Moreover, every client, who owns this card, receives

a discount on the services provided.

10.5.3 Place

All four fitness centers are located within a radius of about 1 kilometer. Their location may

be observed in Figure 7.
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Figure 7: Fitness centers location (own processing)
All fitness centers are located in a built-up area, close to housing estates and shops, except
the Body centrum, which lies on the town's outskirts near the brewery and square. This may
be a bit of a disadvantage because the brewery and square are often visited by tourists more
than by the town's citizens. Therefore, the customers may prefer another fitness center as
they are located in more accessible areas. As far as the visibility of the fitness center is

concerned, it is impossible to tell which of the fitness centers is located at a more
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advantageous location. The only fitness center with a more favorable location may be
Fittsport because it is located at a visible place by the main road. In contrast, the other fitness

centers are situated in not very visible places.

10.5.4 Comparison of Competitive Fitness Centers

When compared Box-Fit Gym's offer with other fitness centers' offers, there is a noticeable
offer of Fittsport, which provides additional solarium, massage studio, and rehabilitation
services. Moreover, as the only ones, they offer a lady gym and ricochet playground.
Otherwise, the offer is usually the same or similar; all fitness centers have a group and
individual lessons that do not significantly differ. Box-Fit Gym also offers kickboxing and

self-defense lessons, which other fitness centers do not.

LIFT & FIT is the only fitness center without the possibility of reservation via the reservation

system on the website.

In terms of price, the Box-Fit Gym is about the same level as LIFT & FIT and ranks among
the cheaper ones. Fittsport, on the other hand, is the only fitness center that offers a Fittsport

card, and the Body centrum is the only one not offering student discounts.

The competitive fitness centers described above will be further compared using the

benchmarking method in the following Chapter 11.
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11 BENCHMARKING

Seven benchmarking criteria, which correspond to the already discussed marketing mix,

were chosen to compare the fitness centers. Each criterion is rated on a scale of 1 — 5, with

1 being the lowest number of points and 5 being the highest number of points.

The individual evaluation criteria are described in more detail in the following Tables 7 — 13.

Provided Services
Points | Criteria
1 Gym possibility only
2 Group* and individual lessons only
3 Gym + group* and individual lessons
4 Gym + group** and individual lessons
5 Gym + group** and individual lessons + other services (massage, rehabilitation, etc.)

K3k

Basic lessons only (e.g., functional, or circular training, core training)
Extended lessons offer (e.g., yoga, Pilates, kickbox)

Table 7: Benchmarking criteria description — provided services (own processing)

Prices

Points

Criteria

No student or customer discounts + 1 lesson for 150 — 200 CZK

No student or customer discounts + 1 lesson for 100 — 150 CZK

Student or customer discounts + 1 lesson for 150 — 200 CZK

Student or customer discounts + 1 lesson for 100 — 150 CZK

N (A W |

Student or customer discounts + 1 lesson for less than 100 CZK

Table 8: Benchmarking criteria description — prices (own processing)

Accessibility

Points

Criteria

No nearby parking lot + poor bus or train accessibility

No nearby parking lot + good bus or train accessibility

Paid parking lot next to the fitness center + good bus or train accessibility

Parking lot next to the fitness center (free of charge) + good bus or train accessibility

niH | W[

Private parking + good bus or train accessibility

Table 9: Benchmarking criteria description — accessibility (own processing)
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Promotion
Points | Criteria
1 Social network pages without any post + average web design + different font types
) Facebook with predominantly shared posts + disparate Instagram design + average

web design + different font types

Facebook with shared and own posts + disparate Instagram design + average web

3 design
4 Facebopk with predominantly own posts + cohesive Instagram design + sophisticated
web design
5 F acebopk wi‘Fh predqminantly own posts + cohesive Instagram design + sophisticated
web design + interactive elements
Table 10: Benchmarking criteria description — promotion (own processing)
Personnel Qualification
Points Criteria
1 Unqualified personnel — knowledge from personal experience or other coaches
2 Knowledge gained from workshops or courses
3 Accredited fitness instructors (by the Ministry of Education, Youth, and Sports)
4 Accredited fitness instructors and nutritionists (by the Ministry of Education, Youth,
and Sports)
5 Related university education

Table 11: Benchmarking criteria description — personnel qualification (own processing)

Additional Services

Points

Criteria

1

No additional services

Online lessons reservation or fitness bar

Online lessons reservation + fitness bar

Online lessons reservation + fitness bar + nutritional counseling

N | AW |N

Online lessons reservation + fitness bar + nutritional counseling + sports equipment*
rental

*

Sports equipment (e.g., towel, shoes, racket)

Table 12: Benchmarking criteria description — additional services (own processing)
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Physical Environment and Equipment

Points Criteria

1 No equipment and fitness machines + obsolete environment + untidiness

2 Basic equipment (dumbbells, balls, etc.) and fitness machines + obsolete environment
3 Large fitness center equipment + obsolete environment

4 Large fitness center equipment + modern or renovated environment + tidiness

Large fitness center equipment + modern or renovated environment + tidiness + fitness
bar

Table 13: Benchmarking criteria description — physical environment and equipment (own
processing)

Individual fitness centers were, according to the criteria mentioned above, compared using

the benchmarking method.

Fitness Center

Box-Fit Gym | Fittsport | LIFT & FIT | Body centrum

Provided Services 4 5 4 2
Price 4 3 4 1
Accessibility 4 4 2 3
Promotion 3 2 4 5
Personnel Qualification 3 3 2 4
Additional Services 3 5 2 2
et |
Total 26 27 23 21

Table 14: Benchmarking (own processing)

The benchmarking results show that the fitness center Fittsport ranked best. It may be seen
from the point rating that Fittsport's competitive advantage over Box-Fit Gym is its services
and additional services offered. On the other hand, as far as the promotion and price are
concerned, Box-Fit Gym is ranked better, mainly due to a more cohesive website design and

lower prices. Regarding other point ratings, Box-Fit Gym performs at the same level.
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According to the point evaluation, fitness center LIFT & FIT is ranked third, and Body
centrum is the last, especially due to the higher prices and no student or customer discounts.
Compared to Box-Fit Gym, fitness centers’ weaknesses are the provided services, additional
services, and fitness center accessibility. On the other hand, what makes the competing
fitness centers stand out compared to Box-Fit Gym is their promotion, mainly thanks to the

cohesive Instagram design and sophisticated web design.
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12 SWOT ANALYSIS

The SWOT analysis evaluates the strengths and weaknesses of the fitness center and its
opportunities and threats. The analysis was performed based on data obtained from previous

marketing strategy analysis, PEST analysis, Porter’s five forces model, and benchmarking.

Strengths Weight | Evaluation Score
Accessible location 0.2 5 1
Low prices 0.25 5 1.25
Skilled personnel 0.25 5 1.25
Tidiness 0.2 3 0.6
Martial arts and self-defense 0.1 4 0.4
Total 1 4.5
Weaknesses Weight | Evaluation Score
Instagram and website design 0.5 -5 -2.5
Additional services offer 0.25 -4 -1
Fitness center equipment and premises 0.25 2 -0.5
Total 1 -4
Opportunities Weight | Evaluation Score
Competitive price advantage 0.2 4 0.8
Value-added tax reduction 0.1 3 0.3
Inflation decline and gross wage growth 0.2 2 0.4
Increasing interest in nutrition and healthy lifestyle | 0.2 5 1
Desire for weight loss 0.3 5 1.5
Total 1 4
Threats Weight | Evaluation Score
Government restrictions 0.3 -5 -1.5
Unemployment growth 0.15 -2 -0.3
Fitness industry shift online 0.2 -5 -1
Technology development 0.15 -4 -0.6
New fitness center opening 0.2 -4 -0.8
Total 1 4.2
Internal 0.5
External -0.2
Total 0.3

Table 15: SWOT analysis (own processing)
Note:
o Strengths and opportunities: 1 = the least satisfaction; 5 = the highest satisfaction

o Weaknesses and threats: -1 = the least dissatisfaction; 5 = the highest dissatisfaction
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The balance of the SWOT analysis is not very favorable, despite its positive result. The
resulting value of 0.3 means it is close to zero, which means that the fitness center needs to

work on improvements.

