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1 Executive Summary 

Kripalu Yoga is an interplay of body, mind and energy. Within the physical body is a subtle 

flow of rhythmic, energy pulsations that are called prana, or life force. Even the most 

insignificant thought can disturb or block this flow of energy, creating imbalance or even 

disease. Every act of the body is invariably accompanied and strongly influenced by 

mental and emotional conditions, the awareness of which forms the subtler aspect of the 

practice which includes physical postures, breathing techniques, deep relaxation and 

meditation. By fully experiencing and objectively observing your physical, mental and 

emotional experience, blockages begin to dissolve, energy is freed and healing can happen 

on all levels. 

Ashtanga Yoga is a modern style of gymnastic exercises and stretching practiced in 

combination with yoga breathing and ancient yoga philosophy. Ashtanga Yoga is a style 

of yoga codified and popularized by K. Pattabhi Jois during the 20th century which is 

often promoted as a modern-day form of classical Indian yoga.  Ashtanga means eight 

limbs or branches, of which asana or physical yoga posture is merely one branch, breath 

or pranayama is another. Both Pattabhi Jois and Sharath Jois encourage practice of 

Ashtanga Yoga - all eight limbs. The first two limbs - Yamas and Niyamas - are given 

special emphasis to be practiced in conjunction with the 3rd and 4th limbs (asana and 

pranayama). 

Client Name Yoga will offer classes in both styles of yoga.  The studio will feature well-

trained, professional and patient instructors with abilities to work with beginners to 

advanced level customers.  At the time of opening, the Studio will offer 31 classes per 

week, five classes per day during the work week and three classes each day of the weekend.  

The classes offered will range from beginner to advanced. Some classes will be geared 

towards fitness and flexibility and others will focus on inner peace and mindfulness.  

There will be specialty classes and workshops for beginners, pregnant woman and parents 

with children.  Deep relaxation techniques will be taught at the end of each class. 

In order to meet marketing goals, the studio plans to implement key marketing strategies 

outlined below to introduce themselves to the community and encourage membership.  

The target segment includes men and women between the ages of 30 and 50 at any level.    
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2 Description of Business 

Client Name Yoga was founded by Owner, a certified Kripalu yoga teacher.  Owner 

comes from a background as a consultant and coach.  Owner herself, will teach classes 

on the weekend.  Classes will be provided in both Kripalu style yoga as well as Ashtanga 

style yoga.  All yoga instructors hired will be well-trained, professional and patient, whose 

primary focus is to provide guidance to each student, allowing them to achieve physical 

and mental alignment at their own pace in a judgement free, safe place. 

The studio will be located in the Location neighborhood in the heart of Philadelphia.  A 

small retail area will be featured, where students can buy yoga gear and handmade malas 

as well as other locally sourced items that fit into the yoga lifestyle.  There will also be an 

area where customers can lounge and have tea while socializing with other members.  

Classes will be available from 8 am to 6 pm Monday through Friday and 8 am to 5 pm on 

Saturdays and Sundays. 
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3 Strategic Plan 

3.1 Mission 

The mission of Client Name Yoga is to provide a yoga studio that helps its members to 

become the best versions of themselves in mind, body and spirit, while building a 

community and welcoming people of all ages, skill levels and socioeconomic status. Profit 

is not our primary goal, changing lives comes first. 

The meaning behind the name comes from the teaching in yoga to be mindful and present 

in each moment.  To always have awareness and presence.  Elephant comes from the what 

an elephant symbolizes, honor, strength, stability and patience; in addition to the 

elephant Ganesh in Hindu. 

3.2 Goals 

For the coming year Client Name Yoga seeks to achieve the following goals: 

3.2.1 Non-Financial 

 Provide a welcoming and warm environment for its clients 

 Create open two-way dialogue between patrons and the Studio management 

 Hold five classes a day during weekdays and three classes on Saturdays and 

Sundays 

 Develop classes for specific population with potentially high stress careers 

 Have the use of studio provide patrons with inspiration and inner peace 

 Achieve customer satisfaction level of no less than 4 out of 5 stars on all media 

outlets 

 Provide the teachers and staff with a workplace where they are happy and feel 

respected and satisfied.  

