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This Business Development Proposal evaluates the feasibility of Sudha Yoga Journey, a founder-led holistic yoga and well-being micro-business operating in the UK through rented venues. The business currently offers gentle Hatha yoga, guided relaxation, meditation and complementary face yoga workshops. It is positioned as an accessible, beginner-safe alternative to performance-led yoga, designed for adults seeking stress reduction, emotional balance, physical ease and a welcoming class environment rather than high-intensity fitness delivery.
The proposal finds that the concept is timely and relevant. UK evidence indicates growing demand for physical and mental well-being support, while cost, discomfort, low confidence and fear of judgement continue to limit participation in mainstream activity settings. The primary target market is adults, especially women aged around 30-60, beginners and mixed-ability participants who value gentle movement, reassurance and sustainable self-care, which is consistent with UK yoga participation evidence showing strong engagement among women and midlife practitioners. A secondary opportunity exists within the Bulgarian-speaking community and among local adults who prefer trust-based, community-oriented practice.
Market research shows that yoga provision in the UK and East Midlands is active but fragmented. The opportunity for Sudha Yoga Journey is therefore not based on the absence of yoga, but on differentiation: a calm, holistic and supportive service model with stronger emphasis on breathwork, relaxation, personal attention, clear communication and emotional safety for hesitant beginners. The Business Model Canvas supports this positioning through a low-fixed-cost model built around founder-led delivery, rented venues, direct customer relationships, word of mouth, simple digital channels and phased development.
Early traction supports the feasibility case. The business has been delivering classes since January 2026, with attendance usually around 7-11 participants and a wider pool of expressed interest. Credibility is also strengthened by the founder’s professional yoga training, Yoga Alliance Professionals profile and 14 positive client reviews. Operationally, the venture is feasible at micro-business scale if systems are strengthened gradually through written intake forms, clearer booking and payment routines, improved tracking, minimum viable digital infrastructure and limited online delivery.
Financially, the proposal adopts a cautious cash-flow-led feasibility test. The 12-month forecast combines actual January-April 2026 trading evidence with conservative May-December projections. It estimates total projected trading income of £6,621, operating outflows of £4,231.69 and a positive year-end cash position of £2,389.31 before the potential £500 university start-up grant. Break-even analysis suggests that regular operating costs can be covered at approximately £281.24 per month, equivalent to around 29 participant attendances per month, or 7-8 participants per weekly class at £10. The model remains viable but sensitive to attendance levels, venue costs and one-off development expenditure.
The main risks are attendance fluctuation, cash-flow pressure, venue dependence, founder capacity, health and safety, reputational expectations and scope-of-practice boundaries. These risks are manageable through flexible venue use, clear communication, insurance, participant screening, monthly monitoring, careful cost control and qualification-led expansion. Growth is therefore evidence-led: Derby expansion, additional sessions, online activity and future studio exploration should proceed only where demand, repeat participation, cash-flow and founder capacity justify further commitments.
Overall, the proposal concludes that Sudha Yoga Journey is a feasible and credible early-stage venture if developed through disciplined, evidence-led growth. Its strongest potential lies in combining traditional yoga training, lived understanding of stress, accessible teaching, community trust and a phased hybrid model that protects financial sustainability while allowing the brand to grow carefully over time.
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[bookmark: _Toc228962786]2.1 Business Overview

Sudha Yoga Journey is a UK-based holistic well-being business that currently operates on a micro-scale through rented venues since January 2026. It offers yoga and complementary well-being services rooted in traditional yoga philosophy and is adapted to contemporary lifestyle and workplace needs. The business provides structured, accessible practices in a safe, welcoming environment. The current offer centres on gentle Hatha yoga classes and complementary face yoga workshops as an accessible entry point into holistic well-being practice. This positioning is particularly relevant in a context of rising stress, digitalisation and changing routines, which are increasing demand for supportive well-being practices (Akbar et al., 2025). In the longer term, the business is intended to develop into a broader hybrid well-being brand through phased service development and carefully selected extensions.

[bookmark: _Toc228392974][bookmark: _Toc228962787]2.2 An overview of the founder’s profile

Sudha Yoga Journey was founded by Yordanka Kancheva, a certified yoga teacher whose professional direction has developed through formal training, personal practice, lived experience and ongoing business study. She completed her Yoga Teacher Training Course (Yoga Siromani) at the Sivananda Yoga Vedanta Centre in Austria. This training is relevant because the Sivananda tradition forms part of the wider transnational development of modern yoga while retaining recognisable links to disciplined practice, philosophical grounding and integrated daily living (Newcombe, 2009). Swami Sivananda’s teaching of the “Yoga of Synthesis” is also important to the business because it presents yoga as a balanced and integrated practice, rather than reducing it to physical exercise alone (Divya Jeevan, 2018).
The business was not developed only from professional interest, but also from personal experience. Before moving into yoga teaching, Yordanka Kancheva worked in demanding operational roles, including line leadership, which gave her direct experience of pressure, workload intensity and the cumulative effects of stress in everyday working life. Over time, this helped shape a clearer understanding of how easily modern routines can lead people away from balance, rest and connection with themselves. Her move towards yoga and well-being, therefore, developed not as a sudden career change, but as a gradual and meaningful change in direction informed by both lived experience and practice.
During her time in the ashram, she was given the spiritual name “Sudha”, meaning “nectar” or “essence” in Sanskrit. This was later incorporated into the business identity. The word “Journey” was chosen deliberately to reflect well-being as an ongoing process of growth and self-development rather than a quick result or one-off intervention. This interpretation is consistent with Lear’s discussion of personal transformation as an emergent process shaped through lived experience and growth over time (Lear, 2016).
This background now informs the founder’s approach to teaching and business development. As a woman with lived understanding of stress, responsibility and midlife transitions, she brings a perspective that is both practical and relatable. This is reflected in a teaching style that values calm, encouragement, accessibility and gradual progress, particularly for those who may feel overwhelmed, underconfident or disconnected from their own well-being.
In addition to her yoga teaching qualification, she has completed Bareface Yoga Level 1 and continues her professional development through planned study in Bareface Yoga Level 2 and yoga mudras. She is also completing a Master of Business Administration at the University of Wales Trinity Saint David, which strengthens the venture through strategic planning, business development and a more structured approach to sustainable growth.
Overall, the founder profile combines tradition-informed yoga training, lived understanding of modern stress and ongoing business development. This supports Sudha Yoga Journey as a credible, grounded and personally meaningful well-being venture.
Supporting evidence of the founder’s yoga teacher training, additional CPD and the origin of the name “Sudha” is provided in Appendix B, Figures B1-B4 and Figure B9.

[bookmark: _Toc228962788]2.3 Business Concept

Sudha Yoga Journey is an early-stage holistic well-being micro-business in the United Kingdom offering structured yoga-based services designed to support physical, mental, and emotional well-being. The concept positions yoga not as a conventional fitness service, but as a practical and accessible well-being system that brings together movement, breath regulation and guided rest in a way that can be integrated into everyday life. This broader understanding is relevant because wellness is increasingly seen as multidimensional, extending beyond the absence of illness and encompassing physical, mental, and wider balance (Kumar, Gupta, and Joshi, 2025).

[bookmark: _Toc228962789]Market Context and Rationale for Sudha Yoga Journey

UK sector evidence indicates that consumer demand is increasing as physical and mental well-being become more important (UKactive, Sport England and 4GLOBAL, 2025). 
However, the same evidence shows that non-members still face major barriers to participation: cost is the biggest hurdle, and many also report feeling uncomfortable, lacking confidence, and fearing negative judgment in mainstream gym environments (UKactive, Sport England and 4GLOBAL, 2025).
Sudha Yoga Journey is therefore timely because it is explicitly designed to reduce these barriers through a gentle, beginner-safe format and a welcoming delivery style, positioning well-being as accessible rather than intimidating (UKactive, Sport England and 4GLOBAL, 2025). 
In parallel, future-of-work literature highlights that digital technologies are linked with longer screen-time, blurred work–family boundaries and reskilling/upskilling pressures, with associated stress and well-being challenges for many workers (Abe, 2021). 
Also, UK consumer evidence suggests that home-based and away-from-home exercise complement rather than replace one another, supporting the longer-term relevance of a staged hybrid delivery pathway - in-person first, then digitally supported practice (UKactive, Sport England and 4GLOBAL, 2025). 
Finally, as a wider academic anchor, modern yoga scholarship notes that yoga in Western contexts is commonly associated with posture-based practice (asana) while still carrying diverse well-being-related meanings, making accessible postural yoga a culturally recognisable, market-ready format (Newcombe, 2009).

[bookmark: _Toc228962790]Target Market and Customer Profile

Sudha Yoga Journey is aimed primarily at women aged around 30 to 60, while remaining open to other adults where this suits the group format and teaching environment. This focus is consistent with UK survey evidence showing that yoga practitioners are predominantly women and that the average age of respondents is 48.7 years, which suggests strong engagement among midlife women in the UK yoga population (Cartwright et al., 2020).
The main target users are beginners and mixed-ability adults who are living under stress and pressure and are looking for a gentler, more sustainable form of well-being practice than mainstream fitness settings often provide. They are not primarily seeking intense cardio-based exercise, but moderate physical movement combined with relaxation, emotional release, and relief from everyday demands. UK evidence suggests that yoga participation commonly includes postures, breathing practices, relaxation, and meditation, and that motivations often include stress management and health-related benefits (Cartwright et al., 2020). This includes people experiencing the effects of sedentary and digitally mediated routines, such as stiffness, back pain, neck discomfort, fatigue, and physical inactivity. Future-of-work literature highlights how prolonged digital technology use, longer screen time and boundary blurring are increasingly shaping stress and well-being challenges in contemporary work (Abe, 2021). Workplace-based evidence also supports the relevance of yoga for musculoskeletal issues, including back pain and work-related discomfort (Hartfiel et al., 2017). The concept is also relevant to adults whose fast-paced routines leave little space for rest, self-awareness and regular self-care. 
In the current UK market, physical and mental well-being are becoming increasingly important drivers of participation, while discomfort and low confidence remain common barriers for non-members of gyms and leisure facilities (UKactive, Sport England and 4GLOBAL, 2025). Sudha Yoga Journey is therefore designed for people who may feel hesitant or underconfident in performance-driven environments and who are more likely to respond to calm, supportive and community-based practice.
A secondary target group includes members of the Bulgarian community in the UK, particularly women who may value culturally familiar communication, trust and a stronger sense of personal connection within a group setting. These users are likely to be drawn to Sudha Yoga Journey because the offer is built around individual attention, practices adapted to specific needs, and a teaching approach that values encouragement, trust and gradual progress. This is particularly important for adults who need motivation and reassurance rather than pressure or intensity. Group exercise research supports this emphasis, showing that instructor encouragement and perceived competence are associated with higher intrinsic satisfaction in exercise classes (Maher, Gottschall and Conroy, 2015).
In this sense, the business is not primarily aimed at advanced or performance-focused practitioners, but at people seeking a realistic and holistic way to reconnect with their bodies, reduce stress and build well-being into everyday life. Modern yoga scholarship supports this positioning by showing that yoga in Western contexts is often valued for its practical health and well-being benefits, alongside the wider personal meanings practitioners attach to it (Newcombe, 2009).

[bookmark: _Toc228962791]Value Proposition and Value Creation Strategy

The value of Sudha Yoga Journey lies not only in what is taught, but in how people feel during and after the class. The offer is designed so participants leave with a greater sense of calm and physical ease, rather than feeling pushed or overwhelmed, consistent with UK yoga practice evidence that yoga commonly combines postures with breathwork, relaxation and meditation and is frequently used for stress management and well-being (Cartwright et al., 2020).  
This is created through a supportive teaching style that includes clear explanation, a slower pace, practical adaptations, individual attention and encouragement throughout the session. Group exercise research indicates that instructor encouragement and perceived competence are associated with higher intrinsic satisfaction in exercise classes, and that social climate factors such as cohesion are linked to enjoyment and ultimately adherence, supporting the focus on encouragement and progressive, confidence-building delivery (Maher, Gottschall and Conroy, 2015).
The aim is to make the class feel safe, welcoming and manageable, especially for people who may be new to yoga or returning to practice after a long break. Trust, atmosphere and personal attention are therefore treated as core value drivers, while regular scheduling, group familiarity and gradual progress are used to support longer-term engagement, consistent with evidence that perceived class cohesion and supportive instructor style contribute to positive class experience and satisfaction over time (Maher, Gottschall and Conroy, 2015).
At this stage, the business generates income mainly through class fees and workshop fees, with the option to support participation further through single-session access, introductory offers and small package structures. This pricing flexibility is strategically relevant in a UK context where cost is identified as the largest barrier to gym/leisure membership among non-members, supporting the rationale for entry-level offers that reduce the initial participation hurdle (UKactive, Sport England and 4GLOBAL, 2025).

[bookmark: _Toc228962792]Core Service Offering and Supporting Activities

At the current stage, Sudha Yoga Journey offers gentle Hatha yoga classes structured around asana, pranayama, guided relaxation and meditation (Cartwright et al., 2020).
The service is designed as an accessible and supportive well-being format, with attention given not only to the content of the practice but also to how it is presented and experienced. Research on yoga studio communication suggests that class type, duration, cost, teacher qualifications, and the overall feel and intention of the space are all relevant to how offerings are understood by potential participants, while studio representatives also emphasise the importance of building relationships and helping people feel comfortable in the space (Dysart, Barnett and Harden, 2023).
Alongside the core classes, the complementary offer includes face yoga workshops positioned as a self-care practice, with claims framed cautiously given variability and limited standardisation across the literature (Balwani, Choudhari and Wasu, 2020; Śleboda, 2025).
Selected sessions may also incorporate introductory mudra practice and simple sound-based elements as supportive components of the overall class environment. Recent review literature suggests that hasta mudras may be understood as embodied practices linked to attention, emotional regulation and wider psychophysiological processes, although direct evidence on isolated mudra practice remains limited and much of the available research examines mudras alongside broader yogic techniques (Bhoomika et al., 2026).
Where appropriate, selected sessions may draw on simple sound-based elements such as bowl, bell or chime tones as part of the relaxation atmosphere. This is positioned cautiously and non-clinically. Recent sound-based meditation research suggests possible benefits for relaxation, stress reduction and psychological well-being, but the evidence base is still developing and should not be overstated (Ravikumar and Sathyanarayanan, 2025). In addition, scholarship on so-called “Tibetan singing bowls” highlights that many of the spiritual-historical claims surrounding them are modern constructions rather than straightforward ancient continuities, so in this business context, such instruments are more appropriately framed as supportive sensory or meditative tools rather than as culturally absolute or medically validated healing devices (Brown, 2020).
The service model also allows for a gradual hybrid extension over time. Evidence from yoga studio research suggests that online and streamed formats can widen access, support participation from people who may feel more comfortable practising at home and help studios adapt their delivery model as needs change (Wadhen and Cartwright, 2021). For this reason, the current offer is intentionally focused but flexible, with scope for later development into broader complementary well-being formats as the business grows.