A thorough insight into the SWOT analysis shows that the most significant improvement
can be achieved in the internal part in the area of weaknesses. As the Instagram and website
design was identified as the most unsatisfactory (value -5) and was assigned the highest
weight — 50% share of importance in the weaknesses of the fitness center, it represents the
biggest potential for improving the overall balance of the SWOT analysis. Therefore, the
solution is to improve the design of Instagram posts and website design, which, however, is
already being worked on by a graphic designer. Another weakness with the second-highest
dissatisfaction (value 4), but with a smaller assigned weight (25%), is the offer of additional
services. In this case, other services such as massage or wellness cannot be provided, both
due to insufficient space and high demands on human capital, which results in additional
costs. Therefore, it is possible to think of additional services such as towel rental or provision

of in-body fat and muscle measurement.

The external part outcome of the SWOT analysis cannot be changed much in this case, but
it is essential to identify these external factors. It is also appropriate to seek to exploit the
opportunities to reduce threats and exploit the potential of these opportunities. In the case of
the fitness center, it can be seen that the highest, 30% share of importance on opportunities
has the desire for weight loss. This opportunity can be exploited, for example, by offering

weight loss programs or individual weight loss plans and tailor-made training.

In conclusion, it is appropriate to use a mini-maxi strategy that maximizes opportunities to
minimize weaknesses. Essentially, the strategy is looking for opportunities to overcome the
weaknesses. In the case of the fitness center, it could be, for instance, the provision of the
already mentioned additional services in the form of weight loss programs, thus exploiting

the potential of people’s desire for weight loss.
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13 RESPONDENTS CHARACTERISTICS RESULTS OF
QUESTIONNAIRE SURVEY

13.1 Basic Data on Respondents

Based on the data collected, 54 respondents participated in the questionnaire survey, of
which 3 have not visited the fitness center yet. Still, they would like to become their clients
after re-opening. These respondents (potential clients) were one woman over the age of 46
and two men — one aged 26-35 years and the other aged 36-45 years. All three potential

clients heard of the fitness center through friends or family.

What 1s your gender? How old are you?

3.7% - 1,9%

48,1%

Male =Female Younger than 18 years = 18-25 years = 26-35 years = 26-45 years ® 46 years and older

Figure 8: Gender and age of respondents (own processing)
Overall, 26 men (48.1%) and 28 women (51.9%) participated in the questionnaire survey.
More than half of the respondents, specifically 31 (57.4%), are aged 26-35. Another 11
respondents (20.4%) are aged 18-25 years, 9 respondents (16.7%) are aged 36-45 years, 2
respondents (3.7%) are older than 46 years, and one respondent (1.9%) is younger than 18

years. Furthermore, 33 respondents (61.1%) stated that they have a sedentary job.

13.2 Interpretation of Questionnaire Survey Data

In addition to the identification questions mentioned above, the questionnaire also included

eight close-ended and two open-ended questions, the results of which are interpreted below.
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1. How did you find out about the fitness center?

11.1%

Family = Friends/acquaintances =Facebook = Internet

Figure 9: How did the respondents find out about the fitness center (own processing)
The results show that 81.5% of respondents found out about the fitness center from their
friends and acquaintances or family. Another 11.1% found out about it from the Internet,
and 7.4% from the fitness center’s Facebook page. None of the respondents found out about

the fitness center through the Instagram social network.

Therefore, it can be said that word-of-mouth is the most effective way of fitness center’s
marketing communication and that the potential of social networks as a means of marketing

communication is very little used.

3. How long have you been attending the fitness center?
(including months when closed)

6 months - 1year ®1-15year ®1,5yearand more

Figure 10: How long have the respondents been attending the fitness center (own
processing)
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Figure 10 shows that 68.6% of respondents have been attending the fitness center for more
than 1.5 years, which increases the questionnaire data validity as long-term clients mostly
filled out the questionnaire. Another 17.6% attend the fitness center for about 1-1.5 years,

and the remaining 13.7% of respondents have been clients for six months to 1 year.

4. Will you be attending the fitness center after the end
of the anti-pandemic measures, when the fitness center re-open?

92,3%

Yes, I will

= | have not been thinking about it yet; I will consider it according to the situation

Figure 11: Attendance after the fitness center re-opening (own processing)
According to the questionnaire survey, 92.3% of respondents will continue to attend the
fitness center after its re-opening. This fact is particularly pleasing for the fitness center
owners, who are concerned that, due to the restrictions, they lose a significant part of their

clientele.

5. What is the purpose of your fitness center's attendance?

Other [ 4
Lifestyle [ INEGEGGNGGEE 20
Weight loss [ NG 14
Health benefits of exercising || NGNFHIIGE 12
Physical condition increase/body shaping [ NN 41

0 5 10 15 20 25 30 35 40 45

Figure 12: Purpose of the fitness center’s attendance (own processing)



TBU in Zlin, Faculty of Management and Economics 69

This question aimed to find out the reason for attending the fitness center. This question
allowed for the selection of multiple answers. As can be seen in Figure 12, a total of 41
clients (comprising 78.8% of all respondents) attend the fitness center in order to increase
their physical condition or body shaping. Another 20 respondents (38.5% of all respondents)
stated that they consider exercise being their lifestyle. Further, 14 respondents (29.9%)
exercise for weight loss, and 12 respondents (23.1%) exercise for its health benefits. The
‘other’ option was used by 4 respondents who stated that they simply enjoy exercising, and
it is a form of therapy for them. They also visit the fitness center for the community,

suggesting a friendly atmosphere in the fitness center.

6. Which of the training sessions below do you
participate in?

I only use the gym [N 14
Self-defense NG 4
HIT [ 5
CrossFit I 18
Fitness box and kickbox [N 12
Functional/circuit training IR 11

0 5 10 15 20

Figure 13: Training sessions participation (own processing)
The next question again allowed for multiple choices and was focused on the attendance of
individual training or the gym. It can be seen that most clients, specifically 18 (35.3% of
respondents), participated in CrossFit lessons. Further, 12 respondents (23.5%) participate
in fitness boxing and kickboxing, 11 respondents (21.6%) participate in functional, and
circuit training, 5 respondents (9.8%) attend HIIT lessons, and 4 respondents (7.8%) attend
self-defense lessons. Besides, 14 respondents (27.5%) stated that they attend the fitness
center to work out in the gym, of which 3 respondents stated that they attend some of the

lessons in addition to exercising in the gym.
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8. Would you switch to the competing fitness center?

9%
9,7%

Rather yes = I do not know; I have not been thinking about it yet = Rather no = No

Figure 14: Switch to the competing fitness center (own processing)
When asked whether respondents would switch to the competing fitness center, 51.9%
answered ‘no’, and 36.5% answered ‘rather no’. This fact suggests that 88.4% of respondents
are unlikely to switch to the competition. Another 9.6% stated they do not know or have not

been thinking about it yet, and the remaining 1.9% answered ‘rather yes’.