3.2.2 Financial 

 Retail sales in excess of $XX,000 after one year of operation 

 Acquire 300 customers by the end of the first year 

 Increase membership by 30% by the end of the second fiscal year 
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4 Situation Analysis 

The situation analysis starts with a snapshot of the current environment in which Client 

Name finds itself by providing a brief SWOT (strengths, weakness, opportunities and 

threats) analysis.  

4.1 SWOT Analysis 

Table 1 shows the internal and external factors affecting the market opportunities for 

Client Name Yoga.  

Table 1: SWOT Analysis 

Location of 
Factor 

Type Of Factor 

 Favorable Unfavorable 
Internal Strengths 

 Long term commitment is 
not required. 

 Guest passes available to 
members to encourage new 
members to try the studio 

 Welcoming and warm 
atmosphere 

 Small class sizes for more 
personal attention from 
instructors 

 Basic equipment such as 
blocks, will be set up ahead 
of class to allow for clients to 
quickly find their place in the 
room 

 Yoga supplies are available 
for rental to member and for 
sale. 

 Multiple membership 
options will be available to 
clients 

Weaknesses 

 No onsite childcare facilities 

 Small space limits 
membership 

 Small staff size can mean 
teacher shortages 
 

External Opportunities 

 Studio can thrive as part of 
the Location community 

 Yoga has become very 
popular as a source of 
exercise and also an avenue 
to an overall lifestyle change. 

Threats 

 Free yoga classes in the city 
during the summer months 

 Some of the potential 
customers are already 
members of a gym that may 
already offer yoga classes 
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 44.4% of people who do not 
practice yoga are interested 
in trying it. 

 Encouraging male 
membership by offering 
more athletic and physically 
challenging variations. 

 There is an older 
demographic that are 
usually not included in Yoga. 

 There are at least five other 
yoga studios within that zip 
code. 

 Dip in attendance during the 
summer months when 
people are exercising more 
outside. 

 

4.2 Key Strengths and Opportunities  

One of the key strengths of this studio is its welcoming, warm attitude and commitment 

to strengthening the community in which it’s located.  The studio will also provide 

equipped “stations” so that clients can come in and choose a spot quickly and without 

stress. Small class sizes allow a more connected and personalized experience for the class 

members and more interaction with the instructor. 

Favorable opportunities include having the studio become a part of the neighborhood 

community.  The practice of yoga has increased in popularity in the United States and 

there is a huge opportunity to attract people who have no previous experience but are 

willing to try.  Having more men and older adults attend classes is also a big opportunity 

to expand the customer base. 

In addition, there has been an overall increase in public interest, not only in fitness, but 

also stress relief and mindfulness. 

4.3 Key Weaknesses and Threats 

The studio does not offer childcare facilities at this time.  However, the Studio will offer 

“Mommy & Me” classes to be more inclusive of those with young children.  According to 

citydata.com, of the population in this zip code over 15 years old, 55.4% have never been 

married and are unlikely to have children.   

One of the biggest threats is the number of yoga studios and gyms that offer yoga classes 

nearby.  Client Name will offer an introductory, one time, one-month pass for $XX to 

attract potential customers that might be “shopping around” for a studio to use.  Once 

people visit the studio and attend a few classes, they will sign up for regular packages.  In 

addition, student and military discounted membership rates will be offered. 

Seasonality will also be a challenge since gym attendance tends to dip during the summer 

months.  There are a few free outdoor yoga classes offered per week in parts of the City.  

To counteract this, we will offer $X community classes on a first come first serve basis 

during the summer months.  
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4.4 Industry Trends 

John Abbott, president and CEO of Yoga Journal, says “That the number of yoga 

practitioners has grown so strongly in the last 10 years shows that yoga is not a passing 

fad, but a genuine cultural phenomenon and an integral part of the wellness trend in this 

country.” 

