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INTRODUCTION

1 INTRODUCTION

The world of sports nowadays generates approximately 632 billion euros annually, a sector that

represents one percent of the world's gross domestic product (GDP).

Although it is true that at the beginning of history it was used as a means of survival, either for the
search for food or as a means of defense, today it is mainly used by many people to improve their

mental and physical health.

This being the case and given that the variety of existing sports is immense, this project is mainly
focused on one of them: yoga; a sport that, despite existing since approximately 10.000 or 5.000 B.C.,
has become very popular over the last decades; being practiced either online, in person or hybrid by
approximately 500 million people around the world. This is not surprising, since yoga provides the
perfect combination to achieve a balance between mind and body. Thanks to meditation and yoga
postures which require control and development of flexibility and musculature, yoga is an ideal
solution to face the problems of the 21st century, controlling anxiety levels, improving mental and

physical health.

Therefore, as a consequence over the last few years, different applications are being used to practice

yoga online, such as DownDog, Youtube or Xuan Lan.

Nevertheless, as it happens with all the sports yoga can become as useful as dangerous when being
performed incorrectly, creating not only physical injuries but also mental stress to its practitioners. So,
seeing this problem, this master’s thesis is mainly aimed at the creation of a yoga application used for
practicing and improving at yoga in a comfortable and controlled way by the use of a body recognition

system that mainly uses video data analysis and machine learning.
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2 OPPORTUNITY APPROACH

When embarking on the development of any product or project, it is necessary to have a clear idea of
why it should be developed, in other words, it is necessary to know what value it can provide as well
as the need it covers.

2.1 BUSINESS OBJECTIVE AND OPPORTUNITY

Yoga is a sport that is mainly based on the realization of body postures based on the balance and body
strength of oneself; and that being the case, just as the correct realization of these postures can bring
great benefits to the strength and body agility as well as to the mental health, the incorrect realization
of these postures can generate serious muscle injuries; being therefore advisable to start practicing

yoga with the help of sports professionals.

This being the case and knowing the difficulty and / or discomfort involved in performing the postures
correctly through either collective or individual online classes, the main idea of this project is to make
use of a body recognition system that, through the use of video data analysis and machine learning

provides a differential, comfortable and controlled way to either practice or teach yoga.

Not only that, but it also seeks to create an application capable of helping the progressive and personal
improvement of its users; providing for this purpose individual and group online yoga classes, a control

over the personal evolution of each user and tips for doing yoga among other features.

2.2 MOTIVATION AND FEASIBILITY OF THE PROPOSAL

Whether due to lack of time, energy, or money, reaching one's optimal level of physical and mental
health is one of the most important and at the same time difficult things to achieve nowadays.
Visualizing this fact and followed by our passion for sports; we decided that trying to improve the
practice of yoga and motivate people to practice a sport as complete and important as this one would
be a good idea to carry out this master’s thesis project. What is more, being such a popular sport, the
yoga industry is estimated to be generating approximately 10.4 billion dollars by 2025; so it is clear
that a good business idea could generate profit inside of this industry.

This being the case, and in order to see what the reliability of our idea could be, the first thing we did
after was to conduct interviews with users with the intention of checking or corroborating the
hypotheses we had regarding how yoga teachers and practitioners would receive this idea. However,
and in order so that it is easier to understand which our proposed solution is, in the following section
and before the analysis of the made interviews, a deep analysis of the solution of YOGO is going to
be made.
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3 THE SOLUTION: YOGO

The aim of the solution is to guide individual users, beginners as well as yoga users from all levels of

practice, and to assist yoga instructors or institutions.

With this objective in mind, we have designed an application called YOGO, a Yoga App that, through
body recognition and follow-through feedback, not only encourages its users to practice Yoga through
a progressive learning system, but also helps Yoga teachers to attract new users and coach classes with

greater control and ease.

For the application to fulfil the above functionalities, we have designed an algorithm using Google’s
Mediapipe and OpenCV with Python. This algorithm can process either a pre-recorded video or a real-

time live video passed through a webcam.