This question led to another question, the purpose of which was to ascertain the reason for

the switching of clients to a competitive fitness center.

9. If so, why?

Other NG 2

Based on recommendation [N 1

Price 1 1
Better fitness center amenities [N 1

Better lessons or services offer [N s

0 1 2 3 4 5 6

Figure 15: Purpose for switching to a competitive fitness center (own processing)
This question was answered by 10 respondents. As the most common reason for switching
to competition, better lessons or services offer was chosen. This answer was chosen by 5
respondents, which made up 50% of those who answered this question. Other options, i.e.,

better amenities, price, and based on recommendations, were all chosen by one of the
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respondents only. Two of the respondents also used ‘other’ possibility, where they stated
that a nearer location of the fitness center and the need for change would cause the switch to

the competition.

10. Rate your satisfaction with individual aspects of the fitness center on a scale of 1-5.
(in %)

67,4
60,8 62,7

43
33,353

Quality of the Price Location Posts shared on Personnel Tidiness Fitness center's size
services provided Facebook and and amenities
Instagram

l 2 m3 m4 m5

Figure 16: Respondent satisfaction (own processing)
The satisfaction rating shows that respondents are most satisfied with the personnel, quality
of the services provided, tidiness, and fitness center location. All these aspects received the
highest possible rating, i.e., 5 points, from more than 60% of respondents. The fitness
center’s size and amenities received the highest rating from 35.3% of respondents and a
rating of 4 from 33.3% of respondents, which can also be considered a satisfactory result.
On the other hand, respondents are least satisfied with the posts on Facebook and Instagram,
where only 43% of respondents rated 5 points, and only 9.9% rated 4 points. Fitness center
prices were rated 5 points by only 48% of respondents even though the Box-Fit Gym has the

lowest prices compared to the competition.

Overall satisfaction

(in %)

70 64,7
60
50
40
30
5
Iz 78 .8 08 11,8

, L ] ]

1 2 3 4 5

m Overall satisfaction

Figure 17: Overall satisfaction (own processing)
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Regarding respondents' overall satisfaction with the fitness center, 64.7% of respondents
rated this aspect with the highest number of points. The remaining ratings 1 — 4 were chosen
in most cases by about 10% of respondents. Such an overall rating indicates a quite high

client satisfaction.

As already mentioned, in addition to close-ended questions, the questionnaire also contained
two following open-ended questions:

o  Would you be interested in workouts other than those provided by the fitness
center? If so, which ones?

o [s there anything you miss or would change at the fitness center?

Regarding the wider range of training sessions, respondents indicated an interest in BJJ
(Brazilian jiu-jitsu) and MMA (Mixed Martial Arts) lessons, weightlifting, and training with
babysitting provided. The issue was commented on by 5 respondents (9.8%), of which 2

agreed that they would be interested in BJJ lessons.

When asked whether the respondents would change something or lack something in the
fitness center, the most common request was for greater equipment in terms of machines,
trapeze, weights, but also for more space and a more spacious women’s changing room.
There was also a proposal for boxing training in earlier hours and a notice on a missing
cleaning lady. In this case, the issue was commented on by 7 respondents (13.7%), each of

them coming up with a different proposal.

13.3 Hypotheses

H1: More than 60% of respondents rated the overall satisfaction in the fitness center

as very satisfactory.

The following table shows the absolute and relative frequency of the overall satisfaction.

Overall satisfaction | Absolute frequency Relative frequency
1 4 7.8%
2 3 5.8%
3 5 9.8%
4 6 11.8%
S 33 64.7%

Total 51 100%

Table 16: Hypothesis H1 — overall satisfaction (own processing)
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Table 16 shows that the H1 hypothesis was confirmed based on the questionnaire survey, as

64.7% of respondents consider overall satisfaction as very satisfactory.

H2: More than 80% of respondents will continue to attend the fitness center after its

re-opening.

The following Table 17 shows the absolute and relative frequency of responses to whether

respondents will continue to attend the fitness center after re-opening.

Fitness center attendance | Absolute frequency | Relative frequency
Yes, I will 47 92.3%
I do not know 4 7.7%

Total 51 100%

Table 17: Hypothesis H2 — fitness center attendance (own processing)
Based on the questionnaire survey, the H2 hypothesis was confirmed, as 92.3% of

respondents stated that they would continue to attend the fitness center.

H3: Is there a statistical dependence between the overall satisfaction and whether

clients would switch to the competition?

Ho: Whether clients would switch to competition is not statistically dependent on their

overall satisfaction.

Ha: Whether clients would switch to competition is statistically dependent on their overall

satisfaction.

The table below shows the observed frequencies resulting from the questionnaire survey —
for the test, individual rating points were merged into two groups. The expected frequencies

necessary for the test calculation are given in brackets.

Satisfaction 1 -3 Satisfaction 4 - 5 Total
Rather yes 1 (0.509804) 1 (1.490196) 2
I do not know 1 (1.27451) 4 (3.72549) 5
Rather no 6 (4.843137) 13 (14.15686) 19
No 5 (6.372549) 20 (18.62745) 25
Total 13 38 51
Significance of chi-square test: 0.687 p=0.687>0.05

Table 18: Hypothesis H3 — chi-square test (own processing)
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Based on the performed chi-square test, it can be seen that the significance of 0.687 is higher
than the critical value at the significance level of 0.05. Based on this result, the null

hypothesis cannot, therefore, be rejected.

The chi-square test confirmed the Ho hypothesis: Whether clients would switch to

competition is not statistically dependent on their overall satisfaction.

H4: Is there a statistical dependence between the period of fitness center attendance

and whether clients will continue to attend the fitness center after its re-opening?

Ho: Whether clients will continue to attend the fitness center after its re-opening is not

statistically dependent on the period of fitness center attendance.

Ha: Whether clients will continue to attend the fitness center after its re-opening is

statistically dependent on the period of fitness center attendance.

Yes I do not know Total
6 months - 1 year 6 (6.45098) 1 (0.54902) 7
1-1,5year 9 (9.215686) 1 (0.784314) 10
1,5 year and more 32 (31.33) 2 (2.666667) 34
Total 47 4 51
Significance of chi-square test: 0.724 p=0.724>0.05

Table 19: Hypothesis H4 — chi-square test (own processing)
Based on the performed chi-square test, it can be seen that the significance of 0.724 is higher
than the critical value at the significance level of 0.05. Based on this result, the null

hypothesis cannot, therefore, be rejected.

The chi-square test confirmed the Ho hypothesis: Whether clients will continue to attend
the fitness center after its re-opening is not statistically dependent on the period of

fitness center attendance.
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14 IN-DEPTH INTERVIEW

Within the qualitative marketing research, an in-depth interview with the owner of the fitness
center was conducted. In addition to information regarding the current fitness center situation

and its marketing strategy, I asked the following six questions.

Q1: Do you use social networks (Facebook and Instagram) as a marketing tool or an

information channel to communicate important information or news?

Al: Social networks serve us as an information channel. Our clients are, in most cases,
people who heard of us from someone or came on a recommendation. That is why we do not

think of social networks as a marketing tool.

Q2: Do you maintain contact with your clients during the current restrictions, at least through

these social networks?

A2: Of course, we try to occasionally interact through social networks because we are
concerned that clients will not return to us after all these restrictions end. But as I said, since
we use social networks more as an information channel, contributions are not so frequent

and interesting in terms of content.
Q3: Are you in any way involved with the fitness center when its operation is not allowed?