[bookmark: _Toc228962793]Growth Strategy and Phased Development

Sudha Yoga Journey is designed to scale through phased, evidence-led development rather than immediate fixed-cost expansion. This reflects scale-up literature, which emphasises alignment between value proposition, value creation, operational capability and strategic direction (Panigrahi, Nikou and Calabretta, 2025). Decisions across phases will be guided by actionable indicators and the main constraint at each stage, consistent with lean scale-up thinking (Maurya, 2016).
The first phase is delivery through rented community venues. This allows the business to stabilise the existing Nottingham class, test Derby-based demand, refine the class format, build a regular participant base and strengthen trust before committing to higher fixed costs. The focus is on proving traction and learning what works before expanding infrastructure (Maurya, 2016).
The second phase is basic digital infrastructure and limited online delivery. This includes a simple website or landing page, clearer booking and payment routines, and trial online sessions where demand and founder capacity allow. Online delivery is intended to extend access, flexibility and continuity rather than replace in-person teaching. Research suggests that online and streamed yoga can widen access and support people who prefer practising at home (Wadhen and Cartwright, 2021), while UK fitness evidence indicates that home-based and facility-based exercise increasingly complement rather than replace one another (UKactive, Sport England and 4GLOBAL, 2025).
The third phase is the strengthening of the hybrid model once demand, repeat participation, operational systems and cash-flow evidence support further development. This may include stronger online delivery, digital resources, additional workshops and a more consistent mix of local and online participation. In scale-up terms, this represents a move from early validation to capacity-building before larger commitments are considered (Panigrahi, Nikou and Calabretta, 2025).
A dedicated studio space is therefore treated as a later strategic option rather than an immediate expansion step. It would only be explored once attendance, retention, financial viability, venue-cost comparison and founder capacity show that fixed premises would be sustainable. Later complementary services, workshops and products would also need to remain consistent with the core concept and be supported by further qualifications, professional standards and regulatory considerations. This is particularly important for yoga therapy, Ayurveda or bodywork-related services, where educational standards, self-regulatory structures and clear professional boundaries are linked to safe practice and public credibility (Seitz, 2010).
Overall, the growth model moves from low-risk venue-based validation to basic digital and online development, to a stronger hybrid model, and only later to possible studio exploration and selective service expansion.

[bookmark: _Toc228962794]2.4 Vision

The vision of Sudha Yoga Journey is to become a trusted hybrid well-being brand that helps people build calmer, more confident and more sustainable lives through yoga‑based practice. Over time, the business aims to foster a supportive environment for personal growth, community connection and holistic self‑care, encouraging continued development through both local and accessible online practice.


[bookmark: _Toc228962795]2.5 Mission

The mission of Sudha Yoga Journey is to help people cultivate calm, confidence and sustainable self-care through accessible, structured and supportive yoga-based practices. The business does this through safe, inclusive and progressively guided sessions that make regular practice feel welcoming and manageable, while maintaining clear boundaries and a high-quality participant experience. A further part of the mission is to inspire and encourage people to take an active role in their own health and self-care, building trust, motivation and long-term engagement through a positive, supportive environment and ongoing professional development.

[bookmark: _Toc228962796]2.6 Value Proposition

Sudha Yoga Journey offers a gentle, tradition-informed alternative to performance-led yoga by creating a safe and realistic entry point for adults who want regular practice without pressure, intensity or intimidation. Its distinctive value lies in helping participants move from hesitation to confidence through structured guidance, gradual progress and a practice experience that feels manageable within everyday life. Rather than presenting yoga as fitness performance, the business offers a sustainable pathway towards calm, balance and ongoing self-care.
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[bookmark: _Toc228962798]3.1 UK Market Context and Well-being Sector Trends

Academic literature suggests that yoga now operates within a broader contemporary well-being economy and should be understood not only as a traditional practice, but also as a modern cultural and commercial phenomenon. Mora, Berry and Salen (2018) suggest that yoga is increasingly positioned as a well-being experience associated not only with physical practice, but also with personal development, balance and self-improvement, while Yoga in the Modern World describes yoga as “a thoroughly globalised phenomenon” practised across diverse settings, including homes, workplaces, schools, gyms, yoga studios and temples. In the UK specifically, Gemar (2020) suggests that yoga has become increasingly culturally visible and socially significant as part of an emerging landscape of lifestyle and self-care practices rather than remaining confined to specialist spiritual environments. This is important for market context because it suggests that yoga is no longer peripheral; rather, it has become a recognisable and legitimate form of contemporary lifestyle consumption.
Wider sector evidence also points to favourable conditions for paid wellness services in the UK. The UK Health & Fitness Market Report 2025 describes a resilient and expanding market, with growing membership, rising total income, and increasing consumer demand as physical and mental health become more important in everyday life. Although this report relates to the broader health and fitness sector rather than yoga specifically, it is useful in establishing the wider market context in which yoga businesses now operate.
A particularly relevant source for understanding the UK yoga sector is Cartwright et al. (2020), whose large cross-sectional survey of 2,434 UK yoga practitioners provides insight into who practises yoga, how they practise it and why. Their findings suggest that yoga in the UK is already supported by a substantial and active participant base. Respondents were predominantly women, mostly white and highly educated, with a mean age of 48.7 years, indicating that yoga in the UK has a relatively identifiable demographic core. The same study also found that general wellness and fitness were among the most common initial motivations for taking up yoga, while ongoing participation increasingly reflected stress management and spirituality. This suggests a market in which yoga begins for many people as a health or lifestyle activity but often develops into a broader well-being practice over time.
The survey also highlights important structural characteristics of current provision. A wide range of yoga styles were reported, but Hatha, Iyengar and Vinyasa were among the most practised, and the most popular venues included yoga studios, community halls and gyms, alongside home practice using online resources. Average monthly spending on classes and workshops was also reported, indicating that yoga in the UK already functions through a mixed but normalised paid participation model. This is especially relevant for the proposed venture, because it shows that consumers are accustomed to accessing yoga through a combination of local, studio-based, community-based and increasingly flexible formats.
A further important sector trend is the growing alignment between yoga and health-related discourse. Smit and Cartwright (2023) note that yoga is increasingly discussed within healthcare settings as a health-supportive practice and that there is growing interest in its use for a range of health conditions. Their study of UK healthcare practitioners indicates that yoga is gradually moving closer to mainstream health conversations, even if formal integration remains incomplete. This does not mean yoga has become a medical service, but it does suggest that the sector is benefiting from increased professional legitimacy, especially in relation to prevention, self-management and holistic well-being.
This pattern is also consistent with wider evidence on complementary and well
being-related service use in England. Sharp et al. (2018) found that practitioner-led complementary medicine use was commonly self-referred and self-financed, suggesting that private-pay engagement with health-supportive services is already normalised beyond yoga alone. This is relevant because it supports the commercial plausibility of a yoga and well-
being venture operating within a self-funded participation model.
Overall, the literature suggests that growing cultural legitimacy, an established private-pay participation model, a recognisable user base, and a widening association with both lifestyle well-being and health support characterise the UK yoga market. For the proposed venture, this indicates entry into a market that is already familiar to consumers, but still open to differentiation in terms of style, values, delivery and positioning.



[bookmark: _Toc228962799]3.2 Customer Needs and Target Market Relevance

Customer needs in the proposed market are best understood not as a generic desire for exercise, but as a demand for support with stress regulation, emotional well-being, sleep, confidence and musculoskeletal discomfort. In the first comprehensive UK survey of yoga practice, Cartwright et al. (2020) found that the principal initial reasons for taking up yoga were general wellness (39%), fitness (19%) and flexibility (8.5%), while 16% of participants reported starting yoga specifically to manage a physical or mental health condition. Almost half (47%) also reported that their motivation changed over time, most notably towards spirituality (21%) and stress management (18%). This suggests that yoga is often adopted through a practical well-being need and then retained because it offers broader psychological and lifestyle value. For Sudha Yoga Journey, this supports a business concept centred on holistic well-being, stress reduction and sustainable self-care rather than fitness-only delivery.
The same study indicates that the most valued outcomes are closely aligned with the proposed service concept. Participants reported yoga as helpful for stress (98.4%), anxiety (96.8%), depression (93.2%), neck and shoulder pain (91.7%), arthritis (87.0%) and sleep issues (79.0%). They also reported perceived improvements in physical health (88%), mental health (86.2%), stress levels (82.6%), strength (87.1%), flexibility (91.6%) and sleep (57.4%). These findings suggest that customer need is concentrated around regulation, restoration and body-mind support, rather than high-intensity training alone. For Sudha Yoga Journey, this provides strong justification for an offer built around calming practice, breath awareness, mobility, relaxation and accessible support for everyday self-care.
Wider UK consumer evidence reinforces the commercial relevance of this positioning by showing that uptake of paid activity services is constrained not only by cost, but also by confidence and emotional comfort. The UK Health & Fitness Market Report 2025 found that, among non-members, 68% identified cost as a barrier, 47% said they would feel uncomfortable at the thought of joining a gym or leisure facility, 44% lacked confidence, and 32% felt they would be negatively judged. At the same time, the strongest motivations for membership were improving or maintaining physical strength and fitness (83%), improving mental health and well-being (76%), improving overall confidence (75%), improving sleep (68%), and managing a short- or long-term health condition (56%). For Sudha Yoga Journey, this is especially important because it indicates that customers are not only seeking positive outcomes but are also avoiding intimidating environments. This strengthens the rationale for positioning the business as a gentle, confidence-building and explicitly non-intimidating entry point into well-being participation.
Customer demand for yoga as self-care aligns with wider English evidence that people commonly self-refer to, and self-fund, well-being support for musculoskeletal and mental health needs (see Section 3.1). This reinforces the commercial plausibility of Sudha Yoga Journey operating within a private-pay model while remaining accessible.
Research on yoga participation barriers also clarifies what kind of service design is needed for such customers. Spadola et al. (2017) found that barriers to yoga engagement included fear of injury, low self-efficacy, perceptions that yoga lacks physical relevance, preference for other activities, and scheduling difficulties. Facilitators included beginner-level classes, supportive and relatable instructors, individualised instruction, stress-reduction messaging, and clear descriptions of what to expect before attending. Although this study is US-based and should not be treated as evidence of UK prevalence, it offers highly transferable design insights for hesitant or underserved groups. For Sudha Yoga Journey, the implication is that onboarding, reassurance, beginner-sensitive progression, clear class descriptions and flexible scheduling should be treated as core components of the offer rather than operational details.
Evidence from group exercise research also helps explain how participation may be sustained once customers attend. Maher, Gottschall and Conroy (2015) found that intrinsic satisfaction in group exercise classes was higher when participants felt more involved in the group task, experienced greater feelings of competence, and received stronger encouragement from the instructor. The authors conclude that the social and motivational characteristics of classes contribute to intrinsic satisfaction and may improve adherence. Although this is not a yoga-specific study, it is highly relevant for the business plan because it provides a behavioural explanation for retention: customers are more likely to continue attending when the class environment helps them feel capable, supported and positively guided. For Sudha Yoga Journey, this supports a service model in which teaching style, pace, encouragement and emotional safety are central to customer value and repeat attendance.
Taken together, the evidence suggests that the most relevant initial market for Sudha Yoga Journey is not defined only by who already practises yoga, but by what customers are trying to solve: stress, low confidence, poor sleep, emotional overload, physical tension and a desire for more sustainable well-being practices. The literature also shows that these customers may be blocked by cost, discomfort, uncertainty and fear of judgment. This means that customer relevance lies not simply in offering yoga, but in offering it differently: through welcoming entry points, supportive instruction, clear communication, beginner-safe progression and a realistic self-funded model. In this sense, the evidence does not merely justify the existence of the venture; it justifies the distinctive way in which Sudha Yoga Journey should be designed and delivered.

[bookmark: _Toc228962800]3.3 Existing UK Yoga Provision and Market Gap

Because this BDP relies on secondary research rather than primary fieldwork, existing provision is considered through sector evidence and a supplementary review of publicly available online information from local yoga and well-being providers. The purpose is not to suggest that yoga provision is absent, but to identify what appears to characterise current provision and where meaningful gaps remain for Sudha Yoga Journey.
Existing UK evidence indicates that yoga is already available through multiple forms of provision, including studio-based, community-based, one-to-one, therapeutic and home-supported formats (Cartwright et al., 2020; Wadhen and Cartwright, 2021). Hybrid and online delivery also appear viable in the UK context, as an online-streamed yoga intervention for people working from home showed high acceptability and improvements in perceived stress and mental well-being (Wadhen and Cartwright, 2021). Therefore, the competitive issue is not whether yoga exists, but what kind of yoga is offered, how it is accessed, and how clearly it is communicated to prospective participants.
A review of publicly available online information from local providers also supports this conclusion. As summarised in Appendix A, Table A1 provision across Derby, Nottingham, and the wider East Midlands area includes broader health and fitness facilities, specialist hot yoga studios, Pilates and reformer studios, maternity-focused well-being services, yoga and meditation studios, community-based yoga providers, independent hybrid teachers, and holistic spaces offering yoga, breathwork or Ayurveda. This indicates that the local market is active but fragmented across different models. Within the reviewed sample, directly comparable provision to Sudha Yoga Journey appears limited, particularly where the proposed model combines gentle Hatha yoga, breath awareness, relaxation, beginner-friendly teaching, community-based delivery and low-overhead rented venues.
The academic evidence also indicates several gaps in current provision. In the UK survey sample reported by Cartwright et al. (2020), yoga practice remained weighted towards a predominantly postural model: 64.6% of practice time was spent on physical postures, compared with 13.1% on breathwork, 12.0% on relaxation and 8.6% on meditation. This suggests an emphasis gap, where Sudha Yoga Journey can differentiate itself by giving greater space to breath awareness, relaxation, reflective practice and a broader holistic ethos, rather than relying mainly on asana-led delivery.
A second gap relates to accessibility and belonging. Brown (2024) suggests that yoga participation in high-income countries remains concentrated within a relatively narrow and privileged demographic, with access shaped by factors such as venue, discomfort, image, spirituality and the challenge of finding the “right class” and “right teacher.” This is relevant to Sudha Yoga Journey because the opportunity lies partly in reducing intimidation and increasing emotional safety for hesitant beginners, rather than simply adding another class to the market.
Further gaps relate to signposting, trust and referral-adjacent well-being support. Smit and Cartwright (2023) found that UK healthcare practitioners were generally open to recommending yoga, but barriers included lack of opportunity, lack of referral pathways and insufficient information about where patients could access appropriate and affordable instruction. Dysart et al. (2023) similarly found that yoga studio websites commonly provide class type, duration and cost, but instructor biographies did not always include sufficient detail on training or specialist expertise. For hesitant beginners and referral-adjacent users, clearer class descriptions, visible teacher credentials and explicit reassurance about suitability can therefore become meaningful differentiators.
Affordability also remains important. Michopoulou, Kudrakova and Azara (2015) found that wellness suppliers recognised price sensitivity but also faced operational and commercial barriers to making services more affordable. This highlights the trade-off between accessibility and viability for small providers. For Sudha Yoga Journey, this supports a careful pricing model, such as introductory offers, community-oriented entry points or tiered options, rather than either premium-only positioning or unsustainably low pricing.
Overall, the evidence suggests that the market gap is not the absence of yoga provision. Instead, the opportunity lies in a more specific form of provision: yoga that is less posture-dominated, more holistic in emphasis, more psychologically approachable for hesitant participants, more clearly signposted and trustworthy for beginners and referral-adjacent users, and more carefully designed around accessibility and sustainability. Sudha Yoga Journey can therefore be differentiated as a welcoming, breath-and-relaxation-informed, community-oriented and health-aware service model.

