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	The Educational Approval Board (EAB) is a postsecondary education agency that employs a regulatory model focused not only on compliance, but also institutional effectiveness.  To facilitate an environment in which schools seek to be effective organizations that improve over time, the EAB requires schools to submit evidence appropriate planning has been conducted.  Although similar to a strategic or business plan, this information will enable the EAB and school officials to engage in a dialogue over time about the future of the school.

Schools that already have some type of strategic or business plan (e.g., schools that have either a corporate or accreditation plan) must adapt these documents to the following requirements and focus on Wisconsin operations and students.   The EAB does not expect any school to divulge any sensitive, proprietary business information.  The information must address the five elements identified below and provide the information requested.

	I. SCHOOL INFORMATION

	Name of School: 

 Hot Yoga MIlwaukee Teacher Training    


	II. PLANNING ELEMENTS

	A. MISSION.  Describe your school’s mission and vision, which identifies its purpose and its core values.
 Our mission at Hot Yoga Milwaukee Teacher Training is to foster an environment where students, teachers, and staff experience a sense of physical, mental and emotional well-being in a warm, fun, relaxed yoga community.  We train the next generation of Yoga teachers, guiding them through anatomical learnings and the details of specific poses and yoga sequences, while also providing a framework of positive culture, student confidence and safety, and emotional well-being.  
  

	B. MARKET.  Discuss the nature of your school and the business in which it is engaged.  Describe who your existing and/or potential customers are and what motivates them to enroll in your school.  Explain how you let these customers know you are in business.  Finally, identify who your competitors are and how you are different from them.
Hot Yoga Milwaukee Teacher Training trains our students in the specifics regarding yoga instruction in a hot environment.  This environment is very specific, with temperatures up to 105 degrees and up to 40% humidity.  As such, there are several key details regarding yoga instruction and student safety that our school focuses on; details which are quite different than other competitive yoga teacher training programs in our market.  Due to this, our training is very unique to the metro Milwaukee area.  Our main source of customers are students who currently practice yoga at both Hot Yoga Milwaukee locations, or friends and word-of-mouth contacts of those students.  We publicize our school on facebook and other social media, in traditional print ads in local newspapers, on our website, and with flyers and posters at both of our studio locations.


	

	C. MANAGEMENT.  Describe your management team and how it functions to lead, administer and position the school.  If your school has advisory boards, describe how the school uses them for program and school improvement.
Tracie Polhamus is the president/CEO of Hot Yoga Milwaukee and is the lead decision maker on most high priority items regarding the school content, scheduling, and marketing.  Jon Polhamus is the co-owner (with Tracie) of Hot Yoga Milwaukee and leads up the marketing, design, and communication efforts for the school and the studio.  Tracie is also a yoga instructor, and will be teaching at the school alongside a key outside yoga teacher that is brought in specifially to teach at the school and organize the curriculum: Fransicso Morales Bermudez.  Additionally, several of the current staff members of the Hot Yoga Milwaukee studios will take part in the school, teaching specific sections based on their expertise.


	D. SWOT ANALYSIS.  Identify your school’s strengths, weaknesses, opportunities and threats (SWOT).  Based on the results of this SWOT analysis, provide the following:

· 3 to 5 goals for strengths/weaknesses and how they will be addressed by your school.

· 3 to 5 goals for opportunities/threats and how they will be addressed by your school.

The goals should have specific objectives, defined results, a timeline for completion and metrics (some type of evaluation or measurement) by which the institution can evaluate/measure their success.  In developing its goals, the school may wish to refer to the Elements of Effective Institutions graphic that is included on the back page of this form.
Strengths:

- Experience.  Our teachers and guest-teachers have incredible experience with Hot Yoga instruction, having spent years teaching at world class hot yoga studios around the world.  Our marketing material emphasizes this.
-Facilities.  Our facilities in Milwaukee are truly-world class, and are above and beyond the typical yoga studio in the area.  Our heavy investments in these facilities provide a significant barrier to entry for competitors.  Our marketing reflects this.
-Passionate customer base.  The current customer base of Hot Yoga Milwaukee tends to be incredibly passionate and brand-loyal, offering a great opportunity for students to enroll in our school.  Our targets for marketing reflects this.
Weaknesses:

-Yoga School brand recognition.  Although Hot Yoga Milwaukee is well known as a yoga studio, we are not yet well known as a teacher-training school.  Marketing and new ad locations are planned.
-Limited customer base.  Though we have many yoga students at Hot Yoga Milwaukee, the potential customer base for Hot Yoga specific training will always be quite small.  Our goals for enrollment reflect this reality, and we expect 10-15 students per year.  Our curriculum is tailored to this, and offers a smaller more intimate setting focused on team building and one on one instruction.


	

	D. SWOT ANALYSIS (continued)  

-Timing.  The timing of the school in summer is a good time for college students (a target audience) to participate, but many of these college students leave for the summer which poses a challenge.  By advertising early, we hope to have captured some of these students who would have potentially left the area.
Opportunities:

-Build a midwest reputation and grow our school over time.  With our well-known brand as a studio, we hope to become known also a destination to learn to teach hot yoga.  Using social media tools with graduates will help spread the word, as well as testimonials from past students.

Threats:

-Corporate chain studios.  A major national chain of yoga studios have moved into the MKE metro market.  We plan to combat this by emphasizing the local-business nature of this school, which is a popular asset within our target audience.
-Market saturation.  With yoga becoming more and more popular, there are many more choices for yoga students.   Our unique nature as a HOT yoga school and our facilities mitigate this threat to some degree.




	E. FUTURE THINK.   Describe your school 5 years from now.  What will it look like and how it will be positioned in the market place.
5 years from now our school will be well known throughout the metro Milwaukee and extended areas as a highly capable, professional, sought after Hot Yoga School.  We will be known as a great neighbor; a yoga studio and school that fosters a strong yoga community among the other studios in the area, and one that consistently provides the greater community with highly trained yoga teachers.


	III. SUBMISSION

	I hereby certify that the information contained on this form and any attachments to the form is true and correct to the best of my knowledge.

	Signature of Authorized School Official: 



	Print or Type Name and Title of Authorized School Official:

Jon Polhamus
	Date: 

5/19/2016
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