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HOMEWORK ASSIGNMENT.
Zenibella Yoga and Wellness Center
My business name is “Zenibella Yoga and Wellness Center”, I would like all the sections to be completed with details.
2.0	 Situation Analysis
Service information: Zenibella Yoga and Wellness center is determined to increase and enhance the fitness of the people. The Yoga and wellness center offers yoga services through yoga classes such as yoga I to yoga III, gentle yoga, hot yoga, and pregnant yoga. We are also devoted in offering other wellness services such as physical therapy to rehabilitate human body without drugs and medication, we also offer acupuncture services to remove blockages within the channels, Chiropractic services to treat back pain, and mental health services.
Customer analysis: Everybody wants to maintain themselves fit. Mostly the Americans are highly concerned with their health and hence they want to reduce their bulge and improve their quality of life. As a result, Zenibella yoga and wellness center target everybody in New York City and also outside the city who are willing to maintain a healthy body, from young to old and from middle-income earners to high-income earners.  
Competitor analysis: Zenibella Yoga and Wellness center faces stiff competition from big yoga studios and gym centers in New York City such as Om Factory yoga studio, Pure Yoga, and Yoga Vida. The gyms include Mile high run club, pure barre, and Y7 studio. However, despite the competition, Zenibella center always copes up due to the diverse services and people with high expertise employed in the yoga and wellness center to facilitate the offering of the services. 
2.1	 Marketing Summary
2.1.1 	Market Demographics. 
	The location of our studio is in Union Square, NY. 
Middle-Income Urban Professionals: 
· Ages: 26-40.
· Sex: 30% male, 70% female.
· Household Income: $40,000-$55,000.
· Health/Lifestyle Issues: Active individuals that are focused on healthy food and dieting.  Over 70% of this group are members of gyms. Approximately, 40% of potential customers have taken yoga classes before.
· Center's selling point: Close to work.  
Upper-income customer:
· Ages: 40-60.
· Sex: 30% male, 70% female.
· Household Income: $60,000+.
· Health/Lifestyle Issues: Active individuals that are focused on healthy food and dieting.  Over 90% of this group are members of gyms.
· Center's selling point: Close to home

2.1.2	 Market Needs
Zenibella yoga and wellness center has highly responded to market needs. People in almost all the cities in United States of America including New York city where the yoga center is located were in need of ways in which they would solve their mental, physical, emotional, and spiritual problems without necessarily having to take drugs. Zenibella yoga made this possible by starting a yoga and wellness center in New York City which offered diverse and quality services and uses experts to offer these services to the people to help them solve their problems. The use of experts also ensures that the services change as the consumers demands change allowing for flexibility in the services offered. 
2.1.3	 Market trends
The market for yoga will continue to increase in the United States. People have experienced a scenario where after they have attended yoga classes, they come out of them relaxed and free from emotional and physical stress. As a result, the market for Zenibella Yoga and wellness center will continue to increase with time and the market curve will be positively sloped if drawn. 
2.1.4	 Growth
The market for yoga has continued to grow leading to the growth of Zenibella yoga and wellness center. This is because more than 87% of the residents of America have tried yoga classes and have come out with good moods making them like attending yoga classes more resulting to setting aside two times per week for attending yoga classes. Some of the people have even increased their financial allocation for attending the yoga services in the yoga center.

