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ABSTRACT 

Health is the most important aspect for people to care about. Fitness centers also 

called health clubs are places which house exercise equipment for the purpose of 

physical exercise and provides facilities such as advance exercise equipment, 

personal training, personalized fitness programming, group exercise classes and 

membership. Advertising of services provided by fitness centers is just another type 

of information that is being sent to the selected people with a specific purpose which 

is informing and influencing that particular person to join this fitness center. More 

recently various service sectors have adopted short messages system (SMS) service 

platform for their business promotion and growth. The purpose of this research 

study is to identify the requirements of the business model and to develop a business 

model of promotion of services for fitness center. The research in this paper, the 

information that relate to the proposed business model is gathered by three different 

approaches which are by interview, observation and questionnaires. In this proposed 

business model, the researcher has identified seven components of the business 

model which is customer segments, value proposition, communication and 

distribution channel, customer relationship, revenue streams, partner network and 

cost structure. 
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