A3: Well, the only activity we are currently running is the sale of nutritional supplements
and sports equipment through the issue counter. As part of this, we also reached out to
programmer Petr Mikulka and graphic designer Zaneta Bulawova, who are now working on
creating an e-shop and new website and fitness center logo. For now, it is a big investment

for us, given that we have essentially no income, but we believe that this risk will pay off.

Q4: Nowadays, much of the fitness industry is moving online. Have you ever considered
this possibility not only in connection with ongoing restrictions? For example, in the form

of online lessons?

A4: We have been considering this possibility, but unfortunately, due to our lesson offer, we
cannot fully provide this option as there is a need to use some of the equipment in most
cases. The only options are HIIT lessons or circuit training in some limited mode, but we do

not consider it an entirely adequate replacement. That is why we rejected this possibility.
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QS5: Do you think that once the fitness centers reopen, all of your clients will return to you?

AS5: We are very worried about that. We hope that most of your clients will return to us
because we maintain friendly relations with all of them, but whether they will return
unfortunately also depends on their financial situation, which has affected many people in

this pandemic period.

Q6: Let's say that all or at least most of your existing clients will return when the fitness
center reopens. What do you think the spare capacity of the fitness center is? How many new

clients could the fitness center handle?

AG6: As for the capacity of the gym, it is almost free. With the fitness center operating seven
days a week and basically from morning to evening, the gym is usually very little crowded.
This is worse for lessons, as the number of people per lesson is limited. Of course, it would
depend on which lesson the client would like to attend, how often and so on. However, in
case of great interest, one can think of increasing the number of lessons. But, to answer the
question, considering the current lesson schedule, or rather the one that was set when the

fitness center was in operation, the capacity of gaining new clients is around 20 people.

The interview showed that the fitness center does not exploit the potential of social networks
as a marketing tool. It is the combination of social networks and marketing that could be an
opportunity for the fitness center in the future. Nevertheless, the main finding resulting from
the in-depth interview is that the fitness center owner is concerned that they will lose a large
number of their clients after several months of closed fitness centers. This is also the main
incentive for creation a marketing campaign aimed at building the loyalty with existing
clients. In addition, the fitness center was also found to have sufficient capacity to gain new

clients.
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15 CONCLUSION BASED ON ANALYZES

Based on the analyzes of the fitness center, obvious shortcomings, which would be
appropriate to focus on and improve, were found. Despite the overall satisfaction of the
fitness center’s clients and the fact that 92.3% of the surveyed clients confirmed that they
would continue to attend the fitness center after its re-opening, concerns about the decreased
attendance prevail. These fears about the future are the main reason for creating a marketing

campaign.

Clearly, social networks may be considered the biggest shortcoming of the fitness center.
This can be seen in the benchmarking results and the results of the SWOT analysis and
questionnaire survey, where the Facebook and Instagram posts had the lowest rating in terms
of satisfaction evaluation. Moreover, only 7.4% of respondents said that they heard of the
fitness center from their Facebook page and none of the respondents heard of it from
Instagram. This fact is also confirmed by an in-depth interview with the fitness center owner,
who confirmed that they use social networks exclusively to communicate information rather
than for promotion. In most cases, the fitness center uses word-of-mouth marketing for its
promotion. However, it would be helpful to exploit the potential of social networks when its
popularity is growing and focus on both the design and content of shared posts and their
promotional purpose. Within Instagram, it would be advisable, for instance, to adopt its own
fitness center hashtag or to tag its account on the clients’ photos and to tag the location as

well to raise the awareness of the fitness center.

Another shortcoming may also be the smaller range of lessons offer. This resulted from both
the benchmarking and the questionnaire survey. When asked, what would be the reason for
switching to competition, the most common answer was a better lesson or service offer.
Respondents were interested, for instance, in BJJ or MMA lessons. In this case, further
quantitative research would be necessary to be done, for example, through a Facebook
survey, to see if there is sufficient interest in these lessons, and it would be profitable for the
fitness center. Moreover, the SWOT analysis shows that it would be appropriate to take
advantage of opportunities to eliminate weaknesses in the form of additional services
implementation such as, for instance, rental of towels or in-body fat and muscle

measurement. Insufficient additional services also resulted from benchmarking.

The last shortcoming that emerged from the SWOT analysis, benchmarking, and

questionnaire survey is the small equipment and space of the fitness center. Interviewed
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clients would welcome both more equipment and a more spacious changing room and overall
fitness center spaces. Investing in equipment and premises enlarging is, in this case, for the
fitness center owners to consider given their current financial situation. The limitation is the
current situation, where the fitness center has only minimal income and also the investment

in creating an e-shop and a new website.

In the context of the sale of nutritional supplements, it would be appropriate to consider the
product range extension, which resulted from the SWOT and PEST analysis. The SWOT
analysis showed that there is an opportunity of growing interest in nutritional supplements
and healthy lifestyle, while in the PEST analysis, some supplements, which are growing in
popularity nowadays, such as the CBD oils, were mentioned. Therefore, it is advisable to

consider expanding the range, given that the fitness center will have its e-shop.

The recommendation resulting from the questionnaire survey may also be to focus the
marketing campaign on emphasizing the health benefits of exercise. As the survey showed,
only 23.1% of respondents, of which 83% have a sedentary job, exercise for its health
benefits. Since the fitness center is located in close proximity to an industrial area with a
large number of companies and employees, the positive impact of exercise on physical and

mental health can be highlighted as part of the promotion.
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16 PROJECT OF MARKETING CAMPAIGN FOR FITNESS
CENTER BOX-FIT GYM

The goal of the project part is to create a marketing campaign for fitness center Box-Fit Gym.
The main incentive for creating the campaign was mainly the fitness center owner's concern
about the decrease in attendance and the loss of clientele due to government restrictions. The
findings and recommendations resulting from previous analyzes were used to create the

campaign.

Individual project activities will be detailed and subsequently subjected to time, cost, and

risk analysis.

16.1 Project Objective

The goal of the marketing campaign is to build and support the loyalty of existing clients,

raise awareness of the fitness center, and subsequently gain new clients.

The analysis has shown that word-of-mouth marketing is the most effective marketing
communication tool in the case of the fitness center. It is definitely advisable to continue and
support this marketing communication. On the other hand, marketing communication via
social media has proven to be inefficiently used. Thus, it is necessary to make it more
effective and realize its potential. Moreover, according to the analysis results, it is
appropriate to focus on the design of Instagram posts. It, therefore, follows that it is
appropriate to use the already mentioned word-of-mouth marketing and promotion via social
media to raise awareness and attract new clients. It is also advisable to use sales promotion,

especially to build the loyalty of existing clients.

The marketing campaign is to target the inhabitants of RoZnov pod Radhostém and its
surroundings. It will target both men and women, especially between the ages of 18 and 45,
as the questionnaire survey results showed that this age group made up 94.6% of
respondents. Such age interface is also determined due to the planned use of social networks,
whose users most often belong to this age group. As far as the psychographic segmentation
is concerned, it is advisable to emphasize the health benefits of exercise in the campaign, as
this is the least frequent reason for fitness center attendance. In the vicinity of the fitness
center, there is an industrial area with both employees who have a sedentary job and may
suffer, for instance, from back pain or mental health problems, and manual workers, who

may also suffer from health problems due to the strenuous work.
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16.2 Project Action Plans

The project of the marketing campaign itself consists of four action plans. The first action
plan introduces sales promotion during the summer months when attendance at fitness
centers is generally lower. Sales promotion will be introduced in the form of free lessons,
with the purchase of a season ticket for 10 lessons or a quarterly season ticket. The second
action plan focuses on feed and overall appearance improvement of the posts shared on
Instagram. Further, the third action plan is focused on creating a contest for fitness center
clients. The last action plan comprises the open days organization, where visitors (potential

clients) will be able to work out in the gym or participate in some of the lessons offered for

free.
Activity Main Objective Secondary Objective
Action . Build the loyalty of Motivation to increase fitness center
Sales promotion . . attendance during the summer
plan 1 existing clients

months

Action [Instagram Increasing the reach of the account

Attract new clients

plan 2 |account posts with regular and integrated posts
Action |Instagram Build the loyalty of Raise awareness and gain new clients
plan 3 |competition existing clients by sharing competition photos
Action Raise awareness and . L .

plan 4 Open Days gain new clients Build the loyalty of existing clients

Table 20: Project activities (own processing)
The individual action plans will be described in more detail in the following three sub-

chapters and will then be subjected to time, cost, and risk analysis.