OpenCV (Open-Source Computer Vision Library) is an open-source computer vision and machine
learning software library, whereas Mediapipe is a framework for building machine learning pipelines
for processing time-series data like video or audio, for instance. Mediapipe works in Desktop/Server,
Android, and i0S, among others, which is why we decided it was a suitable option for designing our

algorithm.
The way the algorithm (YOGO) works is as follows:

1. First, avideo is divided in frames. For each frame, landmark detection is performed. For each

landmark detected, there are four associated variables:
e X coordinate: normalized to [0.0, 1.0] by the image width.
e ycoordinate: normalized to [0.0, 1.0] by the image height.

e z coordinate: represents the depth of the landmark, with the midpoint of the hips being
the origin. The smaller the value of z, the closer the landmark is to the camera. Normalized

the same way as X.

e visibility: it is a value with range [0.0, 1.0] representing the possibility of the landmark
being visible (not occluded) in the image. For example, as a user moves closer or further
away from the camera, their landmark points are more or less visible, and the skeleton

drawn will either be full or partial.

2. Next, once we have detected the landmarks and the complete skeleton (or partial skeleton,
depending on the visibility) of the user has been drawn, pose classification takes place.

3. Lastly, when the user has finished their yoga session, the algorithm automatically generates
feedback that will then be passed to the user, without any need for this feedback to go through

the instructor first. Additionally, the user will be able to check their evolution over time.
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3.1 LANDMARK DETECTION
Mediapipe is a 2-step detector, detection + tracking. This means that this technology will detect the
user and then track their movements.
The main parameters passed to the pose detection model are:

e static_image_mode: if we set it to False (default) the implementation is faster, but if we

are more interested in the accuracy than the speed, we would set it to True.

On the other hand, if set to True, the person detector is invoked on every input image. This
is the approach to take when working with a set of unrelated images, not videos.

e min_detection_confidence: it is the minimum detection confidence required to consider
the person detection prediction correct. Its default value is 50% (0.5). Its range goes from
Oto1l.

e min_tracking_confidence: increasing this value will result in a more robust pipeline but

also an increase in the latency.

e model_complexity: values are 0, 1 or 2. 1 is the value by default. They represent three

different models.

After the landmarks have been detected, the normalized values for the x, y and z coordinates can be

converted into their original scale by using the width and height of the image.

The Pose Detection Function will store the landmark points and put them in a list, for its subsequent

display.
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In [6]: # Create a copy of the sample image to draw Landmarks on.
img_copy = sample_img.copy()

# Check if any Landmarks are found.
if results.pose_landmarks:

# Draw Pose Landmarks on the sample image.
mp_drawing.draw_landmarks(image=img_copy, landmark_list=results.pose_landmarks, connections=mp_pose.POSE_CONNECTIONS)

# Specify a size of the figure.
fig = plt.figure(figsize = [18, 10])

# Display the output image with the Llandmarks drawn, also convert BGR to RGB for display.

Output

Figure 3.1: Landmark detection

In [7]: |# Plot Pose landmarks in 3D.
mp_drawing.plot_landmarks(results.pose_world_landmarks, mp_pose.POSE_CONNECTIONS)

A~
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Figure 3.2: Landmark detection in 3D

In the image above we can see how the four variables associated to each landmark play a part in the
drawing of the skeleton. The x, y and z coordinates will determine where each landmark will be drawn,
whereas the value for the visibility will result in a landmark being drawn or not.

10
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3.2 POSE CLASSIFICATION
The best way to do pose classification is using Mediapipe to get the landmarks of the body and then
create a perceptron, a simple dense network, to pass the landmarks to this model.

Afterwards, the different classes can be fed to the model. In our case, the different classes are the

different yoga poses.
Considering the case of yoga, we decided to use angle heuristics to perform pose classification.

With this in mind, we first created a function to calculate the angle between landmarks. This function
takes into account that depending on the way the angle is calculated there is a possibility that the value
returned is a negative one. Therefore, we introduced a condition so that if the calculated angle is
negative, it can be converted to a positive angle by adding 360°:

if angle < O:
angle += 360

This function which calculates the angle between landmarks, the calculateAngle function, is internally
called by the function which performs pose classification.

Because we are working with heuristics, as we add poses to the model, its complexity increases. For a

higher number of poses, the best course of action is to use a multilayer perceptron.

Later on we will explain how we will add value to the user through the employment of the collected

data from our users’ yoga sessions.