[bookmark: _Toc228962801]3.4 Strategic market assessment: PESTEL, Porter’s Five Forces and SWOT analysis

To consolidate the market research and validation evidence, PESTEL, Porter’s Five Forces and SWOT are applied as practical decision tools. PESTEL supports macro-environmental analysis by identifying external political, economic, social, technological, environmental and legal factors. Porter’s Five Forces assesses competitive pressure within the market, while SWOT brings together internal strengths and weaknesses with external opportunities and threats affecting the feasibility of Sudha Yoga Journey (Nykiel, 2003; Barbosa et al., 2023). The purpose is not to repeat the previous market discussion, but to translate the evidence into strategic implications for the business.

Table 3.1: PESTEL analysis for Sudha Yoga Journey
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Table 3.1: PESTEL analysis for Sudha Yoga Journey (continued)
[image: ]
Source: Author’s own analysis, based on Dalingwater (2019), ONS (2026), Derby City Council (2021; 2025), Sport England / Active Lives (2024), Ofcom (2025) and the author’s operational context.

Table 3.2: Porter’s Five Forces analysis for Sudha Yoga Journey
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Source: Author’s own application of Porter’s Five Forces, based on the competitor analysis in Section 3.3, Appendix A competitor mapping, and the strategic framework developed by Porter (1980).

Table 3.3: SWOT analysis for Sudha Yoga Journey
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Source: Author’s own SWOT analysis, based on the current trading position of Sudha Yoga Journey, Yoga Alliance Professionals reviews, operational evidence, competitor mapping and founder qualifications. SWOT is used to summarise internal strengths and weaknesses alongside external opportunities and threats (Nykiel, 2003; Barbosa et al., 2023).

Overall, the strategic assessment supports a cautious but viable market-entry approach. The PESTEL analysis identifies external conditions that support accessible well-being, movement and stress-management services, but also highlights economic pressure, venue dependence, digital competition and legal/ethical boundaries. Porter’s Five Forces confirms that Sudha Yoga Journey must differentiate from gyms, studios, independent teachers and free online yoga through live guidance, personal correction, atmosphere, reviews and specialist workshops. The SWOT analysis shows early strengths, including founder credibility, live delivery and positive reviews, but also weaknesses such as solo capacity, limited equipment, developing digital visibility and attendance fluctuation. This supports a phased model based on rented venues, low fixed costs, gradual digital development and qualification-led service expansion.

[bookmark: _Toc228962802]3.5 Justification and Feasibility of Sudha Yoga Journey

The concept of Sudha Yoga Journey is justified not only by evidence of customer need and market gaps, but also by evidence that yoga can be delivered in formats that are operationally and commercially feasible within the contemporary UK well-being context. Recent UK research suggests that yoga is increasingly recognised as a health-supportive practice rather than solely a leisure activity. Smit and Cartwright (2023) found that UK healthcare practitioners were generally open to recommending yoga for health, while also reporting practical barriers relating to opportunity, referral pathways and signposting to appropriate and affordable provision. For the proposed venture, this supports the relevance of a yoga offer that is clearly described, accessible and easy to understand within wider well-being contexts.
The feasibility of the concept is also strengthened by evidence on viable delivery models. Wadhen and Cartwright (2021) found that, in a UK sample of people working from home, an online-streamed yoga intervention was feasible, highly acceptable and associated with improvements in perceived stress, mental well-being, depression and coping self-efficacy. Participants also valued convenience, flexible scheduling and ease of access. For Sudha Yoga Journey, this suggests that feasibility does not depend on a single venue type or delivery mode. A hybrid model combining community-based in-person sessions with optional online support may therefore be realistic, especially in the early stages when flexibility and lower overheads are commercially advantageous.
A further argument for feasibility comes from structured programme evidence. Hartfiel et al. (2017) found that an eight-week yoga programme for NHS employees was likely to be cost-effective, with substantially fewer sickness-absence days related to musculoskeletal conditions in the yoga group than in the control group at six months. For the proposed venture, this is important because it suggests that yoga can be packaged not only as an open community class offer, but also as a structured well-being programme with potential relevance for workplaces, staff well-being initiatives and future partnership-based delivery. This strengthens the feasibility of the concept beyond a single small-class format.
Commercial feasibility, however, depends on careful pricing and scope. Michopoulou, Kudrakova and Azara (2015) found that wellness providers recognised affordability as a barrier to uptake but also faced operational limits in lowering prices. These findings are indicative, but they highlight a structural trade-off between affordability and viability for small providers. For Sudha Yoga Journey, this supports a modest and structured pricing strategy, such as introductory offers, tiered participation routes or community-oriented entry classes, rather than either premium-only pricing or unsustainably low fees.
Operational viability also depends on whether the service can be clearly understood and trusted by prospective users from first contact. Dysart et al. (2023) suggest that yoga studio websites do not always provide enough information about instructor training or specialist expertise. For Sudha Yoga Journey, this has direct practical implications: the offer becomes more legible through transparent class descriptions, visible credentials, clear language about suitability, and explicit reassurance about what beginners can expect.
The concept is further strengthened by its potential for carefully phased service diversification. While the core offer remains yoga-led, the business model allows for selected complementary well-being services, workshops or one-to-one sessions that can increase customer value, support repeat engagement and provide greater revenue resilience if attendance in regular classes fluctuates. For Sudha Yoga Journey, this is important because it creates scope for a modular offer built around a coherent well-being identity rather than dependence on one single class format. This phased approach strengthens feasibility because lean scale-up logic emphasises disciplined focus on measurable progress and constraints, while scale-up frameworks highlight the need to maintain alignment between value proposition, value creation and operational capability as services expand (Maurya, 2016; Panigrahi, Nikou and Calabretta, 2025). Any future specialist services, such as Ayurveda-informed support or therapeutic bodywork, would need to be developed in line with relevant qualifications, scope of practice and verified customer demand (Seitz, 2010).
Taken together, the evidence suggests that Sudha Yoga Journey is conceptually justified and operationally feasible if developed with disciplined focus. The strongest case is not for a broad or undifferentiated yoga business, but for a carefully positioned offer that combines holistic well-being aims with accessible delivery, transparent communication, a realistic self-funded pricing model and the flexibility to operate across community, hybrid and future partnership-based settings. In this sense, feasibility is supported not by scale from the outset, but by the practical fit between the concept and the types of delivery, pricing and trust signals that the literature suggests are workable.
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The Business Model Canvas is widely used as a practical framework for describing how a business creates, delivers and captures value. It is particularly useful because it provides a shared language for discussing a business model in a way that is simple, relevant and intuitively understandable, while still organising the model through nine building blocks (Qastharin, 2015). Osterwalder, Pigneur and Tucci (2005) further describe the business model as a conceptual tool that expresses the business logic of a firm, while Bachmann et al. (2025) explain that these building blocks can also be understood through four broader dimensions: value creation, value proposition, value delivery and value capture. In this proposal, the canvas is used to translate the concept and market analysis for Sudha Yoga Journey into a practical operating model. At the same time, it should be used analytically rather than mechanically, as fixed block structures can otherwise encourage a simple “filling-in” exercise and obscure the broader logic of value creation (Verrue, 2014).
The completed canvas below summarises the core logic of the proposed business at its current stage of development. As an early-stage, founder-led micro-venture, Sudha Yoga Journey is structured around a focused value proposition, low fixed-cost delivery, trust-based customer relationships and phased growth through carefully selected channels, partnerships and revenue streams. The canvas, therefore, brings the preceding sections together by showing how the venture’s market positioning, customer relevance and concept feasibility are operationalised as a coherent business model.









Figure 4.1: Business Model Canvas for Sudha Yoga Journey
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Source: Adapted from Osterwalder and Pigneur (2010), author’s own application.


[bookmark: _Toc228962804]4.1 Key Partnerships and Support Network for Sudha Yoga Journey

In the Business Model Canvas, key partnerships refer to the network of suppliers and partners that help the business model function effectively (Qastharin, 2015). For a small, early-stage venture, these relationships can be especially important because limited internal resources often make external cooperation, complementary capabilities, and practical support necessary for delivery and growth. Research on co-creation among SMEs similarly suggests that smaller ventures often depend on external input, cooperation networks, shared resources, and appropriate governance arrangements to strengthen capabilities and create value (Garmann-Johnsen, Olsen and Eikebrokk, 2021).
For Sudha Yoga Journey, the most important current partners are likely to be community centres, yoga studios and sports centres that can provide space for classes, workshops and one-to-one sessions. This is a realistic partnership structure for the early stage of the business because it allows the venture to operate without the immediate cost and risk of maintaining a permanent studio. In addition, partner studios may also provide opportunities for room hire, substitute teaching or freelance teaching arrangements, helping the business extend its reach while remaining flexible. This reflects a practical, low-fixed-cost model in which access to delivery spaces is more important than ownership of them at the outset.
A second group of key partners includes selected collaborators who may support specialist workshops or complementary well-being sessions, for example in areas such as face yoga, mudras, breathwork or other related practices. These relationships are valuable not only because they can broaden the offer, but because they may also support co-created value, wider audience reach and gradual diversification without requiring Sudha Yoga Journey to build all capabilities internally from the beginning (Garmann-Johnsen, Olsen and Eikebrokk, 2021).
The business also depends on several enabling partners that make delivery manageable on a self-employed basis. These include digital booking and payment platforms, online-class tools, insurance providers and accountancy support. Although such partners are less visible from the customer perspective, they are important in making the business operationally workable, administratively manageable and professionally credible. Preferred equipment suppliers may also be relevant where they provide reliable access to mats, props or other yoga materials at professional rates; however, these relationships are better understood as supportive supply arrangements than as core strategic alliances.
Professional networks are also relevant. Yoga Alliance Professionals, for example, may strengthen credibility, visibility, and access to teaching opportunities, including cover work or collaborations with other studios. In a later phase, additional partners may include corporate well-being clients, community well-being organisations, and other referral-adjacent contacts able to signpost suitable participants towards the business. This is consistent with earlier evidence that appropriate provision, clear signposting and access routes matter in health- and well-being-related contexts (Smit and Cartwright, 2023). Overall, the key partner structure for Sudha Yoga Journey is therefore based on flexibility, credibility, resource sharing and phased expansion rather than dependence on one formal partnership model.

[bookmark: _Toc228962805]4.2 Key Activities Required to Deliver Sudha Yoga Journey

In the Business Model Canvas, key activities are the most important actions a business must perform to make the model work, including those required to create and offer a value proposition, reach markets, maintain customer relationships and generate revenue (Qastharin, 2015). For Sudha Yoga Journey, these activities are strongly founder-centred because the business is intended to operate initially as a self-employed, owner-led venture rather than as a multi-staff organisation. Delivery, communication, administration and early-stage marketing are therefore largely carried out by the founder.
The first key activity is service delivery. This includes teaching group yoga classes, one-to-one sessions, guided relaxation, meditation, breathwork practices and, where appropriate, workshops or small themed events. Delivery also involves responsive instructional choices, including pacing, adaptation, gentle cueing and an inviting rather than overly directive teaching style. Qualitative research on yoga instruction suggests that inviting practice, cadence, scoping and connection can shape how embodied teaching is experienced by participants (Reeves and White, 2021). Because the business is positioned as beginner-friendly, holistic and supportive, class planning also needs to respond to common customer needs such as stress relief, low confidence, tension reduction and gradual progression. This is consistent with value proposition design, which emphasises the importance of aligning value propositions with actual customer needs rather than internal assumptions or product features (Kyhnau and Nielsen, 2015).
A second group of activities relates to customer communication and audience building. In the early stage, Sudha Yoga Journey depends heavily on direct communication, especially for beginner onboarding. Explaining what to expect, answering questions, reducing anxiety, building trust and maintaining supportive follow-up all contribute to the value created by the service. Regular social media content, including short videos, educational posts, class updates and well-being messages, can also help communicate the brand identity and make the offer more visible and approachable.
A third group of activities is administrative and organisational. These include scheduling, bookings, payments, venue coordination, follow-up communication, feedback collection and routine self-employed administration. Although less visible than teaching, these activities are essential because the business model depends on reliability, continuity and a manageable customer journey. The Business Model Canvas literature makes clear that key activities must support not only the value proposition, but also channels, customer relationships and revenue generation (Qastharin, 2015).
Over time, activities may expand to include online classes, additional workshops and Ayurveda-informed consultations once the required training, confidence and demand are in place. At the present stage, however, these are better treated as future extensions rather than core current activities. Overall, the key activities of Sudha Yoga Journey combine teaching, experience design, customer onboarding, community communication, content creation and practical administration to deliver an accessible, supportive and holistic yoga and well-being offer.

[bookmark: _Toc228962806]4.3 Value Proposition and Customer Benefits

In the Business Model Canvas, a value proposition is the bundle of products and services that creates value for a specific customer segment (Qastharin, 2015). Value Proposition Design extends this by emphasising the need for fit between customer segments and value propositions, rather than confusing value with internal assumptions or product features (Kyhnau and Nielsen, 2015). Customer-centred innovation literature similarly argues that service development should begin with customer needs, desired outcomes and the progress customers are trying to achieve (Partanen, 2021).
For Sudha Yoga Journey, the value proposition is not simply access to yoga classes as physical activity. It is a gentle, beginner-safe and holistic yoga and well-being offer designed to support physical strength and flexibility, stress reduction, emotional balance and deeper self-awareness. This positioning is consistent with UK evidence showing that yoga practice is associated not only with fitness and general wellness, but also with stress management and spirituality as important motivations for continued practice (Cartwright et al., 2020).
The business is framed as a journey because it presents yoga as more than posture-based exercise. Contemporary yoga research describes traditional yoga as a multicomponent practice involving postures, breathing techniques, meditation, mantras and ethics, and suggests that combining several elements may enhance well-being more than meditation alone (Matko, Sedlmeier and Bringmann, 2021). Research also presents yoga as a holistic philosophical and methodological framework involving physical, mental, moral and spiritual practices, although in many Western contexts it is often reduced to exercise and stretching (Csala, Springinsfeld and Köteles, 2021).
In practical terms, Sudha Yoga Journey seeks to create value through a rounded combination of asana-based practice, breathwork, relaxation, meditation and reflective elements rather than through a fitness-only class. Selected traditional elements such as mantra, chanting or mudras may be included cautiously where appropriate; however, the evidence base for mudras is considerably weaker than for yoga more broadly (Sagar et al., 2025). The delivery style is also part of the value proposition, as qualitative research suggests that inviting rather than overly directive teaching, together with pacing, scoping and connection, shapes how participants experience yoga in practice (Reeves and White, 2021).
The value proposition is therefore differentiated by its balance of traditional inspiration and modern accessibility. Sudha Yoga Journey offers a calm and rounded well-being format that aims to help participants feel welcomed, safe and gently guided during the class, and calmer, more grounded and more connected to themselves afterwards. Over time, the longer-term value lies in helping participants build confidence, supportive routines and a more holistic sense of well-being, consistent with a value proposition designed around meaningful customer outcomes rather than isolated service features (Kyhnau and Nielsen, 2015; Partanen, 2021).

