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I. Executive Summary
Nirvana is a Japanese Yoga studio that if fully equipped and licensed which contains art facilities and a large space to hold a capacity of about 50 people per session. The studio is always in a great atmosphere where teenagers and adults can freely practice and learn yoga. We are planning to locate the yoga studio in a well-populated area within the city and wish to later open branches to other cities like Canada, Europe, and the United States. The Nirvana studio is focused on client needs and is result driven and will be affordable to most people including students. 

The studio will focus to surpass the expectations of the client and work hard to offer other services like dance services that are related to healthy bodybuilding and more especially provide professional and standard yoga training. The studio will entail a comfortable lobby, a room for lockers, and a changing room after taking a shower both for adults and kids and wood-sprung floors. Every service provided will be guided by professional values and ethics as we will hire only licensed and professional instructors and yoga coaches to work with our clients.

We are determined to pull together all the resources to meet our business goal of becoming the leading yoga studio in the country and internationally with the first 6 years of operations. The team is optimistic about working on the goal and we have performed a feasibility study and done research to ascertain that the city is ready for yoga and a dance studio business. This will be affected mostly by including social media like Facebook and Instagram to advertise our services and even sharing some of the videos of our work on these platforms. The website is already being created to ensure that people can join us inline and benefit from our services from anywhere in the world.         

II. Situation Analysis
A. The Internal Environment 
                       Review of marketing goals and objectives
Social media is our main investment like Facebook, Twitter, and Instagram to advertise our services and even sharing some of the videos of our work on these platforms. The website is already being created to ensure that people can join us inline and benefit from our services from anywhere in the world.

Review of current marketing strategy and performance
Nirvana intends to take advantage of improved technology. The majority of our target clients are mostly online most of the time. Nirvana's marketing strategy will include radio and TV advertisements but mostly will focus on social media.
 Our research shows that most of our clients have known of our existence through social media and friends. 
Review of current and anticipated organizational resources
The organization resources have increased and become fully utilized after including an online program where we encourage clients to pay for an online program due to the distance barrier. As a result, the business has grown large and is heading to being an international brand.

Review of current and anticipated cultural and structural issues
The anticipated culture and structure of Nirvana Yoga Studio are planning to get diverse by including professionals from all over the country to bring in new and diversified ideas. 
Leadership positions will be determined by one's achievement and performance, not on experience only, and will include looking for potential candidates both internally and externally to avoid using the same old strategies in the business.

           B. The Customer Environment 
Who are the firm's current and potential customers?
The studio target everyone since everyone must keep fit and ensures a healthy body. The studio will be fit for kids, teenagers, and adults.

What do customers do with the firm's products?
The customers are meant to use the studio service to activate the inner peace, living a healthy life, maintaining body flexibility, improving the blood flow, increase concentration and focus, increase body strength and also use yoga to help them sleep better.

Where do customers purchase the firm's products?
Customers can enjoy our services by visiting us at our location and most of all on our online platform and website.

When do customers purchase the firm's products?
Our physical location will be opened from 6 am to 7 pm. For the online programs since most of our services will be already prepared videos, the services are accessible 24/7. 

Why (and how) do customers select the firm's products?
Our services are different depending on the age of the customers. Also, there are different levels; beginner, standard, and professional level. For the age category, the kids have different practices as that of teenagers and adults.

Why do potential customers not purchase the firm's products?
Potential customers may not choose our services because we haven’t yet well marketed our products. This is why we are opting to include the online platform to create awareness of our existence.

C. The External Environment 
Competition 
The Nami Yoga Studio in Japan is our competitor.

Economic Growth and Stability
The Nami Yoga Studio can provide its services regularly including online programs.

Political Trends
The Nami Yoga Studio they are influenced by political changes and regulation. Their fee charges could change depending on the value of the currency and the changes in the tariff. 

Legal and Regulatory Issues
The Nami Yoga Studio complies with licenses and payment of taxes. Depending on federal government regulation, taxes play a big role in determining the prices of the Nami Yoga Studio services.