With the angles obtained after calculations, we can check several things to determine which pose (if
any) the user is making. For instance, we can define an angle to check whether the user has their left

leg straight or not.
We work with angles between a certain range to classify the poses.

The model can either be tested with images or videos and as mentioned before, the videos can either

be pre-recorded or come from a feed passed via the webcam in real-time.

11
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In [18]: # Read another image and perform pose classification on it.
image = cv2.imread('media/WarriorIIPoseTFM.png')
output_image, landmarks = detectPose(image, pose, display=False)
if landmarks:

classifyPose(landmarks, output_image, display=True)

Output Image

Warrior Il Pose

Figure 3.3: Pose classification on an image from a side angle

In [23]: # Read another image and perform pose classification on it.
image = cv2.imread('media/Treepose2TFM.png')
output_image, landmarks = detectPose(image, pose, display=False)
if landmarks:
classifyPose(landmarks, output_image, display=True)

Output Image

Figure 3.4: Pose classification on an image from a frontal angle

12
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3.3 FEEDBACK

The user will automatically receive on their YOGO profile their personalized feedback after each yoga

session, as well as their evolution over time.

This feedback will include a recommendation of sessions to watch after the one the user has just
attended. These sessions will be recommended depending for instance on the poses the user has not

performed correctly, so that they can focus on, practice, and improve them.

Stats actuales vs. practica anterior

Estabilidad | Flexibilidad
Calorias o0% A 20% W
L Duracién | Nivel practica
13:54 s A

Analisis Nivel progresivo por tipo

Postura a Postura
Buen trabajo!

M g—

g— a—— pe—
ﬂr = ! 3 ‘ I

| v
-

Corrige algunos detalles para la siguiente practica!

Figure 3.5: View of the feedback received by the YOGO user

3.4 MAIN FEATURES
Through this algorithm, YOGO will be able to cover the needs that both yoga users and instructors
have nowadays, identified in the previous section.
The main features of YOGO are listed below:

e Body recognition technology: as explained before, this technology will perform pose
recognition and pose classification, providing afterwards feedback which will depend on the
performance of the user during their yoga session.

« Evolution over time: users will be able to access their statistics showing their evolution over
time through their profile in YOGO. Consulting this evolution will be a way to motivate

them either to improve or to continue improving.

13
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o Modified exercises depending on injuries or level of practice: each user will have access
to a personalized home page based on both their level of experience and whether they suffer

from an injury.

« Video repository of yoga professionals: since the platform involves yoga professionals, i.e.
yoga teachers, the digital content generated by them will be available to the users. This will

result in the availability of quality content.

o Recommendations of nearby teachers and Yoga schools, with reviews from other users:
making use of ArcGIS, a geospatial software developed by Esri to view, edit, manage, and
analyze geographic data, YOGO will provide recommendations to the user of both yoga
teachers and yoga schools in their area. These recommendations will include reviews from
other users who will have previously tried out said Yoga school or assisted a class with said

Yoga instructor. In addition, the user will be provided with directions on how to get there.

3.5 TYPES OF USERS

There are 2 types of users in YOGO. Those who practice yoga and teachers. The former will be able
to enjoy all the content available on YOGO regardless of their level or experience. In the case of
teachers, they will have the same access to all the content of the platform, but they will also be able to

upload their own classes to the application, as well as teach them live.

351 TEACHERS

They are users who give their own yoga classes. After registering they can start uploading content to
the platform, as well as give their own live classes where, with the use of the body recognition
algorithm, they can correct all their students in a much more accurate and agile way than in real life.

A teacher will also be able to reward users by awarding them with YOGQ's own prizes.

3.5.2 USERS

They are those people who practice yoga and want to follow the classes of the teachers, either live or
recorded. After registering, they will be able to start following the classes they want, as well as discover
new teachers that may interest them. After the sessions, they will receive visual feedback on how they
have performed the different postures, which will allow them to see their evolution over time and

speed up their progression.

14
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4 RESEARCH AND DATA COLLECTION

As is well known, an idea is only as good as the profit and the benefits it creates either to its users or
to the companies and people behind it. Therefore, one of the tasks performed both at the beginning
and throughout this master’s thesis was to validate the value of the YOGO idea as well as the real

market needs it could cover.