16.2.1 Action Plan 1

A sales promotion campaign will be introduced during July, where clients receive free
lessons when purchasing a season ticket anytime during this month. The fitness center
currently offers the following types of season tickets: a season ticket for 10 gym entrances
or lessons, a monthly season ticket for gym entry and a combined season ticket for gym entry
and lessons, and a quarterly season ticket for gym entry only. For sales promotion purposes,
a season ticket for 10 entries or lessons and a quarterly season ticket were selected, the

benefits of which can be seen in Table 21.
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Season ticket for 10 entries 2 free entries

Season ticket for 10 lessons 2 free entries

5 free entries or

Quarterly season ticket for gym entry 2 weeks free

Table 21: Sales promotion (own processing)
While for a 10-entry season ticket, the option of 2 free entries is chosen, there are two options
for the quarterly season ticket. Clients can choose either 5 free entries or unlimited 14-day
free entry, depending on what is more advantageous given the frequency of the fitness center
attendance. The benefits for all three season tickets are chosen at about 20% of their selling

price.

Summer months generally belong to those with lower attendance at fitness centers.
Therefore, that is why July was chosen for the campaign realization. Thus, the sales
promotion will serve both to increase the attendance of the fitness center during the summer

months and build the loyalty of existing clients.

Sales promotion will be promoted through Facebook posts and Instagram stories. The
campaign will also be brought to the attention at the fitness center reception, through a posted

leaflet, and through fitness center staff, who will point the campaign out to the clients.

16.2.2 Action Plan 2

Within the project activity focused on the Instagram social network, two aspects should be
focused on. The first aspect is the focus on the appearance and content of Instagram posts

and the second aspect is the visibility of the fitness center through Instagram.

As for the post-sharing on Instagram, it is advisable to focus on the content and appearance
of Instagram posts, as this aspect was assessed as a weakness not only by the questionnaire
survey respondents but also by comparison with competing fitness centers. This activity will
be part of the marketing campaign. However, in this case, it is necessary to focus on shared
posts in the long term and not only within the marketing campaign. Therefore, it will be
appropriate to develop a strategy for post-sharing, both in terms of time (regular sharing, for
instance, once a week) and content and appearance. A comprehensive and aesthetically
modified feed becomes more attractive for users, resulting in an increasing number of
followers and likes, thereby increasing the account's reach. Despite this, the chances that the
Instagram account will reach more people, and thus potential clients of the fitness center,

increase.
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As the fitness center also offers the sale of a large number of nutritional and sports
supplements and sports equipment, it offers the possibility of creating a concept of sharing
photos from lessons and fitness center premises, interlaced with photographs of the just
mentioned supplements and equipment. For instance, it is possible to share photos of
products with a caption that includes a product review or healthy recipes containing the
products sold. It is also necessary to match the colors so that the posts have a coherent
appearance. On the other hand, it is advisable to share news and important information
through Instagram stories only and keep them permanently in the highlighted stories located
in the account header. Figure 18 shows a post-sharing proposal, with a photo of the current

account appearance on the left and an innovative appearance described above on the right.

¢ box_fit_gym < box_fit_gym
Rekonstrukce Rekonstrukce Informace Novinky

0d 9.10. bude Box-Fit
Gym uzavien.

Snad se brzy zase

Figure 18: Instagram feed proposal (own processing)
16.2.3 Action Plan 3
The second aspect, concerning the Instagram, that needs to be focused on as part of the

campaign is the visibility of the fitness center on Instagram. For this purpose, the creation of

an Instagram contest will be used, the aim of which is also to increase the fitness center’s
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attendance during the summer months and to motivate existing clients to continue to attend

the fitness center.

The contest will last for one month, during which people will post photos taken at the fitness
center on their Instagram account. The conditions for participating in the contest are as

follows:

e A particular hashtag, which must be placed in a contest photo caption, will be

invented for the purpose of the contest (for instance, #boxfitroznov);
e The fitness center account and its location will be tagged in the contest photo.

The contest will be evaluated at the end of the month. The first three clients, whose photos
receive the most likes, will be the winners. These winners of the contest will receive a
voucher to the fitness center worth 1,500 CZK, 1,000 CZK, and 500 CZK, which they may
use for lessons, gym entry, nutritional supplements, and other products that can be purchased
in the fitness center. It is assumed that the contestants will share the photo to get as many

likes as possible, thereby increasing the awareness of the fitness center.

The contest will again be promoted on Facebook and Instagram and by posting a leaflet at

the fitness center reception.

16.2.4 Action Plan 4

The last content of the marketing campaign is to create a two-day event, ‘Dny oteviené¢ho
gymu’. This event will take place on Friday from 9:00 to 19:00 and on Saturday from 9:00
to 12:00 to adjust the event to more visitors within their time available. The essence of the
event is the opportunity to work out for free in the gym or to try some of the lessons offered.
Throughout the event, three trainers will be available to assist in the exercise, answer

questions from visitors, and guide them through the fitness center.

Both paid and unpaid forms of online promotion will be used to promote the event, as will

offline promotion.

As for online promotion, the event will be promoted on the fitness center’s Facebook and
Instagram pages. For the purpose of the online promotion, a banner, the main message of
which will be the slogan ‘Cvicenim k fyzickému a duSevnimu zdravi’, will be created. The
choice of the slogan is based on the recommendations resulting from the analysis as it
showed that only 23.1% of questionnaire survey respondents exercise for its health benefits.

Based on this, it is advisable to exploit the potential of health benefits of exercising to
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promote the event, also due to the growing popularity of healthy lifestyle and health care.

The possible banner design can be seen in Figure 19.

Cviéenim k fyzickému a duSevnimu zdravi!

Prijd se o tom presvedcit a navstiv Dny otevieného gymul!

Figure 19: Open Days banner (own processing)
The event ‘Dny otevieného gymu’ will be promoted on the fitness center’s Facebook and
Instagram pages. On Instagram, the event will be promoted through Instagram stories, where
the event invitation will be shared several times. As for the Facebook page, the event with
an invitation to the open days, where the details of the whole event will be published, will
be created. This event will also be shared several times to maximize its reach. The great
potential of this unpaid form of promotion is that the fitness center’s Facebook page is
followed by about 900 people. Given that the clientele of the fitness center does not make
up even quarter of these followers, there is a high probability that the page is followed by
people who might like to attend the fitness center but have not attended it yet. Therefore,
creating such an event and its sharing among potential clients can be considered an effective

way of promotion.