[bookmark: _Toc228962807]4.4 Customer Relationships and Community Engagement Strategy

In the Business Model Canvas, customer relationships refer to the types of relationships a business establishes with specific customer segments (Qastharin, 2015). For a service-led venture such as Sudha Yoga Journey, this is especially important because relationship quality is not separate from the service itself; rapport and emotional connection can shape customer satisfaction and longer-term loyalty in service settings (Wang et al., 2025). Relationship-oriented literature also suggests that, in contemporary service contexts, the objective is not simply the completion of a transaction, but the development and maintenance of a meaningful relationship with the client (Kiseleva and Anikina, 2015).
For Sudha Yoga Journey, customer relationships are intended to be personal, supportive and trust-based rather than formal or transactional. This is particularly relevant for beginners or hesitant participants, because relationship-oriented communication literature emphasises collaborative, respectful, trusting and individualised relationships (Tahan and Sminkey, 2012; Reeves and White, 2021). In this sense, the relationship model is designed not only to support attendance, but also to reduce anxiety, encourage openness and help clients feel emotionally safe enough to return.
In practical terms, this implies a model of gentle onboarding and continued reassurance. New participants may need clear explanations before their first class, a calm and non-judgemental welcome, brief opportunities to ask questions, and light follow-up after sessions where appropriate. The aim is to help clients feel seen, safe and encouraged without creating an intrusive relationship. This approach is consistent with evidence that trust-building, empathy and respectful communication improve the ability to form meaningful helping relationships and support positive behavioural engagement (Tahan and Sminkey, 2012; Wang et al., 2025).
At the same time, the relationship model should retain a sense of community. WhatsApp communication, workshop invitations and occasional supportive messages can help create continuity and belonging, but the model is better framed as flexible and community-based than as a rigid fitness-style membership. This is also consistent with a well-being-oriented business philosophy, which places emphasis on longer-term consumer well-being and relationship value rather than narrow short-term exchange alone (Sirgy and Lee, 2008). For Sudha Yoga Journey, the preferred customer relationship is therefore warm, individual, and encouraging: close enough to build trust, but spacious enough to respect client autonomy, different levels of readiness and different patterns of engagement (Tahan and Sminkey, 2012).

[bookmark: _Toc228962808]4.5 Customer Segments and Target Users for Sudha Yoga Journey

In the Business Model Canvas, customer segments are the distinct groups a business aims to serve with its value proposition (Qastharin, 2015). For Sudha Yoga Journey, segmentation needs to remain focused rather than broad, because the business is designed for a specific type of participant rather than for the whole yoga market.
The primary customer segment is adults, especially women aged 30-60, who are looking for a gentler and more supportive yoga practice. This is consistent with UK survey evidence showing that yoga practitioners are predominantly women, with a mean age of 48.7 years (Cartwright et al., 2020). However, the offer is not intended to be female-only; it remains open to other adults where this fits the class format and environment.
Within this primary segment, the clearest focus is on beginners, hesitant participants and mixed-ability adults experiencing stress, overload, or low confidence. This is supported by UK consumer evidence showing that discomfort, low confidence, and fear of judgement are important barriers to participation in paid activity environments, alongside cost (UK Health & Fitness Market Report, 2025). UK yoga survey data also suggest that participation is motivated not only by fitness but by stress management, spirituality and broader well-being aims (Cartwright et al., 2020).
A secondary segment includes adults with previous yoga experience who still prefer a slower, less performative, and more reflective style of practice. It may also include Bulgarian-speaking women and other community-based participants for whom familiar communication and trust may make the offer especially accessible. This is compatible with research suggesting that yoga access can be shaped by identity, culture and perceived fit (Brown, 2024).
The initial target focus should be on local beginners and hesitant participants first. At this stage, the business is not primarily aimed at advanced or performance-focused yogis, people strongly seeking fitness-led formats, or clients requiring specialist clinical or therapeutic intervention beyond the founder’s scope of practice. This focused approach is also supported by qualitative evidence that yoga engagement is facilitated by beginner-level classes, individualised instruction and stress-reduction-oriented messaging (Spadola et al., 2017). Overall, the segmentation strategy is deliberately narrow: not yoga for everyone, but yoga for those most likely to value reassurance, gradual progress, and holistic well-being support.
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In the Business Model Canvas, key resources are the most important assets required to make the business model work. They enable the business to create and offer its value proposition, reach markets, maintain customer relationships, and earn revenues, and they may be human, intellectual, physical or financial in nature (Qastharin, 2015). For a small service-led venture such as Sudha Yoga Journey, the most important resources are not only physical assets, but also founder capability, trust, brand identity, and the ability to deliver a consistent customer experience.
The strongest current human resource is the founder herself. Sudha Yoga Journey is built around founder-led delivery, so qualifications, teaching style, personal presence, and relational capability are central assets rather than secondary ones. The founder has completed a 200-hour Sivananda Yoga Teacher Training Course and Bareface Yoga Level 1, with further paid training already planned in mudras and Bareface Yoga Level 2, while longer-term progression is intended through advanced TTC, Ayurveda and therapeutic massage. The existing business profile also positions her teaching approach as calm, encouraging and accessible. At this stage, these human capabilities are among the venture’s most important resources because the service depends heavily on trust, reassurance, and the quality of direct teaching.
A second major group of resources is intellectual and relational. These include the brand identity of Sudha Yoga Journey, the philosophy behind the offer, structured class formats, self-written guided meditations, and the emerging reputation of the business. The existing venture materials show that the name Sudha was intentionally chosen to reflect essence, authenticity, and a longer-term well-being journey, while the founder has already built early social proof through client reviews, returning participants and a WhatsApp-based community. In service contexts, rapport, authenticity, and emotional connection are strongly linked with customer satisfaction and longer-term loyalty, which means that trust and reputation should be treated as genuine business resources rather than as vague background qualities (Wang et al., 2025). The emerging brand identity is supported by the Sudha Yoga Journey logo and visual materials shown in Appendix B, Figure B11.
Physical resources are important, but at this stage they are deliberately modest. The business does not yet operate from a permanent studio and currently depends on rented venues, which is consistent with the low-cost validation model already described elsewhere in the proposal. Existing physical assets include sound and atmosphere tools such as a singing bowl, Koshi chimes and a rin bell, as well as candles, crystals, essential oils, massage oils and equipment, and a yoga chair for participants with reduced mobility. These resources support the intended atmosphere and inclusivity of the service. However, the physical resource base is still incomplete: more general class props, blankets, bolsters, branding materials and printed forms are needed if the business is to deliver larger groups more consistently and professionally.
Digital and operational resources remain the clearest development gap. The venture already benefits from local contacts, community trust, and direct communication channels, but it does not yet have a dedicated website, stronger digital marketing tools or more structured booking and administrative systems. These are important because small service businesses increasingly depend on legibility, discoverability and clear presentation of credentials and offer design from first contact. The current proposal has already noted that transparent class descriptions, visible credentials and accessible communication are important for helping prospective users understand and trust the service. For Sudha Yoga Journey, this means that future key resources will need to include a stronger digital presence, basic marketing infrastructure, and appropriate administrative support, such as accounting input, even if these are developed gradually rather than all at once.
Overall, the key resources of Sudha Yoga Journey are strongest in the human and relational domains: qualification, teaching quality, brand meaning, trust and community connection. The physical and digital resource base is sufficient for an early freelance stage but still developing. This fits the wider business logic of the venture, which is designed to begin lean, rely on founder capability and trust, and strengthen infrastructure gradually as demand and operational consistency grow.
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In the Business Model Canvas, channels describe how a company communicates with and reaches its customer segments, supporting access to the value proposition rather than simply advertising the business (Qastharin, 2015; Ojasalo and Ojasalo, 2018). For Sudha Yoga Journey, channels should reflect the behaviour and preferences of its target users: mainly local adults, beginners and hesitant participants seeking a gentle well-being offer. Multichannel marketing research shows that firms need to consider multiple customer touchpoints and align channel choice with everyday customer behaviour (Chen, 2015). For this reason, the most appropriate early channels are simple, familiar and low-pressure, including word of mouth, Messenger or WhatsApp, email, phone contact, a basic website and a clear social media presence.
At the current stage, the most realistic channels are word of mouth, local contacts, community groups, host venue visibility, workshop participation and direct messaging. These channels are suitable because they are trust-based, low-cost and close to existing customer routines. Host venues can support discovery where they provide listings, local visibility or promotion, while workshops can act as low-pressure entry points for new participants. This fits the logic of relationship-oriented service businesses, where direct contact, familiarity and confidence can be more influential than broad promotional reach (Wang et al., 2025).
A stronger digital presence is an important next step, but it should remain simple and credibility focused. A basic website or landing page can present class information, philosophy, pricing, contact details, booking guidance and suitability information in one place. Research on yoga studio websites suggests that they often shape first impressions and communicate mission, values, class type, cost and suitability to prospective participants (Dysart, Barnett and Harden, 2023). For Sudha Yoga Journey, the website should therefore provide clarity, reassurance and credibility rather than aggressive promotion. Facebook, Instagram and the Yoga Alliance Professionals profile can support discoverability through calm, educational and welcoming content.
Over time, the channel system may also include simple booking and payment tools, as well as online delivery platforms such as Zoom or Teams where live online sessions become relevant. However, the overall approach should remain selective and integrated, with each channel playing a clear role in the customer journey (Chen, 2015). Therefore, the most suitable channel model for Sudha Yoga Journey is not to be “everywhere at once”, but to use a cost-conscious mix of accessible, trust-building channels that fit the routines of its target customers and remain aligned with customer-centred business model thinking (Ojasalo and Ojasalo, 2018).
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In the Business Model Canvas, cost structure refers to the most important costs involved in operating the business model. The key issue is which costs are indispensable for delivering the value proposition, since key activities and key resources are the main cost drivers (Brunner et al., 2025). For early-stage ventures, cost structure also needs to be considered alongside financial viability, including the balance between committed costs, variable costs and cash burn over time (York, 2018).
For Sudha Yoga Journey, the current cost structure reflects its position as a founder-led, low-infrastructure well-being micro-venture. The most important present costs are venue hire and related monthly room fees, annual Yoga Alliance Professionals membership including insurance, travel costs, continuing professional development, and the gradual purchase of equipment and props needed to deliver classes safely and professionally. Additional costs include a Spotify subscription, speaker, books, and atmosphere-supporting materials such as candles, aromatic products, sound tools and decorative items. These costs directly support delivery quality, professionalism and the intended class experience.
At this stage, the business includes both fixed or semi-fixed costs and variable costs. The clearest recurring committed costs are professional membership and insurance, music subscription and, in future, a website/domain or basic digital tools. The main variable costs are room hire, fuel and travel, additional props and equipment, consumable materials, and workshop-specific or marketing-related spending. This distinction matters because fixed costs remain even when attendance fluctuates, while variable costs increase with class frequency, workshop activity or business growth (York, 2018).
The most expensive key resources are the founder’s qualifications and continuing development, access to suitable delivery space, and sufficient equipment and props to support mixed-ability participants safely and comfortably. This is consistent with start-up research suggesting that early-stage ventures often face strong resource constraints and that cash and competence are central managerial concerns in the early phase (Malmström and Johansson, 2017). Although start-up studies also identify personnel and development costs as important, Sudha Yoga Journey adapts this pattern to a solo service model, where founder training and service delivery infrastructure are more significant than payroll in the current phase (Slávik, Bednár and Mišúnová Hudáková, 2021).
The most expensive key activities are class delivery, workshop delivery and professional development. In-person classes are cost-sensitive because each session may involve room hire and travel, making venue choice closely linked to expected attendance. Workshops may require additional preparation, materials, venue arrangements and promotion. Ongoing professional development is also a significant activity-related cost, but it should be treated as an investment in quality and differentiation rather than as avoidable overhead. This reflects start-up research showing that service development and promotion can be among the more expensive early business activities, although cost patterns vary by sector (Slávik, Bednár and Mišúnová Hudáková, 2021).
Strategically, Sudha Yoga Journey is better described as value-driven rather than purely cost-driven. It is not built around the lowest possible price, maximum automation or extensive outsourcing, but around a calm, supportive and holistic experience. Therefore, spending on atmosphere, training, safety, reassurance and professionalism forms part of the value offered. At the same time, the venture is managed with lean cost awareness: rented venues are used instead of a permanent studio, venue size is matched to expected attendance, and infrastructure is developed gradually. This combination of value orientation and cost discipline is consistent with the distinction between value-driven and cost-driven models discussed in the literature (York, 2018).
The model currently offers limited economies of scale because class volume remains small and many costs are linked to each additional session. However, there is potential for economies of scope over time, as the same brand, equipment, digital presence, travel routines and teaching preparation may support group classes, one-to-one sessions, workshops, face yoga and related complementary formats. Overall, the cost structure is modest but sensitive: it is not heavy in corporate overhead, but it is strongly affected by venue, travel, training and equipment decisions, making careful cost control essential within a value-led business model (York, 2018).

[bookmark: _Toc228962812]4.9 Revenue Streams and Financial Sustainability

In the Business Model Canvas, revenue streams refer to the cash generated from each customer segment and should remain aligned with the value proposition and with the way customers access and pay for the service (Ojasalo and Ojasalo, 2018). For Sudha Yoga Journey, the revenue model should therefore remain simple, selective and consistent with a gentle, trust-based well-being offer rather than rely on aggressive monetisation.
The main current revenue stream is expected to come from group yoga classes. This is the most realistic starting point because the core offer is built around guided, beginner-safe, and holistic practice delivered to small groups. A second current stream is one-to-one sessions, which can command a higher price because they involve more personalised support and individual attention. A third stream is workshop income, especially from themed formats such as Bareface Yoga or beginner-oriented sessions. These streams fit a usage-fee model, where customers pay for participation rather than for ownership or long-term contractual membership.
This structure is also realistic in the English context. Sharp et al. (2018) found that practitioner-led complementary medicine use in England was self-referred and self-financed, and that people commonly paid for practices including massage and yoga. The same study found that respondents were willing to pay varying amounts, although 22% said they would not pay anything. For Sudha Yoga Journey, this supports a private-pay model but also suggests that pricing should remain accessible and proportionate to perceived value.
In practical terms, customers are most likely to pay for a service that feels safe, supportive, and personally relevant rather than for “yoga” as an abstract label. This is especially important for one-to-one sessions and future specialist offers, where the quality-of-service experience becomes part of the value itself. Suhail and Srinivasulu (2021) found in Ayurveda healthcare that service quality and patient satisfaction significantly influenced behavioural intentions, including recommendation and revisit. For Sudha Yoga Journey, this supports a revenue model in which repeat attendance and referral are strengthened by the quality of the experience rather than by high-pressure sales logic.
At the early stage, the most suitable pricing logic is simple fixed pricing. Pay-per-class, pay-per-session, and separately priced workshops are more appropriate than a rigid subscription model, particularly for beginners and hesitant participants who may prefer low-commitment entry. As the client base becomes more stable, small bundles or multi-class passes could be introduced to support continuity without creating the pressure of a gym-style membership.
A future phase may broaden revenue streams without changing the ethos of the business. The most realistic additions are online classes, Ayurveda-informed consultations delivered online or in person once qualifications are completed, and therapeutic massage/bodywork, subject to training, scope of practice and verified demand. Schiele et al. (2024) found that Ayurvedic services in Germany were commonly accessed through wellness resorts/spas, outpatient practices, and hotels, and that users often associated Ayurveda with both Indian medicine and wellness. This is useful because it suggests that Ayurveda-related revenue may sit across both well-being and more therapeutic positioning but needs clear framing.
For the UK specifically, future Ayurveda-related revenue streams need to be developed cautiously. Ravindran et al. (2026) note that in the UK, Ayurveda is currently classified under CAM, is not formally recognised within the NHS, and is available privately rather than as a commissioned mainstream service. The same study found that healthcare professionals reported substantial knowledge gaps and supported more research, education, and regulation. This supports the inclusion of Ayurveda-informed services only as a later, clearly bounded revenue stream, introduced transparently and in line with relevant qualifications and professional scope.
Payment methods should also remain easy and familiar. For this type of business, the most suitable methods are likely to be simple user payments such as bank transfer, cash, or card, where appropriate, and later basic online payment tools if these are linked to a website or booking system.
Overall, the model remains commercially realistic because it reflects how comparable complementary services are commonly paid for in England, while preserving the brand’s supportive and non-intimidating ethos.