2.2 	SWOT Analysis
2.2.1	Strengths: Some of the strengths of Zenibella yoga and wellness center are that it offers a range of services from yoga classes, physical fitness, and mental health services. This makes it have diverse customers and stand out in the market. It has also employed experts who offer these services to the customers such as therapists and Chiropractors. These experts deliver quality services to the customers and they have helped build trust between the customers and the yoga center. The last strength is that Zenibela is located in New York City which is one of the most populated cities in the United States of America. As a result, the fitness center is able to get sufficient customers throughout the year.  
2.2.2	Weaknesses: Some of the weaknesses of Zenibella Yoga and wellness center are the high cost attached to some of its services. As a result, most of the middle and low-income earners are not able to afford these services and they form a large market for these services. The other weakness is that the yoga and fitness services offered in Zenibella are viewed by others to be just like other fitness activities and they argue that there are sometimes even the yoga classes do not help solve the problems at hand for the customer. 
2.2.3	Opportunities: Zenibella has the opportunity to expand in terms of its services offered, in terms of size of the structure it occupies, and also by opening up new branches in other cities. This is due to the increasing demand for yoga services for physical and mental fitness and also due to the increasing population in the country. 
2.2.4	Threats: Zenibella yoga and wellness center is under threat due to competition from other centers offering the same services such as pure yoga and Y7 studio. They compete for the market with the one which seems to cope up with the consumers’ needs dominating the market. Hospitals and other clinical facilities also pose a threat to this wellness yoga since they are slowly incorporating therapeutic services in hospitals which compete for customers with yoga studios such as Zenibella. 
2.3	Competition: Competition in an open economy as well as in a perfectly competitive market is inevitable. This is because different businesses in the same line of business occur in the market competing against each other. This is still the same case as with Zenibella yoga and wellness center which seems to be in competition with other yoga studios such as pure yoga and yoga Vida as well as gym facilities such as Y7 studio. However, Zenibella studio offers diverse and quality services to the customers hence it has over time maintained its market share in the city. 	Comment by Syed.Ali79: Pick any random market competitors to compare. 
2.4	Product Offering. 
	Yoga I 
This is an introductory class for students who are new to Yoga. Students will learn basic poses to stretch and strengthen the legs, back, and shoulders.  
Yoga I & II 
This class is both beginner and intermediate students where they will learn endurance in yoga 1 and 2 standing poses. The instructor will challenge those more experienced.
[bookmark: _GoBack]Yoga	II	&	III 
This class brings students to a deeper experience where they will learn increasing flexibility, strength and mental clarity through more challenging sequences. This class is not recommended for beginners.
Yoga II
This class focuses on refining the standing poses, learning basic sitting postures, simple back bending poses, and the shoulder stand. Students must complete Yoga II and III in order to advance to this class.
Yoga III
This class is for advanced students where they learn full arm balance (handstand), headstand, and forearm balance. Additional backbend poses are also included. Students must dedicate to practicing these poses outside the studio.
Gentle	Yoga 
This class is designed for those who prefer a less vigorous class. It includes gentle stretches, breathing and simple movements designed to increase the range of motion for major joints while increasing energy. Although the experience is very gentle, students can feel a dramatic change in strength, flexibility, relaxation and general health. This class is ideal for students with chronic symptoms such as muscle/joint pain, stiffness, weakness, or fatigue. 
Hot Yoga 
This class is designed to offer students a vigorous form of yoga performed at elevated room temperature. The room temperature will normally set between 95°F and 105°F which helps with the body’s detoxification process. The poses are challenging as they are lengthy, forceful and there will be sustained contractions of all muscle groups. Hot Vinyasa class is safe as there is less strain on the heart than other forms of yoga.

Pregnant Yoga
This class is designed to bring more ease to the body and mind of mothers-to-be for a more comfortable pregnancy and help heal and strengthen postpartum. 
2.5	Keys to Success	Comment by Syed.Ali79: List couple of factors for the success
To ensure success of Zenibella yoga and wellness center, there have been offering of quality services, we have remained flexible in changing our services with changing demands of customers and hence satisfying the consumers needs, and lastly Zenibella has ensured good marketing and promotional services for the services offered in the studio and hence maintaining a contact with the customers. 
2.6	Critical Issues
Some of the critical issues which have remained of concern to Zenibella studio include maintaining up to date with technology in offering of services due to the changing nature of technology which requires high costs of installation in the yoga studio; the economic conditions of the state due to the business cycles of an economy where during recessions, the business realizes major losses, and the trend analysis has been a problem where it becomes difficult to speculate the future needs of the customers. 