Technological Advancements
Technology has played an important role in yoga and gym industries. Traditionally, people could only attend for such services from the physical locations but due to technological the services are also online. 
Technology has not only made it easy to market but also to access our service through our smartphones by installing apps. 
Sociocultural Trends
The customers are more aware of the need of keeping fit and having a healthy life. They are now making their homes suitable to do yoga and other gymnastic techniques. Most of them buy essential yoga products to do yoga in the comfort of their homes.

III. SWOT Analysis
A. Strengths
Strength 1: Many yoga international techniques and choreography

Strength 2: Qualified and licensed instructors.

Strength 3: knowledgeable and reputable.

Strength 4: Strong Brand name.

Strength 5: Limited competition in the area.

Strength 6: able to market and sell our services online.

Strength 7: convenient class time 

B. Weaknesses
Weakness 1: Competitors can easily offer similar services quickly

Weakness 2: Insufficient startup costs.

Weakness 3: unawareness to people on the importance of yoga

Weakness 4: unable to access new technology

Weakness 5: Increased maintenance costs of the studio

Weakness 6: limited space for parking

C. Opportunities
Opportunity 1: Increase awareness on the importance of exercising

Opportunity 2: innovation and creativity in choreographies 

Opportunity 3: outdoor yoga services

Opportunity 4: Continued expansion of the business 

Opportunity 5: Appealing to young generation (college students)

D. Threats
Threat 1: economic recession

Threat 2: people lack focus and commitment 

Threat 3: easy accessibility of home equipment

Threat 4: changes in regulations

Threat 5: increased insurance costs 

E. The SWOT Matrix

	Strengths:

· Many yoga international techniques and choreography

· Qualified and licensed instructors.

· Knowledgeable and reputable.

· Strong Brand name.

· Limited competition in the area.

· Able to market and sell our services online.


	Opportunities:

· Increase awareness on  the importance of exercising

· innovation and creativity in choreographies 

· outdoor yoga services

· Continued expansion of the business 

· Appealing to young generation (college students)



	Weaknesses:

· Competitors can easily offer similar services quickly

· Insufficient startup costs.

· unawareness to people on the importance of yoga

· unable to access new technology

· Increased maintenance costs of the studio

· limited space for parking


	Threats:

· economic recession

· people lack focus and commitment 

· easy accessibility of home equipment

· changes in regulations

· increased insurance costs 




F. Developing Competitive Advantages
Nirvana studio has its brand name as a competing advantage and also the power to hold online programs for our customers. Besides, we will capitalize on marketing the brand on all available social media and increase awareness of the need to practice yoga for everyone. 

G. Developing a Strategic Focus

Nirvana studio services will strategically focus on providing more intense techniques and choreography in the sessions and have a professional instructor to make live follow-ups with our online customers on the progress. 

IV. Marketing Goals and Objectives
A. Marketing Goal A: Increase in revenue

Objective A1: Active participation in Social media marketing

Objective A2: focus more on online customers and increase accessibility 

B. Marketing Goal B: Increase awareness on the need to take yoga classes

                       Objective A1: embrace innovation to reaching the targeted clients

                       Objective A2: Creating apps for yoga classes and showing before and after video reviews

V. Marketing Strategy
           A. Primary (and Secondary) Target Market
Primary target market
Our primary target is everyone for its never too late or too early to start yoga classes 

                       Secondary target market (optional)
 The old generation may not be aware of the importance of yoga and think it’s for rich people and the young generation. 

B. Product Strategy
Nirvana Yoga studio will focus on providing the services at the physical studio and on the online platform. Also in terms of payment options, we plan to include options that are suitable for the type of customer; bank transfer, check, mobile money, cash, and online banking. This ensures that we deliver the services to the customers with minimal hitches. 
Besides, we are working on more publicity for our services and sell the brand all over the world. We have no limit to private and corporate customers for our services will fit them all. 
C. Pricing Strategy
The prices and charges of our services are much dependent on the value of the currency especially being that we are dealing with a global market. Also, they will depend on the taxes in the city and the regulations from the government. 
However, the online services will be much affordable being that there are no renting fees involved as compared to visiting at the studio. 
D. Distribution/Supply Chain Strategy
Nirvana yoga services will focus on physically providing the services at our various branches and mostly on an online platform and ensure there will be a life coach to make a follow up with the customers who subscribe to our online services. 