[bookmark: _Toc228962813]5. Marketing and Sales Strategy 

[bookmark: _Toc228962814]5.1 Segmentation, Targeting and Market Entry Focus

Segmentation, targeting, and positioning (STP) are used here as a practical marketing framework to translate the wider market opportunity into a focused entry strategy. Rather than attempting to serve the whole yoga market, Sudha Yoga Journey will prioritise the customer groups most likely to value accessible, structured, and well-being-oriented yoga. This is consistent with the STP logic that effective marketing requires identifying relevant segments, selecting priority targets, and positioning the offer clearly for those customers (Kotler and Armstrong, 2024).
This STP focus is evidence-based rather than descriptive. UK yoga evidence shows a strong female and midlife practitioner base, with a mean participant age of 48.7 years. It indicates that people commonly begin yoga for general wellness, fitness, flexibility, or health-related reasons. Reported perceived usefulness for stress, anxiety, neck and shoulder pain, and sleep issues supports targeting customers seeking prevention, self-care, stress regulation, and musculoskeletal comfort rather than high-intensity exercise (Cartwright et al., 2020). Wider UK sector evidence also shows that cost, discomfort, low confidence, and fear of judgement remain important barriers to participation, supporting the use of accessible pricing, pay-as-you-go entry, and local visibility (UKactive, Sport England, and 4GLOBAL, 2025). Future-of-work literature further supports the relevance of customers affected by screen-heavy and boundary-blurred routines (Abe, 2021).
To avoid an overly broad marketing approach, the STP framework is used to define the most relevant market segments, the priority target groups, and the intended competitive position of Sudha Yoga Journey. Table 5.1 summarises how segmentation, targeting and positioning are applied to the current and future development of the business.




Table 5.1: STP Market-Entry Focus for Sudha Yoga Journey
[image: ]
Source: Adapted from Kotler and Armstrong (2024), author’s own application.





[bookmark: _Toc228962815]5.2 Marketing Channels and Performance Measures

Following the STP focus, the marketing strategy will be implemented through a staged route-to-market plan. The emphasis is on low-cost, measurable, and realistic channels that align with Sudha Yoga Journey's current micro-business stage while also preparing for future growth. Table 5.2 shows how each channel will be used and how its effectiveness will be monitored.

Table 5.2: Route-to-Market Channels and Control Measures
[image: ]
Source: Author’s own application.

This route-to-market plan follows a multichannel approach, but without overextending the business at an early stage. Current channels are based on direct communication, reviews and referrals, while planned channels will increase visibility, credibility and access to new customer groups. This is consistent with multichannel marketing logic, where different touchpoints support awareness, enquiry, and customer engagement (Chen, 2015). The planned website or landing page is particularly important because prospective yoga customers often need clear information about class type, cost, duration, teacher credentials, and suitability before attending (Dysart, Barnett and Harden, 2023). The measures in the final column also keep the strategy practical by linking each activity to observable outcomes rather than general visibility alone.
[bookmark: _Toc228962816]5.3 Marketing Mix Strategy

The 4Ps are used here to summarise the main marketing decisions that follow from the STP focus and route-to-market plan. This keeps the marketing mix practical and avoids treating product, price, place and promotion as separate theoretical categories.

Table 5.3: Marketing Mix Decisions for Sudha Yoga Journey
[image: ]
Source: Adapted from Kotler and Armstrong (2024), author’s own application.

The 4Ps table shows that Sudha Yoga Journey’s marketing decisions are deliberately staged. The current mix is kept simple: live classes and workshops, pay-as-you-go pricing, rented venues and low-cost direct promotion. The future mix adds new revenue streams and wider reach only where there is evidence of demand: online classes, Bareface Yoga, Ayurveda-informed services, massage/bodywork, partner venues, corporate proposals and eventually an own studio. This prevents the business from expanding too widely before attendance, income and operational capacity are stable. This staged approach is consistent with evidence from micro- and small-enterprise research suggesting that marketing strategy should be actively managed and adapted using performance data and customer feedback, although the study is not UK- or yoga-specific (Ali, Ameen and Tirwanshi, 2024).
[bookmark: _Toc228962817]5.4 Sales Process and Early Performance Targets

The sales process for Sudha Yoga Journey will remain simple, low-pressure and suitable for a small service business. The aim is not to use aggressive selling, but to make the customer journey clear enough for interested people to move from awareness to attendance and, where appropriate, repeat participation.

Table 5.4: Sales Process and Early Performance Targets
[image: ]
Source: Author’s own application.

The early performance targets should remain realistic. In the first stage, the business should track enquiries, attendance per class, repeat participation, workshop bookings, reviews, referrals and income per session. These indicators will show whether demand is becoming stable enough to justify further investment in partner venues, online delivery or a future studio. This keeps sales activity linked to evidence of traction rather than assumptions (Maurya, 2016; Nykiel, 2003).
[bookmark: _Toc228962818]6. Operations Plan for Sudha Yoga Journey


Operational planning explains how the business will function in practice rather than how it will be positioned or promoted. For Sudha Yoga Journey, this means translating the strategy into weekly delivery, venue use, booking, administration, resources, safety and quality control. This is particularly important because the business is currently founder-led and depends on the founder’s ability to organise, deliver and monitor the service consistently. Business strategy literature distinguishes the operational level from broader strategy by linking it to routine tasks, short-term objectives and immediate results, while also emphasising the role of performance indicators in monitoring execution (Barbosa et al., 2023).

[bookmark: _Toc228962819]6.1 Operational Model and Weekly Delivery Plan

Sudha Yoga Journey will operate as a solo, founder-led service business in the early stage. The founder will be responsible for teaching, class preparation, venue coordination, participant communication, payment administration and follow-up. No permanent staff are planned at this stage, although future collaborations or guest teachers may be considered for workshops or specialist sessions once demand and operational capacity are clearer.
The current operating base is a weekly 90-minute group class in a community centre in Nottingham. This class will continue because it has already been established over approximately three months of regular delivery and provides a useful foundation for testing the service, maintaining customer relationships and building early consistency. The 90-minute format responds to participant preference for a longer practice, including a closing meditation of around 20 minutes. However, future classes in Derby, sports centres or established studios may use a shorter one-hour format, which is more common in local class schedules and easier to fit into venue timetables. One-to-one sessions and Bareface Yoga sessions are also expected to operate mainly as one-hour formats. The use of rented venues is consistent with the market gap identified in Section 3.3, as it allows Sudha Yoga Journey to test local demand with lower fixed costs before considering permanent premises or wider expansion.
The intended weekly delivery model is gradual but growth oriented. The founder aims to build towards three to four self-organised classes per week, supported by one or two workshops per month where demand allows. These workshops may include Bareface Yoga, mudras, pranayama or meditation-based themes and may be delivered face-to-face or online in the future. However, this growth will not be implemented all at once. Additional classes will be introduced only where there is sufficient customer interest, suitable venue availability and a realistic relationship between expected attendance and room-hire cost.
The next operational development is to explore Derby-based delivery. This may include hiring a local community venue if a viable class group can be formed through local promotion, flyers, community noticeboards and direct enquiries. In parallel, the founder will approach managers of larger sports centres and established yoga studios in Derby and the surrounding area, including through LinkedIn and written enquiries, to explore self-employed teaching opportunities. This creates two operational routes: self-organised classes through rented rooms and freelance teaching through existing venues.
Venue selection will be based on practical criteria: affordability, accessibility, appropriate room size, parking or transport access, cleanliness, heating, quiet atmosphere and suitability for yoga practice. This is especially important during the winter months and for participants who may be beginners or less confident in unfamiliar environments. A permanent own studio remains a longer-term operational aim, potentially within twelve months, but only if attendance, income and venue-cost comparison show that fixed premises would be sustainable rather than premature.

[bookmark: _Toc228962820]6.2 Service Delivery Process

The service delivery process begins before the class itself. At least one day before each session, the founder checks expected attendance through the WhatsApp group, as this helps determine the appropriate room size, venue booking needs and the type of practice suitable for the participants expected. Since the first Nottingham session at the end of January, initial attendance of approximately 11 participants has developed into wider expressed interest from around 15 people. However, actual weekly attendance remains variable, usually ranging between 7 and 11 participants and most commonly around 8-9. This supports a flexible room-booking model.
This pre-class communication also allows the founder to identify whether specific props may be needed, such as blocks, straps, blankets or small balls, and to remind participants in advance where they need to bring their own equipment. Class preparation includes planning the session theme, selecting the broad asana focus and writing the guided meditation in advance. This is particularly important for the current Nottingham class because the 90-minute format includes a longer closing meditation of around 20 minutes. Once attendance is clearer, the venue is booked, payment is made where required, and a confirmation email is sent to the community centre.
On the day of the class, the founder arrives approximately 30 minutes early to prepare the room. This includes arranging the space, setting out decorations, preparing music and creating an appropriate atmosphere through sensory elements such as candles, aroma and sound tools, where permitted by the venue. Participants are welcomed individually in a warm and friendly way, which helps create familiarity and ease before the practice begins.
The class itself follows a structured but responsive flow. It begins with an introductory settling-in stage, where participants are guided to leave the stress of the day outside the room and bring attention to the present moment. This is followed by warm-up movements and the main asana sequence. During the asana section, the founder explains correct alignment, benefits, points of attention and alternative options where participants have different levels of ability. Live observation is an important part of delivery, as it allows the teacher to adjust instructions, offer individual guidance and correct unsafe or incorrect execution where needed.
Each class ends with a guided meditation of approximately 20 minutes, followed by a short informal reflection. Participants are invited to share how they feel, what they found useful and whether anything should be considered for future classes. This creates a simple feedback loop and allows the founder to refine future sessions based on participant experience, rather than delivering each class as a fixed or disconnected event.

[bookmark: _Toc228962821]6.3 Resources, Equipment and Venue Requirements

The current resource model is deliberately lean and portable. At this stage, participants mainly bring their own mats, blankets, blocks, straps and small balls, while the founder keeps a limited number of spare items for those who forget or need additional support. This reduces early equipment costs and keeps the business practical while it is still operating from rented venues rather than a permanent studio.
The founder already provides the key equipment needed to support the atmosphere and delivery of the class. This includes a speaker, Spotify subscription, candles, incense, decorations and sound instruments such as singing bowls, Koshi chimes and a rin bell, which are used mainly for opening, meditation and relaxation. A yoga chair has also been purchased for a participant with reduced mobility, allowing more inclusive adaptation where needed. Eye pillows are optional and some participants bring their own, while bolsters are not currently used because restorative yoga is not part of the regular offer at this stage.
The current Nottingham venue is operationally suitable because it allows candles, incense, music, sound instruments and decoration, and the room can be arranged freely according to the class needs. It is heated, reasonably clean, quiet and has parking. The availability of both a smaller and larger room also supports cost control, as the founder can select the room according to expected attendance.
Equipment is transported by car in portable baskets, which makes the current set-up manageable. In the short term, participants will continue to bring their own main props. In the longer term, once the business has a dedicated studio, Sudha Yoga Journey aims to invest in a fuller set of mats, blocks, straps, blankets, bolsters and other props. This staged approach avoids unnecessary early costs while allowing future improvement in consistency, comfort and brand presentation.

[bookmark: _Toc228962822]6.4 Administration, Payment Systems and Digital Support

Administration is currently kept simple because Sudha Yoga Journey is still a founder-led micro-business. Attendance is checked mainly through the WhatsApp group before each session, although some participants may confirm and not attend, while others may attend without prior confirmation. For this reason, attendance estimates are used for room planning, but final numbers are checked at the class itself.
Payments are currently made through a combination of cash and bank transfer. At this stage, payments are received through the founder’s personal bank account, where necessary, but a separate business bank account is planned to distinguish business income and costs from personal finances and reduce administrative confusion.
Basic financial records are already maintained manually. The founder records class income, payment method, date, related bank account and business expenses in a notebook. Attendance numbers are also monitored for each session, although participant names are not yet formally recorded in a structured booking system. This is appropriate for the current small scale, but as the business grows, record-keeping will need to become more formal.
In the next phase, digital administration should be strengthened through a website or landing page, clearer enquiry routes and a simple booking/payment system. This will help manage larger class numbers, workshops, Derby-based classes and future online sessions more efficiently. Until then, direct communication through WhatsApp, Messenger and bank transfer remains practical, low-cost and proportionate to the current stage of the business.

[bookmark: _Toc228962823]6.5 Health, Safety, Insurance and Scope of Practice

Health and safety are managed through active insurance, participant screening and clear teaching boundaries. The founder currently holds a Yoga Alliance Professionals membership with active insurance, which supports professional delivery and provides an important protection layer for class-based work.
Before a new participant attends, the founder asks informally about injuries, operations, pregnancy, blood pressure issues, back pain or other relevant limitations. This is currently managed verbally, but a written health/intake form should be introduced as the business grows, particularly before expanding into new venues, workshops or one-to-one sessions.
During classes, participants are reminded to listen to their bodies, work within their own capacity, avoid movements that cause pain and rest whenever needed. The founder also offers modifications and observes participants during practice to reduce the risk of unsafe execution. The service is positioned as yoga and well-being support, not medical diagnosis or clinical treatment.
The founder does not currently hold a first aid certificate, but this would be a useful future operational improvement, especially if class numbers increase or more venues are used. Future Ayurveda-informed consultations, massage/bodywork or other specialist services will only be introduced after appropriate training and certification. This is important because there is already an informal interest in massage, but these services must remain qualification-led and within professional scope.

