
Foods
The Service

The target market for our product was 
defined through the following 
segmentation variables:

The Target Market
A revolutionary dynamic nutrition system 
based around:
- A new, easy to read nutrition labelling    

system
- A personalised, in-gym nutritionist which 

provides an easy to follow nutrition and 
exercise regime

- An iPhone App which interacts with bar-
codes on the food labels
- Deducting the food item from the daily 

total
- Recommending exercises if daily 

nutrition recommendation is 
exceeded

- Reporting back to peers and the 
nutritionist

Demographics
- 16 to 55 years old (gym-going age)
- Male and Female
- Medium to high income earners
- Regardless of race, religion or nationality

Australia Wide
- Main Sydney centres in the CBD, North 

Sydney and Parramatta

Geographic Location

Money rich, time poor people looking to 
change to, or maintain, a healthy lifestyle: 
looking to weight loss, muscle gain, etc.

Psychographic

Behavioral
- Early adopters and high-loyalty users

Collectively, as management, we have 
ascertained that gym-goers and early 
tech-adopters were the most likely 
market sector to receive and then 
recommend this product.  
-As such, any marketing tailored 
towards them has the added flow-on 
effect of effective role-model, word of 
mouth advertising.

Why this target Market?

Our research has shown that smart-
phones, and the iPhone in particular, 
have increasing market share in our 
target market. (see Macro, below)
- This was the reason that we decided to 
have our service be iPhone interactive
- Our research extracted that Fitness-
First gym-members were likely to be 
early adopters, an ideal target market

How have we reached this market?

Johanan Ottensooser 
Kristina Coffey
Ben Carrollo
Rushini
Lin Teh

The Team

Competition, Macro and Micro
There are many competitors in the 
field of Nutrition, Gymnasiums and 
Well-being.  Fitness First Foods is 
attempting to differentiate from 
other’s by providing a holistic 
service that is portable and easy 
enough to fit the hectic lives of our 
target market.  The central 
competitors are to the right:

Competition
 Fitness First 

Food 
Weight 
Watchers 
Online 

Nike + Wii Fit Other Gyms 

Product Personalised, 
portable, 
interactive 
dietary and 
sport plan 

Points 
based 
online 
system 

iPhone based 
exercise 
measurement 
system 

Wii based 
exercise and 
nutrition 
system 

In-gym 
nutritionist 

Target 
market 

See Right Mainly 
women 28-
55 

25-50, current 
runners, Nike 
shoe wearers 

12-25, video 
game 
enthusiasts 

16-45, not 
time poor 

Strengths Portable 
Personalised 
Easy to use 

Group-
based 

Fun 
Competitive 

Fun Personalised 

Weaknesses Requiring 

Fitness First 

membership or 

Fitness First 

Food 

subscription 

Only allows 
for weight-
loss (not 
muscle 
gain) 
programs 

Inaccurate 
Does not allow 
for nutritional 
information 

Inaccurate 
Narrow 
variety of 
exercise 
options 
Not 
portable 

Not portable 
Gym 
membership 
required 
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The Marketing Mix
Since we are proposing a service, instead of 
the usual “4 P’s”, we have “7 P’s”: the 
standard Product, Price, Place and 
Promotion, and the additional Processes, 
Physical Evidence and People.

Product
See Above “The Service”

Our pricing structure would be based on the 
tiered system which is currently 
implemented by Fitness First: Higher tiered 
members would receive the Fitness First 
Food service free, lower tiered members 
would pay a small fee and non-members 
would pay a larger amount, as delineated in 
the following diagram:

Price

The App

Made using template from
 (Gizmodo, 2009)
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This fee will allow for the recouperation of 
investment: see right

Pricing 
Chart

Break Even Analysis
Projected costs: 
- $30,000 IT development
- $30,000 nutritionist costs 
- label manufacturing paid for by 

food companies labelled
Projected Profits
- $15xper month per non-black/

platinum member (-$10pp direct 
nutritionist fees)

- $2 app subscriptions
=/ $40,000 annually
Breakeven projected in 1.5 years

Cost

Profit

$60000

1 1.5

How have we used this?

Strengths 
- See table (right) 

Weaknesses 

- See table (right) 

Opportunities 
- Market for tech-

savvy Gym/Fitness 
customers 

- Extreme time-
poor customer 
base (portability) 

Threats 
- Expansion of 

Nike+ service 
- Lack of food-side 

product uptake 

 

Macro/Micro Factors
Our analysis of the Macro environment shows a 
downward economic trend not disturbing growth in 
both gym memberships and smartphone (especially 
iPhone) uptake and market share
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(TUAW, 2009)

Our micro environment dictates that, in order to 
increase both reliability of supply train operations as 
well as profitability, vertical integration is most 
efficient.  As such, in house manufacturing and 
developing is crucial.

Place
Network Players: manufacturers, 
suppliers, purchasing agents, marketers, 
end consumers
Marketing Channel: 
Producer à Retailer à Consumer
Organisational Approach: Chain Store
Placement: City centre, Bondi Junction, 
Parramatta, Carlingford, Chatswood

Promotion
The nature of our “promotion” is slightly complex, seeing as our 
service is, in its very nature, cross promotion in itself (promotion 
for the food products displaying the label as well as for the gym 
associated with them).
However, we would supplement this with personal selling, PR, 
digital marketing (especially viral marketing on the blogosphere 
considering our high-tech appeal) advertising and promotional 
discounts (both to new and existing gym customers).  Furthermore, 
TV ads, targeted (location specific) banners, and in-store 
promotion will be used.  We aim on creating an emotional appeal 
that supplements the rational appeal of our product to increase 
“value” and, therefore, sales.  This would by done by pushing 
lifestyle based advertising.

People Processes

Physical Evidence

(Kotler, 2008, 432-506: Hingani, 2009, Lecture 10,11)

Nutritionists
Personal Trainers

Create trust through respect 
for position

Service act is intangible, so 
process in important in creating 
value.
1st appt à 45 mins
Each subsequent à 30 mins

Service operations System
Technical core, Backstage, 

(originally outsourced)

As in processes, physical 
evidence is essential in creating 
value.
Via: app, monthly reports, bag, etc.
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