41 MADE INTERVIEWS AND OUTSTANDING RESULTS OBTAINED

This being the case, the following have been the interviews and/or methods used to validate the idea

throughout the master’s thesis; as well as the results and/or conclusions obtained:

4.1.1 MARKET ANALYSIS AND IDEA VALIDATION

In this part of the research, more than 40 face-to-face interviews were conducted with different yoga
teachers and practitioners in order to visualize if there really was a market opportunity around yoga
and the improper performance of this sport. Not only that, but also served to allow us to introduce

ourselves to different people in this world.

Through these interviews we were able to verify the need for an application like YOGO and we were
able to establish the basis of the needs that this application should cover as well as the applications,
extras, possible payment methods and others that it would receive. Overall, we obtained the following

information:

Main customer segments:

Users who practice yoga at home online.

Beginners in the world of yoga.
Teachers / schools with online classes.
Main uses for the YOGO app:

e Posture correction at the beginning of yoga practice.

e Follow-up and recommendation of yoga schools and lessons around you.

e Reduction of injuries while doing yoga.

e To allow the users to combine online and presential classes.

e Improvement in the practice of yoga via feedback (using levels for example).
Payment methods to consider:

e Monthly / quarterly / annual mainly payments (around 15-25 euros per month and per
user)

e Visualize the option of creating a Freemium application (pay something for the app and
then add extras on top of that).

e Maybe use a free trial system

15
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“Competence” to consider

e YouTube
e Down Dog
e Xuan Lan
e Forta Fit
Extras to consider for the application:

e Meditation programs (very helpful)

e Info around yoga and its asanas, including benefits of yoga and the different practices.
e Information of healthy recipes.

e A rating of the different teachers who had the platform and opinions around them.

e To offer online/in-person option/retreats in summer or other times.

e Reminders to users to practice Yoga.

412  ANALYSIS OF USER PROBLEMS AND VALIDATION OF THE YOGO
APPLICATION

This phase of the interviews was conducted after having developed a small demonstration of the

possible operation, cost and use of the YOGO application.

It was basically focused on the completion of two forms: an initial one to filter and check what
approximate percentage of people perform yoga either online or face-to-face; and a second form that
was sent to this percentage of people who practiced yoga to ask them about their experience inside of

this world and to show them the YOGO demo and get their opinion about it.

Therefore, the conclusions obtained in this phase have been divided into two main groups; those

generated by Yoga practitioners and those generated by teachers:

Student conclusions

The students were mainly asked two questions; the first one was to see if they performed Yoga
individually and online at home and, if so, what their experience had been; obtaining the following

results:

* 81.6 Yo of the people used online platforms such as Youtube and so on in order to practice Yoga.
50

From 1 to 5 we asked them if, 40
while practizing individually, they 30
Fa c 20
felt like they were doing the ”: -
stures correctly. -
, I T
| 2 3 4 3

Figure 4.1: Do students practice yoga online?

The second had to do with whether they had practiced yoga in a group setting and again what had been
16
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their experience in this field, obtaining the following results:

* 26.3 Yo of the people participated in groupal online Yoga lessons.
A0

From 1 to 5 we asked them if, 30
during the online lessons, they felt 20
properly listened, observed. and 10 . . -
helped. 0 I -
| 2 3 4 3

Figure 4.2: Do students practice yoga in group lessons?

Finally, they were presented with a short demonstration of YOGO and how it works and were asked

to tell us from 1 to 5 what value this application would add to their yoga practice:

¢ Yoga learners - individual users

78.9% - level 4 and 5

Figure 4.3: Students’ opinion of YOGO

Teacher conclusions:

Regarding the teachers, they were asked if they conducted or had conducted online classes; and being
this the case, they were asked about how many of their students had dropped out of their classes:

® 66.7 Yo of their students dropped off their Yoga classes.

75

From 1 to 5 we asked them how 50

important was to properly observe, o
listen and help their students.

0

1 2 3 4 )

Figure 4.4: How many students dropped out of their yoga classes?