4.5 Competitor Analysis 

Figure 2: Yoga Studios located in Zipcode 19130 

 

 

There are five yoga studios within the zip code of the Client Name (1); Wake Up Yoga 

(2), Priya Hot Yoga (3), Studio 1831 (4), Yoga Habit (5) and The Yoga and Movement 

Sanctuary (6), depicted on Figure 1. 
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Table 2: Product Comparison By Competition 

 

 

Table 3: Social Media Used By Competition 

 

 

Table 4: Customer Ratings By Competition 

 

 

Table 5: Price Schedule by Competition 
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Wake Up Yoga X X X X

Priya Hot Yoga X X X

Studio 1831 X

Yoga Habit X X X

The Yoga and Movement Sanctuary X X X X X X

Yelp Google

Wake Up Yoga 4.5 4.6

Priya Hot Yoga 4.5 4.8

Studio 1831 4.5 4.7

Yoga Habit 5 -

The Yoga and Movement Sanctuary 4.5 -

Drop In 5 Classes 10 Classes 20 Classes 1 Month 3 Months 6 Months 12 Months

Wake Up Yoga 15.00$ 70.00$ 130.00$ 230.00$ 115.00$  333.00$ - -

Priya Hot Yoga 15.00$ 70.00$ 125.00$  - 115.00$  297.00$ 534.00$ 948.00$     

Studio 1831 14.00$ - 120.00$ 200.00$ - - - -

Yoga Habit 16.00$ - 140.00$ - 89.00$   - - -

The Yoga and Movement Sanctuary 16.00$ 75.00$ 140.00$ - 120.00$ - - 1,000.00$ 
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4.6 Company Analysis 

The founder of the company is Owner, a certified yoga teacher.  She is also a seasoned 

management consultant and coach. 

4.7 Customer Analysis 

4.7.1 Customer Characteristics 

According to the Yoga Journal, in 2012, 8.7% of Americans practice yoga, of those who do 

not practice, 44.4% are interested in trying yoga. In addition, of the people who have tried 

yoga, 38.4% have practiced yoga for one year or less; 28.9% have practiced for one to three 

years.   

In terms of demographics, 62.8% of yoga practitioners fall within the age range of 18-44, 

41.6% percent are between 35 and 54 years old and 82.2% are female; 17.8% are male. 

Yoga practitioners tend to be college educated, single or with one or two child households.  

The average income for this group has been estimated to be more than $65,000.    
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5 Market-Product Focus 

This section describes the five-year marketing and product objectives for Client Name 

Yoga and the target markets, points of difference and positioning. 

5.1 Marketing and Product Objectives 

 To attract members who have never tried yoga before by offering a “safe” place to 

practice. 

 To bring in clients of varying levels of fitness, age and yoga experience by creating 

a community experience. 

 To use Integrated Marketing Communications to reach target markets. 

 Encourage male membership and other specialty groups, e.g. seniors. 

5.2 Target Markets 

5.2.1 Geographics 

Our customers live and/or work within 2 miles of the studio (within the 19130 zip code) 

and can easily walk, bike or take public transportation.   

5.2.2 Demographics  

Our customers are both male and female adults, between the ages of 30 and 50, which 

make up 26% of the population of Philadelphia.  They earn a minimum of $65,000 gross 

annual income per person.  They are college graduates. They are of all fitness levels and 

at all levels of their practice. They have never been married, divorced or newly married. 
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Figure 3: Distribution of Residents’ Ages in 19130 (Source City Data) 

 

5.2.3 Psychographics 

Our ideal customers based on the VALS™ profiles are: 

 Innovators: who are most receptive to new ideas and technologies, have abundant 

resources and lives are characterized by variety. 

 Experiencers: who are young, enthusiastic and impulsive.  They enjoy exercise, 

outdoor recreation and social activities. They have short attention spans so care 

needs to be taken to keep them as customers. 

5.2.4 Behavioral 

Our customer shops at mid-level to luxury retail stores like Bloomingdales, are interested 

in travel, watch foreign films, are health conscious and are interested in a mindful and 

healthful lifestyle.   
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Table 6: Market-Product Grid 

 

5.3 Points of Difference 

There are several yoga studios and gyms that offer yoga classes in Philadelphia. The thing 

that will set Client Name apart from the others is the overall sense of community and a 

warm, welcoming atmosphere.  The Client Name team will also organize and participate 

in community events, and encourage members to participate.  Specialty classes and 

workshops will be offered.  