However, in order to maximize the reach of the event promotion, paid 10-day promotion of
the event on Facebook will also be used. This promotion will target people who have
probably never heard of the fitness center and, therefore, increase awareness of the fitness

center. The promotion details and statistics can be seen in Table 22.
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Length 10 days
Men and women
Target segment 18 - 45 years
Roznov pod Radhos§tém + radius of 20 km
Daily reach 2,000 — 5,700 people
Budget 1,000 CZK

Table 22: Facebook paid promotion details (Facebook, ©2021; own processing)
Another means of promotion will be word-of-mouth marketing, as the performed analyzes
showed that this promotion method had been the most effective so far. Moreover, this form
of promotion will be combined with sales promotion, which will support the effectiveness
of word-of-mouth marketing. As part of this promotion, leaflets, where the client fill in his
or her name, will be offered at the fitness center’s reception. If the client finds a friend,
acquaintance, or family member who comes to the open days and proves oneself with a
leaflet with the client’s name, the client will receive a voucher for a lesson or free entrance
to the gym. In addition, if the open days' visitor buys a season ticket on that day, he will
receive the first lesson or gym entrance for free. This form of sales promotion serves to

motivate the event participants to become the fitness center’s clients.

16.3 Time Analysis

The sales promotion and Instagram contest are planned for the summer months, mainly to
increase attendance in these months. The last part of the project, the open days, is headed for
September. This is mainly due to the fact that, unlike the previous two action plans, it is a
two-day event. If this event is also planned for the summer months, there is a greater risk
that more people will be on holiday at the time of the planned event, for example, so that
they will not be able to participate. Therefore, the event was planned for September, when
there is likely to be a greater chance of higher attendance, even with regard to the coming

winter and increasing interest in indoor physical activities.

Unfortunately, the whole project can only be planned for months. Still, it is impossible to
determine the exact year of the project implementation due to the constantly changing
government restrictions. Therefore, to determine the year of project implementation, it is
necessary to consider the current situation and forecast the development of restrictions and

measurcs.

Table 23 shows the distribution of individual project activities into months.
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June

July

August

September

Strategy elaboration of the Instagram
post-sharing concept

Launching a strategic post-sharing

Creating a leaflet for sales promotion

Sales promotion announcement on
Facebook and Instagram

Launching and running sales promotion

Preparation of Instagram contest
concept

Creating a leaflet for the contest

Contest announcement on Facebook and
Instagram

Launching and running the Instagram
contest

Creating an advertising banner for open
days

Creating a leaflet for open days intended
for fitness center's clients

Launching a leaflet distribution

Creating a Facebook event on open days

Contest evaluation

Launching and running paid
advertisement on Facebook

Ongoing open days

Table 23: Time analysis (own processing)

The time analysis is performed using the CPM (Critical Path Method) method, which is done

using the QM for Windows program. The critical path method is one of the essential methods

of network analysis and coordinates individual, consecutive activities in the most efficient

way.

In the following table, there are all the activities needed to the project implementation,

including their duration in days. The table also serve as an input for calculating the critical

path in QM for Windows.
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Activity Activity description Duration (in days) | Predecessor
A Strategy elaboration of the Instagram post-sharing )
concept
B Launching a strategic post-sharing 1 A
C Creating a leaflet for sales promotion 1 B
D Sales promotion announcement on Facebook and 1 B
Instagram
E Launching and running sales promotion 31 C, D
F Preparation of Instagram contest concept 3 C,D
G Creating a leaflet for contest 1 F
o Contest announcement on Facebook and 1 F
Instagram
I Launching and running Instagram contest 31 E,F,G H
J Creating an advertising banner for open days 2 E
Creating a leaflet for open days intended for
K o 1 J
fitness center's clients
L Launching a leaflet distribution 1 J
M Creating a Facebook event on open days 1 K, L
N Contest evaluation 1 LJLK L M
Launching and running paid promotion of the
@) 10 N
event on Facebook
P Ongoing open days 2 O
Table 24: Project activities input for CPM (own processing)
. Activity Early  Early  Late Late
Activity tme  Siat  Finish  Stat  Finish >
Project 79
A 2 0 2 0 2 0
B 1 2 3 2 3 0
C 1 3 4 3 4 0
D 1 3 4 3 4 0
E 31 4 35 4 35 0
F 3 4 7 31 34 27
G 1 7 8 34 35 27
H 1 7 8 34 35 27
| 31 35 66 35 66 0
J 2 35 37 62 B4 27
K 1 a7 38 64 65 27
L 1 37 38 64 65 27
M 1 38 39 65 66 27
N 1 66 67 66 67
0 10 67 77 67 77
P 2 77 79 77 79 0

Figure 20: Critical path performer in QM for Windows (QM for Windows)
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As a result, the shortest possible time of project implementation is 79 days. The analysis
results in the following critical path: A—»B—C—D—E—I—-N—0O—P. The critical path

contains 9 activities, the delay of which would cause the delay of the entire project.

Foe . T G mom o0

Time

Figure 22: Time analysis - Gantt chart (QM for Windows)

16.4 Cost Analysis

Sales promotion

Promotion on Facebook and Instagram + leaflet posted at the reception 0 CZK
Instagram contest

Promotion on Facebook and Instagram + leaflet posted at the reception 0 CZK
Vouchers 3,000 CZK
Open days

Promotion on Facebook and Instagram + leaflets for clients 0 CZK
Paid promotion of the event on Facebook 1,000 CZK
Trainers (3 trainers * 13 hours * 120 CZK/hour) 4,680 CZK
Total costs (rounded up to the whole crowns) 8,680 CZK

Table 25: Cost analysis (own processing)
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The goal is to create a marketing campaign project with the lowest possible costs for its
realization and with a set budget of a maximum of 10,000 CZK. This is mainly due to
government restrictions that have left the fitness center with almost no income. In addition,
the fitness center recently invested about 70,000 CZK in creating an e-shop and a new web
design and logo, making it impossible to afford a further major investment in the marketing

campaign.

The cost analysis of the entire campaign can be seen in Table 25. Three items can be seen at
zero costs due to the fact that these comprises unpaid posts on Facebook and Instagram and

the leaflets printing using a printer in the fitness center.

Concerning the open days event, the costs of trainers’ assistance throughout the event are
listed. The starting point for calculating these costs was the approximate hourly rate of the
trainers. According to the information provided by the fitness center’s owner, each of the
trainers receives 30 — 35 CZK per lesson per person. An average of about 7 people attend
lessons, which means that the average hourly rate of the trainer is 210 — 245 CZK. Since the
open days’ visitors may try some of the lessons, and the fact that it is not a full-fledged

training, a roughly half rate of 120 CZK per hour has been set.

The total cost of the marketing campaign is 8,680 CZK. The budget is thus fulfilled plus

there is a reserve for the possible unexpected expenses.

16.5 Risk Analysis

The risk analysis deals with the potential risks that may arise in connection with the project.
The analysis identified seven risk areas. For each of them, risk probability and risk impact
on the project were determined. The product of these two values represents the resulting risk

value.

The following values were determined for the risk assessment:
e 0.3 — low-risk probability and low-risk impact;
e (.6 — medium-risk probability and medium-risk impact;
e 0.9 — high-risk probability and high-risk impact.

Risk analysis aims to identify potential risks. By identifying them, these risks can be
prepared for, increasing the chance of their elimination if these risks arise. Therefore, it is

necessary to focus primarily on risks with a high impact and probability.
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RISk. . Risk impact
. . probability Risk
LI5S SOUIEE N s Low | Mid | High | Low | Mid | High | value
0306 09 |03 06| 09
In the summer months,
Inappropriate |pecople will prefer outdoor
project activities instead of fitness X X 0.18
scheduling centrum attendance; ongoing
government restrictions.
Low-cf)nte.st Lack of contest awareness. X X 0.09
participation
Lack of awareness;
Low open days |disinterest of potential
. . : .. X X 0.36
attendance clients; inappropriate activity
scheduling.
Insufficient targeting; poorly
Inappropriately | chosen marketing
chosen communication tool; people's | x X 0.27
promotion lack of interest in Facebook
ads (they overlook them).
Lack of funds | Unexpected expenses. X X 0.18
Just a few or no new clients;
Low project failure to retain existing
. . . . X X 0.36
efficiency clients; low increase in
fitness center awareness.
Huge cost increase due to
. free entries and lessons
COSAIGTEL offered within the sales x x 0.54
promotion.