Again, as with the Yoga practitioners, the teachers were shown how YOGO works through a demo
and were asked to tell us on a scale of 1 to 5 what value this application would add to their yoga
practice:

17
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* Yoga Professionals - teachers and schools

100%¢ - level 4 and 5

Figure 4.5: Teachers’ opinion of YOGO

4.2 MAIN CONCLUSION

As it can be seen in the obtained results, the main conclusion generated through these interviews has
been that there really is a business opportunity and necessity around the world of yoga that the YOGO
application could cover. Therefore, these interviews were incredibly helpful not only for obtaining
information and for defining the basis of the YOGO application but also for introducing ourselves to

a lot of different yoga schools, teachers, and practitioners.

18
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5 BUSINESS MODEL

During the interviews and surveys carried out, we also generated a question to our users about what
would be the most comfortable, affordable and attractive subscription method for the application and

platform to themselves.

During the stage of interviewing individuals, before asking the question we generated about their
preference in terms of payment methods and amounts, the first thing was to ensure if the added value
offered by our idea was convenient or not for our public, and how comfortable they would feel with
an artificial intelligence correcting their body posture. Out of all the interviews (around 40, both
practitioners and professionals), there were only two "negative" comments regarding the use of YOGO
as support in yoga practice: both users, professionals in the sector, and having practiced for more than
10 years, they commented on how they did not agree with the online model in the practice of yoga: “I
consider that the energy that moves in a yoga class is unique, and that you do not feel from your home
and without having someone. Your teacher by your side guiding the class and your classmates. The
heat and energy that is created during class is not experienced online. As a punctual solution when
you are traveling or for justified reasons, | see it well, but normalizing the usual use of these platforms
for everything, as has happened as a result of the pandemic, seems like a bad idea to me”; the rest of
the participants in the survey agreed on the interest in the proposal, and on how there was no service

similar nowadays.

The question we asked regarding preference of payment method and price during the interviews was

different for individuals than for professionals.
For those users who practice regularly, the questions to answer were the following:

1. Would you be willing to pay for a virtual help of this type? - 100% of the users
interviewed confirmed this, although some expressed doubts with answers such as “why not”,

which shows doubt.

2. Would you prefer to pay a monthly fee comfortably? - Most of them stated that they
wanted to pay in a monthly - quarterly - annual installment so as not to have to think about
payments anymore: "you pay once and that's it". There was a minority that proposed the

Freemium model as an option.

3. How much each month maximum? - Being such an open question, we find diverse

answers: from paying €5 per month, to €40-50 per month.

4. Would you like to be able to try the platform before? - Here we confirm that all users

agreed that yes, testing the application and seeing how it works would be a necessity.

19
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As for the professionals who participated in our interviews, the questions were even more open, so as

not to influence the answer, as we were able to do in previous interviews:

1. What do you think of an artificial intelligence correcting posture? - 100% of the teachers
commented that they would trust it once they could test the platform, see its operation and its
results compared to the corrections that the students are taught.

2. Do you see a way out of past problems with this platform? - 72% of the teachers we
interviewed saw a very strong added value to this platform, but as we mentioned, there were

certain profiles that trusted that teaching yoga should be merely face-to-face.

3. How much would you pay for such help? It can be a monthly, quarterly, per use, per
student, etc. subscription. - There were many proposals, the most commented being a
monthly subscription per student, monthly subscription per group of students (from 0 to 10
students one subscription, 10 to 20 students one price, from 20 to 50 students another price,
etc.), or the Freemium model, which would be practically being able to use the application as

a Zoom, to show your live classes.

As soon as we finished the personal interviews, we generated the survey to access a larger number of

people. If in one of the answers you chose that you were a yoga professional, the questions were

different from those for practitioners. The question to generate the business model was:

“Which of these offers do you find most attractive?” The possible answers and the results are included

in the following screenshots:
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¢Cual de estas ofertas te parece mas atractiva?
38 respuestas

@ Tarifa plana mensual / trimestral / anual
para usar todas las funcionalidades.

@ Tener una variante freemium:
funcionalidades gratis (ver videos de
profesionales disponibles) y funcionali...
Me gusta la primera opcién pero hay
mucha desconfianza al pagar las apps,
asi que ofreceria también un periodo. ..

@ La opcidn freemium deberia incluir un
parte de 30 min gratis con el algoritmo...

