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01 BACKGROUND 
INFORMATION



CATCH OUR 
BREATH

A non-profit yoga program that aims to 
teach mindfulness, flexibility, and 

resilience to underserved youths in the 
Boston area.



The Problem: Health Inequity

Boston youths are 
overweight or obese.

exposed to 3+ Adverse 
Childhood Experiences 

(ACEs)

2 out of 5 9%

Household Income → Strong predictor of children’s health and development

Low income = higher chances of anxiety, depression, and worse overall health.



Catalyst for Change

Catch Our Breath strives to promote health equity among Boston youths 

through fun Kundalini yoga classes that are proven to alleviate stress and 

anxiety among urban students.
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CONSUMER ANALYSIS
Target Market: Boston Public Schools in low-income areas

USERS: 
STUDENTS

INFLUENCERS: 
PARENTS

80% are low income

Limited access to health 
resources and wellness 
programs

Parents are becoming 
worried during COVID-19

Children are moving less:
Ages 5-9   → 54%
Ages 9-13  → 66%
Ages 14+    → 82%



SWOT ANALYSIS

OPPORTUNITIES

STRENGTHS WEAKNESSES

THREATS
O

S W

T
COVID-19



●

●
○ Gymnastics, running, soccer, 

basketball, and crossfit
●

INDUSTRY ANALYSIS

HANDS TO HEART CENTERBOSTON PUBLIC SCHOOLS

●

●

●
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GOALS

SHORT TERM LONG TERM



STRATEGY

Funding Promotion Outreach
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STUDY CONSUMERS

Desired Location Target Pilot School Primary Audience

“Boston area schools in 
underserved 

communities”

Ellis Mendell Elementary 
School Pilot Program 
with Elizabeth Hadley

Elementary School Kids



Jamaica Plain Stats



Ellis Mendell 
2019 Stats



STUDY CONSUMERS

Desired Location Target Pilot School Primary Audience

“Boston area schools in 
underserved 

communities”

Ellis Mendell Elementary 
School Pilot Program 
with Elizabeth Hadley

Elementary School Kids

Geographically Demographically Psychographically
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SHAPE THOUGHTS

Subject Line Opening Line Graphic

“Mary, ready to 
awaken your 
higher self?”

“Did you know yoga can 
improve academic 

performance, classroom 
behavior, and even 

reduce anxiety and stress 
in children?”

https://www.yogajournal.com/poses/kids-breathing-practice-emotional-health

https://www.yogajournal.com/poses/kids-breathing-practice-emotional-health


EMAIL NEWSLETTER TEMPLATE



INFLUENCE ATTITUDES
USING SOCIAL PROOF

“Get active and improve your school performance!”

INJUNCTIVE NORMS



INFLUENCE ATTITUDES
USING AUTHORITY

Industry ProfessionalsTeachers & School 
Administration

Catch Our Breath is…. The 
logistics of the program 
include…. It can benefit 

students by....

Parent night events

Present to students in school

Video presentations

Social media posts

Kundalini Yoga has been proven 
to help students with school 

performance, physical fitness, 
happiness, and stress reduction, 

among other benefits... 



IMPACT CHOICES
Catch Our Breath  should eventually use an opt-out 
option  in the selected school.

● Children would automatically participate, unless 
they ask to be removed.

● Transparent intentions 

Why? 

Owner of M2M advised us that the 
program should not be mandatory

People tend to retain the default 
because the disadvantages of leaving it 
loom larger than advantages 
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TIMELINE

6-9 months 1-6 months 1-5 years 



Short Term Funding: BUDGET
● Personal donors 

○ GoFundMe campaigns 
● Local businesses 

Long-Term Funding: 

● Federal grants 
● Private grants 

○ Lululemon “Here to Be”



Program Satisfaction:
Evaluation

● Administer surveys every few months
● Teachers could monitor students: 

○ Behaviors
○ Stress levels
○ Grades

Benchmarks:

● Month-to-month success
● Adoption and approval ratings



THANK YOU FOR 
LISTENING!