[bookmark: _Toc228962824]6.6 Quality Control and Operational Development

Quality control will be managed through informal feedback, repeat attendance monitoring and continued professional development. At the current stage, feedback is collected verbally after classes and through Yoga Alliance Professionals reviews. The business already has 14 positive reviews, which are included in the appendices as evidence of early customer satisfaction.
Repeat participation is also monitored informally. The founder is already aware of which participants attend regularly and which attend occasionally, allowing future sessions to be adjusted to the needs of the group present. Class content is refined in response to participant experience where appropriate. For example, the current longer guided meditation reflects the preference of the majority of regular participants, while asana choices and modifications are adapted according to who attends each session.
Teaching quality is maintained through preparation, personal practice, reading, written meditation scripts and continuing professional development. Planned CPD includes mudra training and Bareface Yoga Level 2, while Ayurveda and massage/bodywork training are intended for a later stage due to the higher financial commitment involved.
The next operational improvements will include a written health/intake form, a separate business bank account, a website, a basic booking system, additional props and a first aid certificate. Founder overload is not currently a major risk, but capacity will need to be reviewed as the number of classes, workshops and venues increases. Overall, operational development will remain gradual and evidence-based, using feedback, attendance and practical capacity to guide the next stage of growth.




[bookmark: _Toc228962825]7. Human Resources, Skills and Role Allocation

Sudha Yoga Journey will operate as a founder-led micro-business in the first stage. The founder currently carries out all core roles herself, including class delivery, preparation, guided meditation writing, participant communication, venue booking, payment tracking, basic administration, marketing activity and customer feedback monitoring. This keeps labour costs low and gives the business strong personal consistency, but it also means that founder time, energy and capability are the main human resource constraints.
At present, no employees are planned for the first year. The business does not yet require a formal staffing structure because class numbers, workshops and venue commitments are still developing. The founder has already registered as self-employed with HMRC and is maintaining manual records of income and expenses. Basic bookkeeping and tax submission may be managed independently at first, although accountancy advice may be used when needed to ensure that tax reporting, business records and future financial separation are handled correctly.
The most important current human capital is the founder’s teaching qualification, lived experience, communication style and continuing professional development. Existing capability includes the 200-hour Sivananda Yoga Teacher Training qualification and Bareface Yoga Level 1. Further capability development is already planned and partly secured: mudra training is booked and paid for on 1 June, and Bareface Yoga Level 2 is planned and paid for in early July. Additional training in first aid, Ayurveda and massage/bodywork is intended for a later stage, because these areas require further financial investment and appropriate certification before being offered commercially.
External support will be used selectively rather than as a fixed cost. In the short term, the founder will continue to manage social media, administration and customer communication herself. Website development may initially be attempted independently, although a web designer could be used if a more professional result is required. Guest teachers or collaborators are not part of the immediate operating model, but may be considered later for workshops, retreats or specialist services once demand is clearer.
Founder capacity will be allocated first to service quality, participant communication, class preparation and essential administration. At the current stage, the founder is also balancing university work and limited part-time work, but the longer-term intention is to increase focus on Sudha Yoga Journey if customer demand and income become strong enough. The main human resource risk is therefore not staffing cost, but the concentration of many roles in one person. This reflects the operational reality of founder‑led micro‑businesses, where human resource capacity is closely tied to the founder’s time, skills and ability to manage routine activities and short‑term delivery (Barbosa et al., 2023). Growth will therefore be managed through gradual expansion, selective outsourcing and further training only where it clearly supports service quality, customer demand or operational sustainability. Documentary evidence of the founder’s relevant training and professional profile is provided in Appendix B, Figures B1-B5 and Figure B10.






















[bookmark: _Toc228962826]8. Financial Plan for Sudha Yoga Journey

The financial plan tests whether Sudha Yoga Journey can remain viable as a founder-led micro-business during its first year of development. The 12-month cash-flow forecast covers January-December 2026 and combines actual income and expenditure records for January-April with forecast assumptions for May-December. This is appropriate because start-up ventures face uncertainty around demand, capacity, costs and profitability, and financial projections are most useful when they reduce uncertainty rather than present unsupported optimism (Cassar, 2008). The full forecast is provided in Appendix C, Figure C1, with supporting actual income and expenditure evidence in Appendix C, Figures C2-C5.

[bookmark: _Toc228962827]8.1 Financial Assumptions and Funding Strategy

The forecast is based on cautious growth from actual early trading evidence. January-April 2026 show income of £1,100 and operating expenditure of £1,615.77. May-December assumptions therefore build gradually from the existing Nottingham 90-minute class, priced at £10 per participant and forecast at an average of eight participants per class. Additional income is introduced only where a realistic delivery route has been identified: one online participant from June, Bareface Yoga workshops from June, introductory one-to-one sessions from July, and one weekly Derby class from September.
Unconfirmed income from Everyone Active, future public well-being grants, massage/Ayurveda services and product sales is excluded from the first-year forecast. These remain possible future opportunities, but they are not treated as secured cash inflows. This keeps the forecast aligned with small-business forecasting principles, where operational assumptions should be translated into realistic cash inflows and outflows for decision-making (Răscolean and Rakos, 2018; Vidhate, 2018).
The funding strategy is based on personal founder contribution, bootstrapping, reinvestment of early income and a potential £500 university start-up grant, subject to approval. External loans and investors are excluded because the business is still testing demand and should avoid repayment pressure before stronger cash-flow stability is established (Moro Visconti, 2020). Tax and National Insurance are treated as review items rather than material forecast payments at this stage and will be checked through Self-Assessment/accounting advice as trading develops.

[bookmark: _Toc228962828]8.2 Pre-trading, Start-Up and Operating Cost Requirements

As shown in Table 8.1, Sudha Yoga Journey’s cost structure is divided between pre-trading founder-funded investment and first-year operating expenditure. This distinction is important because cash-flow planning should identify both the type and timing of cash outflows, rather than treating all costs as equivalent within the forecast period (Răscolean and Rakos, 2018). Training-related start-up costs support capability development, but they do not function as recurring monthly operating costs in the 2026 forecast.

Table 8.1: Summary of Start-Up and Operating Cost Requirements

[image: ]
Source: Author’s own calculations based on the 12-month cash-flow forecast and income/expense tracker evidence in Appendix C, Figures C1-C5.

The table further shows that the main cost pressures arise from venue hire and a small number of planned professional and digital development costs, while the overall model remains relatively low-fixed-cost due to rented venues, no permanent premises and no employee wage commitments. Supporting evidence is provided in Appendix C, Figures C1-C5.
[bookmark: _Toc228962829]8.3 Revenue Projections and 12-Month Cash-Flow Forecast
The 12-month cash-flow forecast indicates that Sudha Yoga Journey can move from a modest early trading position towards a positive first-year cash position if cautious growth assumptions are achieved. The forecast uses actual January-April income and expenditure records, followed by May–December projections based on continued Nottingham classes, gradual Bareface Yoga workshops, limited one-to-one sessions, online delivery and a Derby class from September. This approach is appropriate because cash-flow forecasting should connect expected income, operating costs and payment timing, rather than only estimate general profitability (Răscolean and Rakos, 2018; Vidhate, 2018). The full cash-flow forecast is provided in Appendix C, Figure C1.
Table 8.2: Summary of 12-Month Cash-Flow Forecast
[image: ]
Source: Author’s own forecast, based on actual January-April 2026 income and expenditure records and forecast assumptions for May-December 2026.

. The forecast suggests that the business is financially viable on a cautious first-year basis, but remains sensitive to attendance, venue costs and one-off development expenditure. The September forecast shows temporary cash-flow pressure because the website/digital set-up is planned for that month. However, the overall year-end position remains positive, and the forecast deliberately excludes unconfirmed income from Everyone Active, future public grants, massage/Ayurveda services and product sales. This keeps the forecast conservative rather than dependent on income streams that have not yet been secured.

[bookmark: _Toc228962830]8.4 Monthly Break-Even Analysis and Financial Viability

Monthly cash position shows whether income covers all planned cash outflows in each month, including one-off costs such as CPD, website development and accounting support. Regular operating break-even shows the minimum income needed to cover recurring delivery costs once the business is operating more consistently. This distinction is important because early-stage cash-flow planning should consider both the timing of cash inflows and outflows and the sustainability of the recurring cost base (Răscolean and Rakos, 2018; Vidhate, 2018).
Table 8.3 shows that the business has negative cash positions in some early and development-heavy months, especially January, March and September. These shortfalls are linked to launch-period expenditure and one-off development costs rather than a consistently weak operating model. September shows a small shortfall of £13.49 because the website/digital set-up is planned for that month. This can be covered through accumulated cash from earlier positive months, founder contribution or the potential university start-up grant if approved.
For regular operating break-even, the most meaningful period is September-December, because this is when the forecast includes the fuller delivery model: Nottingham classes, Derby classes, Bareface Yoga workshops, online delivery and one-to-one sessions. Excluding exceptional one-off development costs only for analytical comparison, the business requires approximately £281.24 per month to cover recurring delivery costs. At £10 per participant, this is equivalent to around 29 participant attendances per month, or approximately 7-8 participants per weekly class. This is consistent with the current average attendance pattern recorded during the first months of teaching.
Overall, the first-year forecast indicates cautious financial viability rather than high profitability. The business can cover its regular operating base if attendance and workshop uptake remain close to forecast levels, but it remains sensitive to participant numbers, venue costs and the timing of planned development expenditure.
Table 8.3: Monthly Cash-Flow Break-Even Position, January-December 2026
[image: ]
Source: Author’s own calculations based on the 12-month cash-flow forecast in Appendix C, Figure C1.







[bookmark: _Toc228962831]9. Risk Analysis and Mitigation Strategy

Sudha Yoga Journey is an early-stage, founder-led micro-business operating through rented venues, pay-as-you-go participation and phased growth. New venture literature highlights the “liability of newness” faced by early-stage businesses and the need to reduce uncertainty among customers and stakeholders (Shepherd, Douglas and Shanley, 2000). Start-up risk management is particularly relevant because new ventures are exposed to multiple risk categories while they are still developing routines, resources and resilience (Fauzi et al., 2022).
The risk approach is proportionate to the current scale of the business. Risks will be monitored through a small set of operational indicators: enquiries, average attendance, repeat participation, venue cost per session and monthly cash position. Cash-flow pressure remains especially important because new venture survival threats often concentrate around liquidity, limited resources and the ability to absorb shocks (Schulte, 2025). Risk ownership sits with the founder in Year 1 because the business has no employees and operational, financial and customer-facing decisions are centralised. Several risks are interdependent: attendance affects cash-flow, venue costs affect break-even, and founder capacity affects service quality and reputational outcomes. Mitigation therefore focuses on staged expansion and avoiding fixed commitments before demand signals stabilise.










Table 9.1: Risk Register and Mitigation Plan for Sudha Yoga Journey
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Source: Author’s own risk assessment, based on the financial plan, operational model, SWOT analysis and current trading position of Sudha Yoga Journey.

The risk register indicates that the strongest management priority is not eliminating all risk but maintaining operational flexibility while demand is still being tested. Additional classes, services and spending should proceed only where attendance, enquiries and cash-flow evidence support them. However, residual risk remains because demand, venue availability and founder capacity can change quickly; therefore, the plan prioritises monitoring and phased commitments over rapid expansion.
[bookmark: _Toc228962832]10. Implementation Plan for Sudha Yoga Journey

The implementation plan translates the operating model into a staged Year 1 action plan. The approach is intentionally phased: Sudha Yoga Journey expands only when attendance, enquiries and cash-flow evidence support additional commitments, consistent with lean and scale-up thinking that growth should remain evidence-led and aligned with operational capability (Maurya, 2016; Panigrahi, Nikou and Calabretta, 2025). The implementation priorities are therefore to strengthen basic systems, test Derby and partnership routes before fixed commitments, and build minimum viable digital infrastructure without over-investing ahead of traction.

Table 10.1: Year 1 Implementation Plan for Sudha Yoga Journey
[image: ]
Source: Author’s own implementation plan, based on the operating model, financial plan, risk analysis and phased growth strategy.

The implementation logic is conditional rather than automatic. Derby classes, website spending, additional sessions and future service extensions proceed only where demand, repeat participation and cash-flow evidence support them. This protects the low fixed-cost model and recognises that founder capacity remains a practical constraint in Year 1. The plan therefore prioritises systems, evidence and controlled expansion over rapid growth.
Post-Year 1 Strategic Direction
Beyond the first-year implementation period, Sudha Yoga Journey may develop into a broader hybrid well-being brand if demand, qualifications and cash-flow capacity support this direction. Potential next-stage developments include massage/bodywork training, Ayurveda-informed consultations, a more developed website with online booking and resources, and a small online yoga studio or digital practice library. These are not included as committed Year 1 actions or confirmed income streams because they depend on further qualification, insurance, demand validation and funding. They are therefore treated as longer-term strategic options rather than immediate implementation commitments.
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Appendix A: Summary of Publicly Available Online Information on Local Yoga and Well-being Providers

Table A1: Summary of Publicly Available Online Information on Local Yoga and Well-being Providers
	Provider / Source

	Location / Area
	Provider Type
	Publicly Stated Offer
	Source to Cite

	Knights Health and Fitness
	South Derbyshire / Burton-on-Trent
	Health and fitness facility with yoga, Pilates and well-being services
	Beginner yoga, hot yoga, Vinyasa Flow, Yin Yoga, Restorative Yoga, Iron Yoga, Pilates, Reformer Pilates, swimming pool, sauna, treatments and memberships
	Knights Health and Fitness website

	Lotus Health and Well-being
	Within Knights Health and Fitness
	Treatment and holistic well-being provider
	Body treatments, massages, facials, scalp rituals, reflexology, pregnancy treatments and children’s therapies
	Lotus Health and Well-being / Knights Health and Fitness treatment page

	Hotpod Yoga Derby
	Derby
	Specialist hot yoga studio
	Hot yoga classes; website states classes are offered seven days a week and are suitable for women and men of all abilities
	Hotpod Yoga Derby website

	School of Reform / Arthur Street Studio
	Derby
	Pilates / reformer-style studio
	Studio timetable, memberships, packages, classes, levels and community-focused studio description
	School of Reform website

	Virgin Active
	Nottingham
	Fitness/leisure club
	Facilities shown include boxing, swimming, spa, studios and cycle; no yoga offer was identified from the provided screenshot
	
Virgin Active website

	Mama Blossom
	Derby/Local pregnancy/motherhood well-being provider
	Pregnancy, birth, baby, postnatal and fertility-focused well-being provider
	Classes, antenatal courses, massage, shop and support for fertility, pregnancy, birth, baby and motherhood
	Mama Blossom website

	The Breathing Space
	Derby area / local yoga and wellness provider
	Yoga, meditation and wellness space
	Yoga timetable, workshops, yoga passes, yoga classes, teacher training, meditation and wellness
	The Breathing Space website

	Deeply Yoga Community
	Derby / Heatherton Community Centre and other venues
	Community yoga provider
	Yoga classes in schools, community centres, studios, student halls, GP surgery, online, outdoors and chair yoga; includes asana, pranayama, meditation and relaxation
	Deeply Yoga Community website

	MindFit Yoga
	Belper, Ripley, Barton Under Needwood, Matlock and online
	Independent yoga, Pilates, mindful movement and private session provider
	Mindful movement, Vinyasa Yoga, Pilates, Reformer Pilates, private sessions and online membership
	MindFit Yoga website

	The Luna Shala / While I Breathe: Yoga and Ayurveda
	Ilkeston
	Yoga, Ayurveda, breathwork and holistic healing studio/community space
	Yoga for All, pregnancy yoga, Mama Yoga, baby and postnatal yoga, Dru Yoga, meditation circle, women’s circle, conscious connected breathwork and Ayurveda consultation
	While I Breathe / The Luna Shala website

	Yell directory: Yoga near Derby
	Derby and the surrounding area
	Public online business directory
	Lists multiple yoga and complementary therapy providers in and around Derby, including independent teachers, studios and community-based providers
	Yell website



Source: Author’s own review of publicly available online information from local provider websites and Yell directory, based on the sources listed in the final column.
Note: This table is used as supplementary competitor mapping based only on publicly available online information. It does not represent primary research with providers or customers.