Table 26: Risk analysis (own processing)

The analysis results show that the highest risk to the project is represented by the cost

increases related to the free entries and lessons offered within the sales promotion. If only a
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few clients took advantage of the sales promotion and the fitness center attendance did not
increase, it would lead to low project efficiency. Therefore, this would result in the fitness
center providing a large number of free lessons at the expense of the paid ones. However, if
the sales promotion were efficient, a large number of season tickets would be purchased, and
a new clientele would be gained, the costs of free lessons would be partially covered by the

proceeds of higher season ticket sales.

The medium risk for the project is represented mainly by the low attendance of the open
days, poorly chosen promotion, and the low overall efficiency of the project. In essence, the
three risks are interrelated. For example, poorly chosen promotion of the project can lead to
little awareness of individual activities (i.e., the mentioned open days) and, consequently,
little efficiency of the whole project, as poor promotion addresses only a small number of
people. However, in the case of poorly chosen promotion, even though there is a higher risk

value due to the high impact of this aspect on the project, the risk probability is low.

Low-risk aspects include inappropriate project scheduling, low contest participation, and the
lack of funds. The low risk is identified mainly because the risks can be prevented by
consistent planning. In the case of low contest participation, the low risk is identified mainly
due to the relatively high prize, which could motivate many people to participate in the

contest.

16.5.1 Risk Elimination Suggestions

When a project is implemented, there are certain risks that need to be identified during its
realization. For each risk, appropriate measures must be taken to eliminate it or at least
mitigate its impact. By conducting a risk analysis and identifying suggestions to eliminate

these risks, failure of the campaign or financial loss can be avoided.

Suggestions for eliminating individual risks are formulated in Table 27.
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Risk Risk elimination
It is advisable to check the time schedule before the actual project
Inappropriate |implementation or to set time reserves. Concerning government
project restrictions, the situation needs to be thoroughly assessed whether there is
scheduling a risk of re-closing fitness centers. If there is such a risk, it is advisable to

consider postponing the project implementation.

Low contest
participation

In addition to the use of promotion on social networks, customer
motivation can also be used through the fitness center personnel to inform
clients about the contest and encourage them to participate.

Low open days

Before starting the event, it is advisable to monitor the number of people
who have confirmed their participation in the created Facebook event. In
addition, care must also be taken to the event promotion through the

SHSICaS fitness center personnel and inform as many people as possible about the
event.
It is appropriate to evaluate the reach and effectiveness of the promotion
Inappropriately | during the running of the first action plan. If it turns out that the chosen
chosen marketing communication channel is not effective enough, it is
promotion appropriate to consider using another form of promotion for the other
project action plans.
Before the actual project implementation, it is necessary to analyze the
current financial situation of the fitness center. Furthermore, it is
Lack of funds | N€CEssary to create a financial reserve in case of unexpected expenses.

Provided that the fitness center would not have sufficient financial
reserve, consideration should be given to the campaign implementation
postponing or its adjustment to cost reduction.

Low project
efficiency

The individual project activities need to be thoroughly promoted. Above
all, the personal approach of the fitness center personnel should be taken
into account, especially on the open days. If potential clients see the
personal and friendly personnel attitude, they are more likely to become
fitness center clients. The same applies to the promotion of other project
activities through the personnel.

Cost increase

The progress of the sales promotion should be closely monitored. Suppose
the activity is not efficient enough and there is little interest in it. In that
case, consideration should be given to early termination or modification of
the activity to avoid high cost increases.

Table 27: Risk elimination (own processing)
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16.6 Project Verification

After the project completion, the fitness center should carry out a post-project review of the
campaign's effectiveness. In this post-project section, it is appropriate to assess whether the
campaign has been a benefit for the fitness center. Whether the financial and time effort put
into the project has helped raise awareness of the fitness center, gain new clients, and prevent

the loss of the existing clients.
The following indicators can be used for the post-project review purpose:

e Facebook — number of new followers of the fitness center Facebook page, increased
activity in posts (more comments and likes), analysis of results and metrics of paid

promotion of the event on Facebook;

e Instagram — number of new followers, an increasing number of comments or likes,

analysis of interaction, reach, and other account statistics via Instagram Insights;

e Season tickets — monitoring the number of season tickets sold, and if possible,

comparison with previous years to see whether there has been an increase in sales;

e Observation — since the fitness center is relatively small and the personnel knows
most of their clientele, it is advisable to monitor how many new people begin to

attend the fitness center.
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17 PROJECT SUMMARY

The project's main objective was to develop a marketing campaign, which would result in
both building the loyalty of existing clients and an increase in awareness of the fitness center
with the subsequent gain of new clients. The project was developed based on performed
analyzes, especially based on marketing strategy analysis, benchmarking, questionnaire

survey, and in-depth interview.

Within the project part, individual action plans of the marketing campaign were designed
based on the analysis results, and the main and secondary objectives were also identified for
each of the action plans. The campaign project consists of four consecutive action plans. The
first is the introduction of sales promotion, which aims primarily to build the loyalty of
existing clients and motivate them to attend the fitness center in the summer months. The
second action plan is the suggestion to focus on the appearance of the Instagram profile and
shared posts to look more unified. This aspect would thus contribute to a better presentation
of the fitness center itself. The third action plan is the organization of the Instagram contest,
which also serves to build the loyalty of existing clients and raise awareness of the fitness
center by having clients share their competitive photos. Finally, the last action plan is to
organize the open-days event for clients to exercise for free and look through the fitness
center. The objective of this activity is primarily to acquire new clients but also to build the
loyalty of existing ones. Each of the action plans contained both a description of the activity

and the promotion chosen.

In conclusion, the entire project was subjected to time, cost, and risk analysis. For the time
analysis, using the CPM method, it was determined that the shortest possible project
implementation time is 79 days. Then, the approximate costs of project implementation in
the amount of 8,680 CZK were determined using cost analysis. Finally, risk analysis
identified risks that could negatively affect the project implementation. Further, suggestions

for the individual risks’ elimination were also determined.

Lastly, a post-project review of the entire campaign effectiveness was proposed.
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CONCLUSION

The current pandemic situation, the development of trends in the fitness industry, and the
growing demands of clients require quick responses to the constantly changing environment.
In particular, concerns about the situation following the end of government restrictions were
the main incentive for the marketing campaign creation. The goal of the thesis was to create
a marketing campaign project to build the loyalty of existing clients, raise awareness of the

fitness center, and subsequently gain new clients.

Based on the performed analysis, several shortcomings, which should be eliminated, were
identified. The biggest shortcomings were found in the use of social networks, which are
used primarily as a tool for communicating information or news concerning the fitness
center, but their marketing potential is not exploited. Further shortcomings stemming from
the analysis are the insufficiently large fitness center premises, its equipment, and the smaller
range of lessons offered. The conclusions drawn from the analysis of the fitness center served
as a basis for the development of the marketing campaign project. Primarily, the results of

the questionnaire survey were used to learn from loyal clients to attract future clients.