Figure 5.1: Users' answers



BUSINESS MODEL

:Cual de estas ofertas te parece mas atractiva?
6 respuestas

@ Tarifa plana mensual / trimestral / anual
para usar todas las funcionalidades,
independientemente del nimero de
alumnos a los que des clase online.

@ Tarifa plana mensual / trimestral / anual
para usar todas las funcionalidades, que
se acomode a un rango de alumnos
(diferentes precios para profesores co...

@ Tener una variante freemium:
funcionalidades gratis (generar
reuniones para dar clase online, mode...

Figure 5.2: Teachers' and professionals' answers

As we can see, the most striking response, despite the fact that none offered in its free version the
added value for which YOGO is recognized, which is postural correction, plus many other features,

was that of the Freemium model.
Based on the form responses on the forms and personal interviews, we got to two main conclusions:

e Around 70% of the users prefer a Freemium payment method as they have questions on

the use and experience of the platform (trial method was not an option we offered).

e 100% of the users agreed that a trial of the App and its added value would be strictly
necessary.

Because of it, we realized that a Free Trial Method and later subscription is a win-win for all the

established parts, both our clients and our company.

Depending on the preference of the clients, we would offer different subscription payment models,
being this monthly or annual; the annual one carries a discount included, so that it draws more attention
when choosing the payment method. The initial test time would be seven days for everyone, this

decision being an estimate, for which it can be edited and lengthened:

+ Yoga learners - individual users + Yoga Professionals - teachers and schools

WEEKLY TRIAL FOR FREE WEEKLY TRIAL FOR FREE

MONTHLY SUBSCRIPTION PER STUDENT MONTHLY SUBSCRIPTION
20.00€ 5.00€ / STUDENT
YEARLY SUBSCRIPTION PER STUDENT YEARLY SUBSCRIPTION

(ONE MONTH FOR FREE!) o
} 220.00€ 36.00€ / STUDENT

Figure 5.3: Business Model - YOGO

If annual payment is chosen, interns would save one month of the year; If teachers choose the annual

subscription, instead of €5/student, they would pay only €3.
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6 MARKETING STRATEGIC PLAN

Our marketing plan, strategically digital, to save stationery, dubbing and production costs for other

types of advertising such as television, radio or frames in a city, is based on four fundamental pillars:

6.1 SOCIAL MEDIA:

Since the pandemic, there are two social platforms on which yoga advertising and practice has

flourished:

6.1.1 INSTAGRAM

Today, it is the king of Social Networks. With a brutal visual capacity, there is no brand today that is
not recognized in part by its movement on this network. Users of the social network who also practice
yoga, seek in the same inspiration from professional accounts, and practice tricks, movement in their
stories, recognize themselves in some of the images with the models of the videos... In short, the gain

prior experience with that moment.

Because you can "easily" capture traffic from this social network to the web page, or in your case, to
the download in the app-stores for iOS and Android, and that it is a great tool to create that branding
and that it is recognize your brand, there was no doubt that Instagram was going to be the first chosen

for our project.

For now, this is the only real opening of the chosen profiles with multimedia material:

Instagram: @yogoappl - https://www.instagram.com/yogoappl/

The objective of Instagram would be to promote the brand and reputation strategy, with which users
would begin to become familiar with and associate YOGO with the products we offer. Both to attract
new users (individuals and professionals, since, as we saw in the validation of the idea with the
interviews and surveys, they use the Instagram tool to advertise their classes in some way), and
recurring ones; the latter can continue with a higher rite of interaction with the brand through this
portal, so Instagram would also serve as a portal of customer preference and action with the brand
(leaving impressions with stories, marking with comments, asking online , visiting the web from the

social network link, etc.).

6.1.2 YOUTUBE

This is the second social platform in which we would include ourselves, and as a medium-long term
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strategy (because it takes a lot of time, training and investment to create relevant content that the user
likes). The reasons why we chose YouTube are because, despite being our biggest "competitor" (since
users view and follow yoga or Pilates classes on the platform), the advertising of our application will
be shown in those same videos that the public consumes: they would see their need to receive feedback
on their physical performance fulfilled; And apart from that, you can create a lot of content in video
format with a variety of topics that are interesting and, in turn, can promote our products: online yoga
practices, training, fundamentals, etc., even create a network of influence with well-known yoga

professionals or brands

The objective of YouTube would be both the capture of a potential public, targeting those users who

consume yoga, Pilates or similar videos, apart from the creation of influential content.