Another key differentiator are the instructors and staff.  The instructors at Client Name 

are experienced, soothing, calm, knowledgeable and patient.  Their primary focus is to 

ensure that clients get the most benefit from each pose, from each class. 

At Client Name, members will be able to enjoy the benefits of yoga in a judgement free 

space, with other like-minded individuals.  Particularly to encourage members of the 

population who have been reluctant or afraid to try yoga.  We will have regular “beginners 

only” classes. 

The studio will sell handmade mala bead necklaces.  These necklaces are used to count 

the number of times a mantra is recited, breaths while meditating, counting prostrations, 

or the repetitions of a Buddha’s name.   

Regular community events will be held to encourage socialization between staff, members 

and members’ families and friends.  A small lounge area will be set up where tea and 

refreshments will be offered during the day to all members.   

The space itself is well lit, clean and decorated with a warm, welcoming décor. 

5.4 Positioning 

The storefront is located on a high traffic street in the Location neighborhood with clear, 

eye-catching signage.  The studio is located blocks away from the Wholefoods Market and 

from several new condo and apartment complexes.  The studio will be one of the focal 

points for the community to meet up and work out with friends and neighbors.  Client 

Name will be the yoga studio that you love and that loves you back.  

Beginner/Gentle 

Yoga

Intermediate 

Yoga

Advanced 

Yoga

Specialized & 

Private Classes

Community 

Events Retail

20-30 years old 2 3 3 3 3 3

30-40 years old 3 3 3 3 3 3

40-50 years old 3 3 2 2 2 2

Novices 3 1 0 2 3 3

Intermediate 1 3 2 3 3 3

Experienced Yogis 0 1 3 3 3 2

$60K-$80K 3 3 3 2 3 2

Income $80-$120K 3 3 3 3 3 3

Male 1 1 1 3 1 0

Female 3 3 3 3 3 3

Key: 3-Large market, 2-Medium market, 1-Small market, 0-No market

Experience 

Level

Gender

Products and Services

Market Segments

Age
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6 Market Program Strategy and Tactics 

6.1 Product Strategy 

6.1.1 Beginners Workshops 

In order to target the 44% of the population who have never tried yoga, but would be 

interested in trying it, Client Name will provide incentives for this market.  A closed 

group workshop “Beginners Only” may help attract an untapped market of new 

practitioners by providing a class in which they can learn poses alongside others that are 

new to yoga as well, thus creating a more relaxed environment.  Depending on demand, 

these classes will be offered every other month or once per quarter.   

6.1.2 Social Space 

The studio will create a small lounge area with comfortable chairs and complimentary 

cups of tea for members to encourage customer socialization and relationship building. 

6.1.3 Class Development 

Specialty class offerings will include Power Yoga, Prenatal and Mommy and Me Yoga 

classes.  Client Name will offer corporate training packages to local offices for team 

building.     

6.1.4 Private Lessons 

Private sessions will be offered to individuals and small groups during open studio time.  

6.1.5 Community Workshops 

To encourage new members from the area around the studio, community workshops will 

be held once per quarter at a discounted price, $X. 

6.1.6 Retail 

There will be a space available that sells handmade Mala necklaces and bracelets, in 

addition to yoga equipment including yoga mats, mat bags, straps and blocks.  Clothing 

with the Client Name logo will also be available for purchase.  The studio will also 

provide clean mats for rent for those who do not have mats or forgot them.  Moving 

forward, the retail store will carry locally made handmade products that relate to the yoga 

lifestyle.  

6.2 Price Strategy 

6.2.1 Enrollment Options 

A variety of enrollment options will be offered.  Due to the competition, package prices 

were chosen based on a competition-oriented approach.  Package options allowing 

potential customers to commit at a level they feel comfortable with.  Options outlined 

below will be available for purchase:  
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 Drop in sessions  $X 

 Five class pass  $X 

 Ten class pass  $X 

 One-month package  $X 

 Three-month package $X 

 Annual unlimited package $X 

 Private Classes  $X 

 Specialty Workshops $X per session 

An introductory pass will be offered for one month, unlimited access to the studio for first 

time customers for $X.  With the intention that their experience at the studio will lead to 

conversions to the regular priced packages.     