Appendix B: Founder Credentials, Professional Profile, Brand Identity and Early Social Proof Evidence

Appendix B provides supporting screenshot evidence for the founder’s yoga-related qualifications, professional membership, early customer reviews and brand identity. These materials support the founder profile, SWOT analysis, key resources and early validation discussion in the main report.






Figure B1: Yoga Siromani Teacher Training Certificate, Sivananda Yoga Vedanta Centre, 2025

[image: ]
Source: Author’s personal training certificate issued by the Sivananda Yoga Vedanta Centre.


Figure B2: Bareface Yoga Level 1 Certificate, 2026
[image: ]
Source: Author’s personal training certificate issued by Bareface Yoga / Triple Goddess Yoga.


Figure B3: Asana Intelligence CPD Certificate, 2026
[image: ]
Source: Author’s personal CPD certificate issued through Yoga Pros Training Academy.
Figure B4: Vinyasa Krama CPD Certificate, 2026
[image: ]
Source: Author’s personal CPD certificate issued through Yoga Pros Training Academy.
















Figure B5: Yoga Alliance Professionals Teacher Profile Overview
[image: ]

Source: Author’s own screenshot of Yoga Alliance Professionals teacher profile.





Figure B6: Yoga Alliance Professionals Review Evidence, Page 1
[image: ]
Source: Author’s own screenshot of Yoga Alliance Professionals review page





Figure B7: Yoga Alliance Professionals Review Evidence, Page 2
[image: ]
Source: Author’s own screenshot of Yoga Alliance Professionals review page.




Figure B8: Yoga Alliance Professionals Review Evidence, Page 3
[image: ]
Source: Author’s own screenshot of Yoga Alliance Professionals review page.







Figure B9: Sivananda Spiritual Name Evidence for “Sudha”
[image: ]
Source: Author’s own photograph/screenshot of Sivananda spiritual name record.

Figure B10: Yoga Alliance Professionals Certified Yoga Teacher Badge
[image: ]
Source: Author’s own screenshot of Yoga Alliance Professionals certification badge.

Figure B11: Sudha Yoga Journey Logo and Brand Identity
[image: ]

Source: Author’s own brand material for Sudha Yoga Journey.
2

Appendix C: Financial Evidence and 12-Month Cash-Flow Forecast
Appendix C provides supporting financial evidence for the 12-month cash-flow forecast, actual income and expense records, and early attendance/income tracking. These figures support the financial assumptions and viability discussion in Section 8.
Figure C1: 12-month cash-flow forecast for Sudha Yoga Journey, January-December 2026
[image: ]
Source: Author’s own forecast, based on actual income and expenditure records for January-April 2026 and forecast assumptions for May-December 2026.

Figure C2: Expense Records for Sudha Yoga Journey, January-April 2026

[image: ]
Source: Author’s own expense tracker and receipts/invoices.

Figure C3: Actual Income and Expense Dashboard for Sudha Yoga Journey, January-April 2026
[image: ]
Source: Author’s own income and expense tracker.


Figure C4: Income payment records for Sudha Yoga Journey, January-April 2026
[image: ]
Source: Author’s own income tracker and payment records.


Figure C5: Monthly income, expense and attendance summary, January-April 2026
[image: ]
Source: Author’s own monthly summary tracker.
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hire costs are the most significant | changes.
suppler risks.

Threatof | Medium | Yoga teaching has relatvely low | The business must buid | Use professional crediiy as

new IHigh | entry barrers compared with credibiity  and  visible | protection: 200-hour Sivananda

entrants. regulated clinical services. New | qualiy early because | TTC, Yoga Aliance Professionals

independent teachers can enter the.
market with low start-up costs.

basic yoga class delivery
can be easiy replcated by
new entrants.

membership and insurance, 14
reviews, consistent delivery,
ethical boundaries and further
cPD.
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‘Strengths
Founderled service with strong personal connection, warm
communication and direct relatonship with participanis.

200-hour Sivananda Yoga Teacher Training, addiional CPD, Yoga
‘Aliance Professionals profile and cerification evidence support
the founders professional crediviity (see Appendix B, Figures B1-
85 and Figure 810).

“The existing Nottinghar class has alfeady been operating for
around three months, with attendance usually around 7-11 and
vider interest of approximately 15 people (author's records; see.
Section 6.2).

14 posiive Yoga Aliance Professionals reviews provide early
social proof and credibiity (see Appendix B, Figures B6-88).

Live delivery allows observation, corection, adaptation and
reduced risk of incorrect asana pracfice compared vith generic
oniine content.

Distinciv class atmosphere: candles, aroma, decoratins, music,
sound instruments and longer guided metation

Flexible pay-as-you-go model lowers batiers for beginners and
hesitant partcipants

Weaknesses.
Solo-led model means teaching, preparation, bookings, admin,
markefing and quality control depend mainly on the founder's
capacity.

No permanent studio yt; current model depends on rented
Venues and availabity of sutable fooms.

Limited equipment at this stage; pariicipants mainly bring theic
own mats, blocks, straps, blankets and bals.

Website, Facebook, Instagram and Linkedn presence are st
planned rather than fully developed.

Current pricing is accessivle but low; 50 proftabilty depends
on attendance, room hire and cost control

‘Writen healthintake forms,fst aid cerffcate and more
formal booking/payment systems il need to be introduced.

Future Ayurveda, massagelbodywork, and expanded senvices
requite further qualfications before commercial delvery

‘Opportunities|
Derby expansion through rented community venues, iyers, local
noticeboards and enquiry racking.

Selfemployed teaching opporturities in estabished yoga studios
and spors centres in Derby and the surounding areas.

Bareface Yoga workshops may provide differeniaton, especially
ifvisible local provision i fmited.

Future website and online classes can extend the market beyond.
Nottingham/Derby to Engish-speaking and Buigarian-speaking
audiences.

‘Workplace welleing proposals could open a 628 revenue
stream through group sessions for employees.

Later, Ayurveda and massagefbodywork senvices could increase
revenue once proper certicaton s completed.

Outdooripark yoga could support seasonal visibity and
community engagement if permission and weather allov.

Toreats
‘Attendance fluctuation may make regular venue hire
financialy isky ifcass numbers all

Gyms, studios, independent teachers and free online yoga
create strong compefifion and subsitutes (see Section 3.3 and|
‘Appendix A Table A1)

Costotiiing pressure may reduce discrefionary spending on
wielbeing classes or workshops.

enue hire, fuel, insurance, training and equipment costs may
increase, affecting margins.

Ifthe business grows to0 quickly, ounder capacty,
preparation ime and admin load may become sirelched.
Legallehical isk f yoga, Ayurveda or massage are presented
as treatment rather than wel-being support.

Outdoor classes are weather-dependent and may require
‘council permission, making them unreliable as a core income.
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Business Model Canvas

Key Partners

Community centres, rented venues,
Yoga studios and sports centres;
partner studios for room hire or
cover teaching; preferred equipment
suppliers; booking/payment and
online-class platforms; Yoga
Alliance Professionals; insurance
and accountancy providers;
selected workshop collaborators;
later corporate wellbeing and
referral-adjacent partners.

Cost Structure

Main costs: venue hire and monthly room fees, annual Yoga Alliance Professionals
membership and insurance, travel, CPDitraining, equipment and props, and basic

digtallcommunication costs.
Higher-cost resources/acti

Key Activities

Teaching group and one-to-one
Yoga sessions; planning and
adapting classes; meditation and
breathwork delivery; workshops and
specialist sessions (e.q_face yoga,
mudras); beginner onboarding and
client communication; social media
content creation: booking, payments
and follow-up administration: later
online classes and Ayurveda-
informed consultations, subject to
training completion

Key Resources

Founder qualfication and supportive
teaching style: Sudha Yoga Joumey
brand, class siructure and
community trust; basic equipment
and atmosphere tools; local
contacts and returning participants.
Key gaps include more props,
stronger digital systems, marketing
tools and accounting support.

es: venue access, professional development, specialist

equipment and class delivery linked to travel and room hire.
Model: mainly value-diven, but operated with lean cost controlin the early stage.

Designed for:

Value Propositions.

A gentle, beginner-safe and holistic
yoga joumey that supports physical
strength and flexibilty. stress
reduction, emotional balance and
deeper mind-body awareness.
Sudha Yoga Joumey combines
postures, breathwork, relaxation,
meditation, positive mindset
practices, mantra or chanting
elements, mudras and selected
specialist workshops to offer a non-
judgemental path towards.
sustainable wellbeing and a
personal joumney rather than an
intimidating fitness-led class.

Revenue Streams.

Current group yoga class fees (mainstream), one-to-one sessions, and themed workshop fees,
including Bare Face Yoga.

Designed by:

Customer Relationships

Personal, supportive and trust-
based relationships with individual
attention, beginner reassurance and
gentle follow-up. A flexible,
community-based model using
warm communication, optional

support rather than rigi
membership.

Channels

Current word of mouth, local
contacts, Messenger/WhatsApp
communication, community groups,
workshop formats, and visibility
through host venues where
relevant

Planned: a website or landing page,
FacebookInstagram presence,
email and phone contact, Yoga
Alliance Professionals profile, basic
booking/payment tools, and
selected onine delivery through
Zoom or similar platforms.

Version:

Customer Segments

Primary: women aged 30-60 and
other adults seeking gentle,
beginner-safe and holistic yoga,
especially beginners, mixed-abilty
and stressed aduits who do not
identiy with fitness-led
environments

‘Secondary: adults seeking a slower,
more reflective practice; Bulgarian-
speakinglcommunity-based
participants: later workplace or
community wellbeing groups.

Initial focus: local beginners and
hesitant partcipants.

Not targeted:
advancedperformance-focused
yogis, high-intensity fitness seekers,
and clients needing specialist
clinical intervention

Future: online classes, small class bundles, Ayurveda-informed consultations, and therapeutic

massage/bodywork, subject to qualiications, scope of practice and demand

Pricing: simple fixed usage-fee pricing rather than rigid subscription or dynamic pricing.
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STP element

Application to Sudha Yoga Journey

Segmentation

The market includes several relevant segments: women aged approximately 30-60; beginners and

mixed-ability adults: people with sedentary or nce stifiness,

ally inten:

foutines who exp

back, neck or shoulder discomfort; adults seeking support with stress, anxiety, low mood, sleep
diffculties, emotional overload or work-related exhaustion: midife women, including those
navigating lfe transitions such as menopause; educated and self-aware consumers interested in
prevention and sustainable self-care; Bulgarian-speaking and community-based participants; and,
in a later digital phase, English-speaking and Bulgarian-speaking online users beyond the local
area

Targeting

The inital target market will remain local and realistic: beginners and hesitant participants in
Nottingham who are willing to pay for small-group, community-based yoga and workshops. This.
fits the current trading position: one 90-minute weekly class in a community centre, a £10 pay-per-
class price, £15 one-hour workshops, word-of-mouth referrals, WhatsApp/Messenger
communication, and a Yoga Alliance Professionals profile with 14 client reviews. The next growth
layer will include Derby-based classes, established yoga studios, sports centres, and workplace
well-being clients. A further target layer will include women interested in natural facial self-care
through Bareface Yoga workshops. In the longer term, once the website, digital content and further
qualificati

s are in place, the target market may expand to English and Bulgarian-speaking online
clients, as well as clients seeking Ayurveda consultations and massage/bodywork services

Posioning

Posifioned as an affordable, founder-led, pay-as-you-go micro-provider within the yoga and well-
being market. Its current position sits between free generic online yoga content and higher-
commitment studio or gym-based options. Compared with free online classes, the advantage of
the live format is the direct relationship with participants, the abilty to observe individual needs,
adapt guidance to individual needs in the moment and reduce the risk of incorrect asana practice
through appropriate corre

n. Compared with larger fitness or studio settings, the offer provides

greater lexibility, lower commitment, a more personal atmosphere and a 90-minute practice format

that allows time for structured asana sequencing, guided relaxation and a longer closing
meditation. The use of sensory elements such as candles, aroma, decoration, and sound
instruments further differentiates the class experience.
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Channel Current/ Planned [ Purpose Measure
use
WhatsApp / Messenger | Current Booking, reminders and direct | Enquiries, repeat attendance

enquiries

Yoga Aliance Professionals

Current, 14 reviews

Credibilty and social proof

Profile views, enquirtes
recent reviews

Facebook / Instagram Planned Tocal visibity. class updates, | Followers, messages, post
and educational content engagement

Websie / Landing page | Planned Essential information point for_| Website visits, enquiry clicks

etable, pricing, credentials.

and booking

Fiyers / Business cards Planned Local community reach and | Enquiries mentioning
offine visibiity fiyer/card

Studios / Sports centres | Planned Self-employed teaching Number of approaches.
opportunities and accessto | responses, and tral classes
existing audiences

Corporate Proposals Planned Workplace well-being and Proposals sen, responses,
employee yoga sessions bookings

Ovin Studi Tong-term option | Potential permanent branded | Studio feasi fcators:

space, stronger customer
experience and greater
scheduling control

y
stable attendance, repeat
bookings, monthly income,
venue cost comparison
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4PsArea Marketing Decision for Sudha Yoga Journey

Product Tive yoga classes; workshops; Bareface Yoga; online classes; future Ayurveda
consultation (face-to-face and online); Massagelbodywork services

Price Simple pay-as-you-go pricing; introduce bundles only once aftendance becomes
stable

Place Tocal rented venues; partner locations, studios and sports centres; potential
future studio; online platform and wider English-/Bulgarian-speaking market

Promotion Prioritise low-cost, rust-building promotion: reviews, referrals,

WhatsApp/Messenger, Yoga Alliance, Facebook, Instagram, website, fiyers, and

corporate]proposals
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Stage

Practical Action

Early Measure

Awareness | Potential customers first become aware of the class through word of | Source of enquiry
mouth, Yoga Alliance Professionals, printed flyers or business cards,
community noticeboards, host venues, Facebook, Instagram,
Linkedin and, later, local community groups.
Enquiy | Once interest s created, direct contact continues through WhatsApp. | Number of enquiries
Messenger, email or phone, with clear information about class type, | per month
duration, price, location, suitability, what to bring and how to book
Booking | Confirm atendance through WhatsApp, Messenger, emal or future | Bookings per class
booking and payment tool
First Defiver a five class with observation, adaptation and a clear class | Number of first-ime
Attendance | structure attendees
Repeat Encourage retur through consistent sessions, reminders, workshops | Repeat aflendance
Attendance | and positive Hlass experience. and average class
size
Review/ | Invite voluntary reviews or recommendations from satisfied New reviews and
Referal | participants referrals
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CostArea Treatment in Financial Plan Amount  Basis

Pre-trading T1C and accommodation | Founder-funded pre-trading start-up | £2,650.69

investment investment

‘Actual operating costs, Jan-Apr 2026 | Based on racker records ET616.77

Forecast operating costs, May-Dec 2026 | Based on planned delivery and 261592
cautious assumptions

Total 2026 operating outflows ‘Actual + forecast operafing costs 423169

Total outflows including pre-trading Operating outflows + pre-trading 7686236

investment investment

Websteldigital set-up Planned September 2026 investment | £600

‘Addiional Bareface Yoga nsurance Planned professional cover 22

Mudra CPD Planned CPD in May 2026 £148

‘Accountant consultaion One-off support 50
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inancial Indicator

Amount  Finding

‘Actual trading income, January-April 2026 £1.100
Forecast trading income, May-December 2026 5521
Total projected trading income, January-December 2026 6621
Potential universiy start-up grant, subject o approval 500
Total projected trading and grant inflows, 721
Total 2026 operating outflows £423169
Net cash position before grant £238931
Net cash position including potential grant £2869.31
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Month Cash Inflows [ Cash Outflows [ Monthly Cash [ Interpretation
Position

Tanuary ) £550.33 F47033 ‘Actual launch-period shortiall

February 290 £149.03 E140.97 Posilive actual month

March 320 £679.18 £359.18 “Actual shortall due 1o early costs

Aprl 410 [FEIFE] EA72.07 Posilive actual month

May 320 £32199 F199 Near break-even forecast month

June £968 E173.49 E79451 Posilive month, including poter
grant income

July 585 £186.99 £398.01 Posilive forecast month

August £498 £158.49 £33951 Posilive forecast month

September 845 £858.49 F1349 Temporary shortfall due fo
website/digital set-up

Gctober 980 £353.99 626,01 Posilive forecast month

November 845 £258.49 586,51 Posilive forecast month

December 980 £303.99 E676.01 Posilive forecast month
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K

Likelihood

Tmpact

igation

‘Attendance fluctuation

Medium

Fiigh

Use flexible room booking, attendance checks. pay-
as-you-go access and gradual growth before
increasing venue commitments

Cash-flow pressure

Medium

Fiigh

Monitor cash-flow monthly, keep fixed costs fow,
avoid Year 1 debt and time one-offinvestments
carefully.