Within the practical part, the marketing campaign project consisting of four action plans was
developed. Two action plans, namely sales promotion and Instagram contest, were designed
to build the loyalty of existing clients and increase fitness center attendance during the
summer months, as it is common knowledge that fitness center attendance is lower at this
time. Another action plan was to focus on developing a strategy for sharing and the
appearance of Instagram posts, which would help improve the fitness center's image and
possibly gain new clients. The last proposed action plan is the organization of an open day
event. The event was scheduled for September, as clients' interest in visiting fitness centers
grows again in the autumn months and there is also a greater chance that potential clients
will be able to attend the event, as people often go on holiday in the summer months. All

action plans were subsequently subjected to cost, time, and risk analysis.

The personal benefit of this project was mainly the application of theoretical knowledge to
practical use to design the most efficient marketing campaign with the lowest possible costs
for its implementation. However, it should be added that the marketing campaign
implementation is just the beginning, and the fitness center should continue to devote itself

to promoting and ensuring the clients' satisfaction even after the campaign consistently.
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LIST OF ABBREVIATIONS
BJJ  Brazilian Jiu Jitsu

BOSU Both Sides Up (balance trainer)
CPM Ceritical Path Method

CRM Corporate Social Responsibility
HIIT High Intensity Interval Training
HR  Human Resources

re.  “thatis”

MMA Mixed Martial Arts

PR  Public Relations

TRX Total Resistance Exercises
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APPENDIX P I: QUESTIONNAIRE SURVEY IN CZECH

Diobry den,
jmennyl ze arting Vokatova 2 jsem studentkou 2. roénikn navazujiciho mapistersksho obom
MManagement a marketing — specializace Design management na Unrarzité Tomade Bat ve
Zlna. Chtélz byech Vas pozadat o vplnén kratkého dotaznikw, kfery je zoufasti me
diplomeovs prace zaméfené na vyivolenl markstinzove kampané fitnezs centra Box-Fit Gym.
Viechny odpovad: jsou anonvmnl a vwwaledkyr budon vuiiy pouze v ramel mé diplomaoe
prace.
Pradem déki za Vaii ochotu a Eas.
1. Odkud jzte ze o fitnesz centru dozvedel/a?
- FEodina
- Pratele'znami
- Facebook
- Instagram
- Imfernst
1. Jzte stavajicim klientem fitnezz centra?
- Ano
- HMejzam, als chel se klienfem stat
3. Jak dlouho navitévujete fitnesz centrum? /vietns mésizy, kdy bylo zavFeno)
- fmésicd— 1 ok
- lmk-125rokn
- 15 rokuzavice
4. Budete fitnesz centrum navitévovat 1 po skontent protipandemickych opatreni,
kdy ze fiinessz cemtra opét otevion?

-  Ano
- Nevim, nspfemyilal’a jzem o tom; zvafim podle situace
- He

£Fy

Za jakym utelem navitévujete fiiness centrom? (vyrber vice odpovédi)
- Zawvienm frzicks kondice formovan postavy
- Zdravoinl banefity cvitem
- Hubnua
- Fivoti stvl
- Iiné:
6. Kiterych z nize uwvedenych tréninkn ze ucaztaite? (vybér vice moznosry)
- Punkénikrubové tréninky
-  Eonditm box
- CrossFit
- HIOT
-  Eonditnmi kickbex
- Sebeobrana
- MNedfastnim se tréninki, chodim =i pouze zacvidit
7. Mlél'a byste zajem o jiné tréninky nez ty, kiere fitnesz centrum pozkyiuje? Pokud
anao, o jake?
- OtevFend otdska



B. Prezel’a byzte ke konkurenei?
- Amno
- Spife ano
- Mevim, nepremyilsl’a jzem nad fim
- Gplie me
- He
9. Pokud ano, prot? fpbér vice mosnosil
- Lepél nabidkz lakel &1 sluzak
- Lep#ivybavenost fitness centra
- Cena
- Ba zaklads doporufent
- Ima:
10. Ohodunot'te vazi spokojenczt 3 jednotlinvymi aspekty fitnesz centra na skals 1-5 {1
= velmi nespolojenda; 5 = velnn spokeyenia):
- Evalita poskyvtovanrich shizeb
- Cena
- Lokalita
- Prizpévky na Facebooku 2 Instagramu
- Parsonal
- Cistota
- Welikost a vvbaveni filness centra
- Celkova spokojenost
11. Je néco, co vam ve fitmezs centru chybi nebo byste zma
- Cheviend ordsha
11. Mate sedave zaméztnani?
- Amn
- Ha
13, Jaks je vaze pohlavi?
- Mz
- Zema
14. Jako je vas vek?
- DLiéné nez 18 lat
- 1825 let
- 26-35 et
- 3645 et
- 46 avice
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Jeité jednon délonyi za Vil fas a vyplndni dotaznikn



APPENDIX P IT: QUESTIONNAIRE SURVEY IN ENGLISH

Hellao

nry namea iz Martina Vokdfovd, and [ am 2 student of the 2° vear of the follow-up master’s
degree 1n Management and hMarketing — Specizalization Design Management at Tomaz Bata
Unrrerzity m Zlim. T would hikes to ask you to fill out 3 short questionnairs, which 1= 3 part of
my master’s thesiz aimed at creating a marketing campaizn for fitness center Beoo-Fit Gvm,
All the answers are anonymeons, and the results are to be used m my thesis only.

Thank you mn advance for vour willingness and toms

1.

| ]

How did you find out about the fitnezs center?
- Family
-  Friends‘acquamtances
- Facebook
- Instagram
- Intemat
Are vou a current fitness center’s chient?
- TYesz,Iam
- No, I am net, but I would like to be one
How long have yvou been attending the fitness center? (including morths when
clozad)
- 6 months — 1 vear
- 1-153vear
- 1,5 vear and more
Will you be attending the fitnezz center after the end of the anti-pandemic
measures, when the fitnezs centers reopen?
- TYes, Iwill
- I have not been thinkme abouf it vat; I will consider it according to the sifuation
- Mo, Twill not
What iz the purpose of vour fitness center®s attendance? (multipls cholce arswers)
- Phyzical condition increazebody shaping
- Heazlth benefits of exercizmg
Waight los:=
- Lifestyls
- Other:
Which of the training sezzions below do you participate in? (multiple choice
amHsMErs)
- Funecticnal'cireuit fraining
- Fiimess box and kackbox
- CrossFit
- HIOT
- Self-defansze
- I donot parficipate in amy tramming zezzion, I only use the gym
Would you be interezted in workounts other than thosze provided by the fitness
center? If so, which ones?
- Opsn-sndsd quection



. Would vou zwitch to the competing fitness center?
- Yeaz, Iwould
- Rather yes
- I donot kmow; [ have net been thinkmg about 1t vet
- Eatherno
- Mo
9. If z0, why? (multipls choice answers)
- DBetter laszons or samvices offer
- DBetter fitness center amenities
- Price
- Baszad on recommendation
Other:
10. R:m! your zatizfaction with individual aspects of the filness center on a scale of 1-
& (1 = vary dissansfied: 5 = very sansfTed):
- Quality of the serices providad
- Price
- Location
- Posts shared on Facebook and Instagram
- Parsomnmel
- Tidimess
- Fimess center’s size and amenities
Cheerzll satizfaction 1 3
11. I.s there anything vou misz or would change at the filnesz center?
- Open-ended question
12. Do you have a zedentary job?
- Yez, Ido
- Mo, [ donot
13. What iz your zender?
- Male
- Famale
14. How old are vou?
- Younger than 18 vears
- 18-23 vears
- 26-33 vears
- 3643 vears
- 46 vearz and older
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Thank you agam for vour tima and for filling out the quashommaira.