6.3 Place 

The studio is located at Location in Philadelphia.  According to Tapestry by ESRI, 45% 

of the population in this zip code (XXXXX) are Metro Renters, described as “Young, 

mobile, educated, or still in school, we live alone or with a roommate in rented 

apartments or condos in the center of the city. Long hours and hard work don't deter 

us; we're willing to take risks to get to the top of our professions. Most of our income 

goes for rent, fashions, and the latest technology; we use our cell phones and computers 

every day for news, entertainment, shopping, and social media. We live close to our jobs 

so we can either walk to work or take a cab. We buy groceries at Whole Foods and 

Trader Joe's and shop for clothes at Banana Republic, Nordstrom, and Gap. We practice 

yoga, go skiing, and attend Pilates sessions.”  This is exactly our target market. 

6.4 Promotion Strategies 

Key promotion strategies include events, business partnerships, social media and internet 

promotions. 

6.4.1 Events 

To establish a community presence, events will be hosted at the Studio and in the future, 

elsewhere in the neighborhood.  

 A free Grand Opening event will be held on Labor Day Weekend.  Refreshments 

and healthy snacks will be served.  Class packages will be available for purchase. 

 Client Name will periodically host tea and coffee socials during the daytime hours 

and happy hours in the evenings to create a social environment for the studio and 

their guests (potential new members).  If possible, all utensils will be made from 

recycled materials and recycling receptacles available at the Studio. 
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6.4.2 Web Site  

A company website with an effective landing page for potential customers will be a key 

strategy.  

 The site will be aesthetically oriented with a strong focus on inner peace, 

mindfulness and life style changes. 

 The Client Name Yoga website includes a lead generation form that will pop up 

on the landing page and will be embedded in the header of the website.  This 

information can be used to build the mailing list.  Requests to join the email list 

will be at the top of the website, on the “about” tab of the website, on the Facebook 

page and new student intake forms. 

 Contact information including email address and telephone numbers will be 

provided to allow customer interaction. 

 Class packages will be available for purchase online. 

 Links to social media will be prominently displayed on the website.  

 Links to other sites that promote the yoga lifestyle will be displayed. 

 Website content will also include video and text testimonials from clients and video 

messages from Owner.   

 Professional photos will be taken and used in all promotional materials including 

the company website and social media accounts.   

 Photos of teachers and staff with short biographies will also be included on the 

website. Potential customers can get to know the instructors prior to even coming 

in for a class. 

6.4.3 Direct Mail Marketing 

Personalized emails will be sent to those on the mailing list, which will include 

information on any promotions, social events, book recommendations and monthly 

messages on the yoga lifestyle from the company’s founder, Owner.  The email marketing 

campaign will be automated and handled by a provider such as MailChimp.  

6.4.4 Social Media  

Social Media such as Twitter, Facebook and Yelp will be key tools used in the introductory 

stage of the studio opening. 

 The Studio will have Facebook, Instagram and Twitter accounts. 

 The Facebook page will serve to drive traffic back to the website. 

 Facebook will jump start brand exposure through likes, posts and shares. 

 Professional and candid photos of the studio and group activities will be posted to 

all social media accounts.  

 Written reviews by clients will be encouraged through both Facebook and Yelp.  

Discounts or promotional materials will be offered for Yelp users that “check in” at 

the Studio using the mobile app.  Clients can also “check in” at the Studio on their 

Facebook and Instagram accounts.   
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 Monitoring social media will allow for monitoring what is actually being said about 

the brand. 

 Content will be created in the form of blogs, video clips and mindful messages and 

insights and shared on the website and all social media accounts. 

 Creating Facebook ads, catered to the Studio’s target market segments will provide 

excellent brand exposure. 