Venue costs exceed income

Medium

Fiigh

Match room size 1o expected attendance and add
classes only where projected attendance can
realistically cover room hire.

Venue availability or cancellation

Medium

Medium

Maintain alternafive venue options confirm bookings
early, keep equipment portable and avoid long venue
commitments until demand stabilises.

Tnsufficient demand in Derby.

Medium

Medium

Use flyers. enquiry tracking and pilot workshops
before regular venue hire; test differentiated offers
such as Bareface Yoga and meditation/mudras.

Founder capacily pressure

Medium

Medium

Expand gradually introduce basic admin systems,
outsource selectively and avoid adding services
faster than preparation time allows.

Flealth and safety incident

Tow/Medium

Fiigh

Maintain insurance, use participant screening, offer
adaptations, introduce written intake forms and
remain within professional scope.

development

Medium

Medium

Continue low-cost channels such as direct
messaging, word of mouth and reviews while
developing a basic website and social presence

Reputational risk / misaligned
expectations

Tow/Medium

Medium

Use clear class descriptions, visible credentials,
transparent suitability messaging and feedback after
sessions

Scope-of-practice | complance
risk

Tow/Medium

Fiigh

‘Avoid clincal claims; introduce Ayurveda
massage/bodywork or specialist services only after
certfication, insurance and scope clarification
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Timeframe

Key Actions

Deliverables

Decision Gate

0-3months | Stabilise Nottingham class; itroduce | Intake form in use; business | Proceed to Derby testing
written health/intake form; open bank account opened: tracker | only if attendance, enquiries
separate business bank account; | updated weekly: flyersicards | and monthly cash position
maintain attendance and income | available; Derby remain stable; otherwise
tracking: produce flyers/business | venue/contact list created. | focus on retention and cost
cards; shortlist Derby venues and control
potential partner contacts

36 months | Test growth routes without fixed ‘Atleast one pilotiaster Start regular Derby defvery
commitments: run pilot/taster delivered; enquiy source | only i pilot attendance and
workshop activity; continue tracking reviewed; enquiry conversion suggest
venuestudio outreach; prepare website/landing page content | room hire can be covered;
basic landing page content drafted: CPD evidence othenvise, repeat pilot format
complete planned CPD milestones. | recorded or use partner venues.

6-12months | Implement websiteldigial set-up; | Websile/landing page five; | Add sessions only i
introduce a simple booking/payment | booking/payment process | attendance remains close to
routine; complete first aid documented: first aid break-even levels and
certfication: trial limited online certficate obtained: trial founder workload remains
delivery; review whether Nottingham | online session delivered sustainable; otherwise
+ Derby + workshops remain cash-flow and attendance | improve systems before
manageable within founder capacity. | review completed increasing delivery volume.

T2-month | Assess whether the business |5 Review completed using WMove towards larger

review ready for larger commitments, such | attendance, repeat commitments only if demand

as expanded venue use, stronger
online delivery, additional training or
future studio exploration

participation, cash-flow,
venue cost and founder
capacity evidence.

is stable and financially
defensible; otherwise retain
rented venues and flexible
delivery.
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YOGA VEDANTA FOREST ACADEMY

THE INTERNATIONAL
SIVANANDA YOGA VEDANTA CENTRE

HEADQUARTERS
THAVE, VAL MORIN, QUEBIC JOT 260, CANADA
FOUNDER: SWAMI VISHNUDEVANANDA

Whereas by the Grace of God, the title
YOGA SIROMANI

Teacher of Yoga
has been awarded to

Yordanka
Kancheva

for training rendered and meritorious
services rendered in the field of
PROPAGATION OF YOGA
We make this award in token of such
recognition with a prayer to the Almighty
10 bless the recipient hereof with
health, long life, peace, prosperity
and spiritual enlightenment

Issued at Reith, Tyrol, Austria

S:m :6,;, day of fu

Member,
Executive Board

in the year 2025

Vember,
‘ Executive Board

vt fpadongamnde
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THIS CERTIFICATE AND 1 APPROVED CPD POINT ISAWARDED TO

YORDANKA KANCHEVA

FOR SUCCESSFULLY COMPLETING THE COURSE

Asana Intelligence

This course has been completed online

Issued: 2026-02-11
Certificate ID: boxpieylta
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THIS CERTIFICATE AND 1 APPROVED CPD HOUR IS AWARDED TO

YORDANKA KANCHEVA

FOR SUCCESSFULLY COMPLETING THE COURSE

Vinyasa Krama

This course has been completed online

Issued: 2026-02-04
Certificate ID: xztni9kpl8
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12MONTH CASH FLOW FORECAST

MONTHS

6.00

Description (as required) Starting point 700 800 900 1000 11.00 1200 TOTAL

12
13

13
15
16
7
18
19
20
21
22
23
24
25
2
27
28
20
30

51
52

ES

Loan- start up capital No loans or investors planned = = = = = = = = = = = = = =
Sales (total sales of product and/or services) (Actual income Jan-Apr. forecast classes, workshops and T-1 sessions Nay-Dec 50.00 | 290.00 | 320.00 | 410.00 | 320.00 | 468.00 | 585.00 | 496.00 | 645.00| 980.00 | 845.00 | 980.00 6621.00
Other [Founder contribution for pre-rading investmen; £500 uriversity grant in June, subject fo approv = = = = = = = = = = = 3.150.69

Total cash in-flows (A)| __ 2.650.69 | 80.00 [ 290.00 | 320.00 | 410.00 | 320.00 | 968.00 [ 585.00 | 498.00 | 845.00 | 960.00 | 845.00 [ 980.00 9,771.69

[Room hire: actual Jan-Apr: Nattingham forecast: Derby/Bareface venue hire from forecast

12.00 TOTAL

[No permanent premises in Year 1

[No utiities because classes use rented venues

[Yoga Alliance Professionals insurance/membership and Bareface Yoga cover

[Telephone and internet

[Zoom/online platform for online defvery from September

[Marketing and advertising expenses

[Flyers in June: website/digital set-up in September

[Vehicle running costs

[Not included in core forecast. to be reviewed if additional travel becomes material

[Equipment purchase or leasi

[Sound tools. props, speaker and yoga materials already purchased

[Postage, printing, stationery

[No separate forecast. flyers included under marketing

[Transport and delivery

[Not included as a separate forecast ftem

[Professional fees (legal, accounting etc.)

IAYT subscription in January and accountant consultation in October

[Cost of sales (Cost of product)

[No product sales included in Year 1 core forecast

[Wages your own

[Ovner drawings not included: self-employed viabilty assessed through cash flow

Staff wages

[No staff planned in Year 1

[Any other

[CPD/training: pre-trading TTC + accommodation. Bareface CPD: Mudra CPD.

[Any other

[Music subscription and books/learning materials

Total cash outflows (B)|

> Cash Flow Forecast

676.01 5,540.00

< CEED
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Class Date | Payment Received Date_Tax Year Month Received Class Type / Senice Amount Received (£) Payment Method Bank / Account _Students Covered / Qty Receipt / Bank Reference Notes
8 [ TFeb20% 19 Feb 2026 20252026 Feb 2026 Group yoga class £10.00 Bark lransfer Santander 1 Fef Zheri 2 Paunova 2ZPaunova
Fef Petya and Maria
9 | 1Feb2% 20Feb 202 2025202 Feb 2026 Group yoga class £20.00 Bark transfer Santander 2 AngelovaPD Petya and Meria
10|26 Feb 2026 26 Feb 2025 2025202 Feb 2026 Group yoga class. £6000 Cash Cashbox 6 Cash class 26Feb
11|26 Feb 2026 26 Feb 2026 20252026 Feb 2026 Group yoga class £30.00 Bark lransfer Santander 3 Benk stalement %6 Feb___ Teodora lvanova, 2 Paunova, T lvanova
12|26 Feb 2026 27 Feb 202 2025202 Feb 2026 Group yoga class. £10.00 Bark lransfer Santander 1 Yoga from Bogoril Tsonev
13|26 Feb 2026 2 Feb 2026 20252026 Feb 2026 Group yoga class £10.00 Bark transfer Santander 1 Petya Yoga AngelovaP D
1405 Mer 2026 05 Mar 2025 202502026 Mar 2026 Group yoga class. £3000 Cash Cashbox 3 Cash class 05 Mar
Yoga Teodor Ivanova and
15|05 Mer 2026 06 Mar 2026 20252026 Mar 2026 Group oga class £20.00 Bark transfer Santander 2 Bogomil Tsonev
16 |05 Mer 2026 10 Mar 2025 202502026 Mer 2026 Group yoga class. £30.00 Bark lransfer Santander 3 Pelya Yoga Petya Maria and Stiyena
17|12 Mer 2026 12 Mar 2026 20252026 Mar 2026 Group yoga class £5000 Cash Cash box 5 Cash class 12 Mar
18|12 Mer 2026 12 Mar 2026 20252026 Mer 2026 Group yoga class. £20.00 Bark lransfer Sanlander 2 Yoga Petya and Bogomil __Angelova P D, Bagomil Tsonev
19|18 Mer 2026 19 Mar 2026 202502026 Mer 2026 Group yoga class £70.00 Cash Cash box 7 Cash class 19 Mar
Yogafrom PaunovaZ.
20| 18Mer 2026 20 Mar 2025 20252026 Mar 2026 Group yoga class. £20.00 Bark lransfer Santander 2 Teodoralvanova
21|26 Mer 2026 26 Mar 2025 20252026 Mar 2026 Group yoga class £5000 Cash Cash box 5 Cash class 26 Mar
22|26 Mer 2026 26 Mar 2025 20252026 Mer 2026 Group yoga class. £10.00 Bark ransfer Santander 1 Yoga Bogomil Tsonev
23|26 Mer 2026 27 Mar 2025 202502026 Mar 2026 Group oga class £20.00 Bark transfer Santander 2 [vanova, Paunova 2
2402 Apr 2026 02 Apr 2026 20252026 Apr 2026 Group yoga dlass £10000 Cash Cashbox 10 Cash class 02 Apr
Ivanova T, Panayolova T,
Paunova 2. Angelova P D,
25| 024pr 2026 03 Apr 2026 20252026 Apr 2026 Group yoga dlass £50.00 Bark transfer Santander 5 Bogomil Tsonev
26|09 Apr 2026 03 Apr 2026 20262027 Apr 2026 Group yoga dlass £6000 Cash Cashbox 6 Cash class 09 Apr
27|09 Apr 2026 10 Apr 2026 20262027 Apr 2026 Group yoga class £10.00 Bark lransfer Santander 1 Bogormil Tsonev
28|16 Apr 2026 6 Apr 2026 20262027 Apr 2026 Group yoga class £4000 Cash Cashbox 4 Cash class T Apr
Angelova P D, Paunova 2,
29|16 Apr 2026 6 Apr 2026 20262027 Apr 2026 Group yoga dlass £30.00 Bark transfer Santander 3 Bogomil Tsonev
30 |23 Apr 2026 23 Apr 2026 2026207 Apr 2026 Group yoga class £3000 Cash Cashbox 3 Cash class 23 Apr
Bogomil Tsonev, Angelova P
31| 234pr20% 24 Apr 2026 20262027 Apr 2026 Group yoga dlass £40.00 Bark transfer Santander 40, Ivanoval, Ina Faycheva
32|30 Apr 2026 30 Apr 2026 20262027 Apr 2026 Group yoga dlass £3000 Cash Cashbox 3 Cash class 30 Apr
33|30 Apr 2026 30 Apr 2026 20262027 Apr 2026 Group yoga class £20.0 Bark lransfer Santander 2 Bogomil Tsonev. | lvanova
3430 Apr 2026 01May 2025 202602027 May 2026 Group yoga class. £20.00 Bark lransfer Santander 2 Iva Grguiova, Angelova P D
35 ] 02 May 2026 20262027 May 2026 Group yoga class £10.00 Bark transfer Santander 1 Paunova 2
3
14
38
39
40
a1
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Mol Classes Students Expected Income by Class Date (£) Income Received by Payment Date (£) Claimable Expenses (£) Profit () Cash Income (£) Bank/Digital Income (£) Average Students/Class Notes Expected vs Recive,
Jan 2026 1 8 80 80 55033 -470.33 80 0 8 OK

Feb 2026 4 29 290 290 149.03 14097 190 100 7.25 oK

Mar 2026 4 32 320 320 679.18  -350.18 200 120 8 oK

Apr 2026 5 44 440 410 23723 172.77 260 150 88 Timing difference / unp:
May 2026 0 0 0 30 375 75 0 30 Timing difference / unp:
Jun 2026 0 0 0 0 0 0 0 0 oK

Jul 2026 0 0 0 0 0 0 0 0 oK
Aug 2026 0 0 0 0 0 0 0 0 oK
Sep 2026 0 0 0 0 0 0 0 0 oK

Oct 2026 0 0 0 0 0 0 0 0 oK

Nov 2026 0 0 0 0 0 0 0 0 oK
Dec 2026 0 0 0 0 0 0 0 0 oK