E. Integrated Marketing Communication (Promotion) Strategy
Our focus mainly is the use of the internet mostly social media platforms to sell our services and market our work. It will, however, include giving out fliers along the streets and installation of billboards on the roadsides of the city. 
There will be calls to corporate organization and increase awareness of our existence by providing discounts to them and make lots of videos all over Facebook, YouTube, Instagram, Google, and Twitter. The yoga instructors will always be in branded outfits, brand our company vehicles, and include an official website and logo.
VI. Marketing Implementation
           A. Structural Issues
There will be a sales and marketing executive who works in identifying and finding new customers and looking for business opportunities with both private and corporate organizations. The marketer will identify the potential development opportunities and follow up on our existing clients for reviews and complaints. The sales and marketing executive will have a team of five people who helps in all these follow-ups and mostly on handling researches and conducting feasibility tests and market surveys.

B.
Tactical Marketing Activities 
	Specific Tactical Activities
	Person/Department

Responsible
	Required

Budget
	Completion

Date

	Product Activities

1. Purchase equipment

2.studio interior designing


	sales and marketing executive
	 500K
	10.6.2020

	Pricing Activities

1. survey other prices from competitors


	Accounting/ Bursar
	200K
	13.8.2020

	Distribution/Supply Chain Activities

1. studio renting

2. website development


	Studio administrator
	350K
	19.10.2020

	IMC (Promotion) Activities

1.Bill boards

2.fliers

3.Social media platforms 
	sales and marketing executive
	700K
	5.12.2020


VII. Evaluation and Control
           A. Formal Controls
Input controls – divide the leadership structure into departments and ensures each department has a specialized agent.

Process controls – by ensuring departmental training ones in week ad provide a report at the end of the day from each department. 

Output controls- there will monthly and quarterly reports from each department and take random surveys from our clients to get reviews of our services. 

B. Informal Controls
Employee self-control- there will be a reward to the best employee of the month and a greater reward to the best employee of the year. Also, there will be paid training for all employees to improve leadership skills and performance.

Employee social control - there will a supervisor in every team to monitor each member of the team and ensure that every action from every team is lined up with the organizational goal. Besides, there will be weekly training for each employee to ensure the goals and the direction of the organization is well understood.

Cultural control – every member of the team is as important as there other. However, the seniors will lead by example of professional ethics and morals. Additionally, through weekly meetings, there will be interactions to ensure diversity is embraced and well utilized. 

C. Implementation Schedule and Timeline
	Month
	__June______
	__September______
	__December______

	Activities                                          Week
	1
	2
	3
	4
	1
	2
	3
	4
	1
	2
	3
	4

	
	
	
	
	
	
	
	
	
	
	
	
	

	Product Activities
	
	
	
	
	
	
	
	
	
	
	
	

	Purchase equipment
	X
	
	
	
	
	
	
	
	
	
	
	

	studio interior designing
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	Pricing Activities
	
	
	
	
	
	
	
	
	
	
	
	

	Survey other prices from competitors
	
	
	
	
	
	X
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	Distribution Activities
	
	
	
	
	X
	
	
	
	
	
	
	

	studio renting
	
	
	
	
	
	
	
	X
	
	
	
	

	website development
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	IMC Activities
	
	
	
	
	
	
	
	
	
	
	
	

	Bill boards
	
	
	
	
	
	
	
	
	X
	
	
	

	fliers
	
	
	
	
	
	
	
	
	
	
	X
	

	Social media platforms
	
	
	
	
	
	
	
	
	
	
	
	X


D. Marketing Audits
Both internal and external audits will be conducted to ensure efficiency and reduce unbiased reports. These reports will be done ones a year by the external auditors and the report presented to the CEO of the studio, the senior managers and sales, and the executive manager. 