6.4.5 Apps 

In addition to the social media apps mentioned above, Client Name has joined with 

MindBody.  MindBody is app that provides online class booking, reports, staff scheduling 

assistance, payroll and reports that can show how business is going.  This app is used by 

potential customers within a set search area that interested in finding a yoga class to join.   

6.4.6 Business Partnerships 

The Studio will create business partnerships and cross promote with other local 

businesses whose target market matched the Studio’s, including local spas (Massage 

Fairmount Avenue), salons (Snip Philadelphia, Architeqt Salon North, The Beehive Hair 

Salon, Ultra Hair Studio, Lather Hair Studios, Hair Rebels and Sulimay Hair Design), 

fitness studios (J’aime Fitness, Lifesport Fitness and Core Fitness) and health food stores 

(WholeFoods and Snap Kitchen). 

6.4.7 Engagement 

The studio will implement a 30 days of yoga challenge, encouraging members to attend 

30 classes in 30 days.  This event will take place during the summer months, when 

customers may need more incentive to exercise indoors.  A Facebook group or online 

community on the website will be created for participants in the challenge.  These groups 

will encourage customer engagement and member interactions.  Premiums like logo tees 

or tanks will be given to those who complete the challenge.  In addition, awards and 

discounts will be given to loyal members. 
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7 Financial Projections 

The three year financial projections for the Studio, based on 31 classes per week (five per 

day on weekdays, three per day on weekends) and an average of six students per class in 

the first year and including beginners and community workshops.   

Table 7: Projected Monthly Sales Forecast for first FY 

 
 

Chart 1: Monthly Sales Forecast – FY 1 

 

 

 

Table 8: Projected Yearly Sales Forecast 

 

  

Sales Month 1 Month 2 Month 3 Month 4 Month 5 Month 6 Month 7 Month 8 Month 9 Month 10 Month 11 Month 12 Total

Yoga Classes 1,600.00$ 1,600.00$  2,560.00$ 6,400.00$ 7,680.00$ 8,960.00$    11,520.00$ 12,800.00$ 15,360.00$ 16,640.00$ 17,920.00$ 19,200.00$ 122,240.00$ 

Retail 500.00$     625.00$      781.25$     976.56$     1,220.70$ 1,525.88$    1,907.35$    2,384.19$    2,980.23$    3,725.29$    4,656.61$    5,820.77$    27,103.83$    

Total 2,100.00$ 2,225.00$  3,341.25$ 7,376.56$ 8,900.70$ 10,485.88$ 13,427.35$ 15,184.19$ 18,340.23$ 20,365.29$ 22,576.61$ 25,020.77$ 149,343.83$ 

Sales Year 1 Year 2 Year 3

Yoga Classes 122,240.00$     158,912.00$      182,748.80$     

Retail 27,103.83$        35,234.98$        45,805.47$      

Total 149,343.83$  194,146.98$  228,554.27$  
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Chart 2: Projected Yearly Sales Forecast 
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8 Implementation Plan 

The expected schedule for the marketing strategies outlined above for the next 3 fiscal 

years is illustrated in Table 9. 

Table 9: Projected Yearly Sales Forecast 

 

  

Website 

Setup

Studio 

Renovations

Implementation 

MindBody App

Teacher 

Hiring 

Process

Grand 

Opening

Business 

Partnership 

Development

Social 

Media 

Engagement

Targeted 

Facebook 

Advertising

Community 

Workshop 

Classes

Direct 

Email 

Marketing

Beginners & 

Communtiy 

Workshops

Yoga 

Challenge

Q 1 Apr -Jun 2016

Q 2 Jul - Sep 2016

Q 3 Oct - Dec 2016

Q 4 Jan - Mar 2017

Q 1 Apr -Jun 2017

Q 2 Jul - Sep 2017

Q 3 Oct - Dec 2017

Q 4 Jan - Mar 2018

Q 1 Apr -Jun 2018

Q 2 Jul - Sep 2018

Q 3 Oct - Dec 2018

Q 4 Jan - Mar 2019
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9 Evaluation 

 

Monthly sales targets have been set for the Studio upon opening. Actual sales will be 

compared to these targets and marketing strategies may be modified to address any 

shortcomings.  
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Namaste! 