6.2 SEO/SEM MARKETING:

Before specifying strategies for SEO (Search Engine Optimization) and SEM (Search Engine Motor),
we wanted to do a study of the same areas for our main competitors, using the tools of Google Trends
and SEM Rush.

Our primary competition is, first of all, the various videos that can be found on YouTube about the
practice of yoga, the main source said by the users we asked during interviews and surveys, then Xuan
Luan Yoga, a professional that since quarantine has become a reference in this online sport in Spain,

and finally the application to practice yoga online, Down Dog.

MUAANAAN ot /‘vv\/\q\/\ A
= ~
-I AN ) A S AVAVAVAY,

® downdog ® XuanLan Yoga yoga youtube

mino de blsgueda ema Término de busqueda
Figure 6.1: Google Trends search of our main competitors

As we can see, for the last 12 months in Spain, the Xuan Lan Yoga brand, of great influence, remains
in searches on a par with the concept of yoga for YouTube. Down Dog is the app that most closely
resembles our model, but it doesn't have as much capturing power as the other two giants. Since in
SEM Rush we can't do a YouTube study in general, since we focus only on their yoga content, let's

generate the study for Xuan Lan and Down Dog:
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6.2.1 XUAN LAN YOGA - XUANLANYOGA.COM:

SEO:

The Authority Score of the domain purchased by Xuan Lan Yoga, which is already its own brand, is
at 45, this being a medium-high position, and as we can see, its popularity has been growing in recent
months. Being such a recognized brand, especially since 2020 and the pandemic in the country, it is
strange that it does not have a higher position (<75). The brand attracts relevant organic traffic to its
website (286.7K), with a growing trend in this acquisition, and is positioned for a total of 19.3K

keywords in Spain; as we have mentioned, it is a very strong and recognized competitor in the country.

Trafico organico 286.709/mes M 6M 1A 2A Todo el tiempo
Trafico organico Tréfico de pago [A Notas w

286,7K
215K
143,4K
77K

0

jul 2020 oct 2020 ene 2021 abr 2021 jul 2021 oct 2021 ene 2022  abr 2022

Figure 6.2: Organic traffic incoming to xuanlanyoga.com - last 24 months

Most of the keywords that it works with are generic instead of brand (81.6% and 18.4% respectively),

being these combinations of two or more words with some inclusion of a Brand in them:

Trafico de marca vs. sin marca

@ De marca 18,4 % 69 palabras claves

Sinmarca 81,6 % 6,79K palabras claves

Ver detalles

Posiciones en busquedas organica 1 - 100 (6858) &} Administrar columnas | 12/16 X, Exportar
Palabra clave inte...  SF Pos. Dif. Trdfico.. =  Volumen KD % CPC (U... URL SERP  Ac
Ol o @A .2 1 1 ] 8,48 121K a7 09 ¥u... com|
c = +5 1 1 <] 744 181K a7 04 Xu... stef

i ; +3 4 3 T 582 74K 31 02 Xu... -omf

' 1 1 ] 4,97 120K 44 0

uan r1m @ 1 1 o 4,61 6,6K 44 05 Xu... comf

yoga

yog c B8 =B a 8 T+ 2,84 B0,5K 83 0,4 ¥u... comf

inya c 1 2 1 1 0 2,22 5,4K 26 0.2 *u... ogal

yoga

saludo al . 1 1 o 2,22 5,4K 26 0 xu... solf

yi c 3 - [ == Y 1 1 0 148 3,6K 24 0,5 Xu... ogaj
(I 3 o 3@ +2 1 1 o 132 19K 43 05 xu... com/

Figure 6.3: Generic and brand words analysis that generate the most traffic to the website
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Part of this great attraction of traffic to Xuan Lan Yoga comes from Back Links (23K), with most

pages from the same area, or personal blogs (surely for this reason, most of their links are of the Follow

Backlinks X Exportar Follow vs. Nofollow
Titulo de la pégina de referencia | URL de la pAgin..  Texto de anclaje [ URL del enlace Tipo @ Enlaces Follow 2161K
Enlaces Nofollow 1,36K
VidApp | The World's Best Video Streamin... - i
ollow
https://vidapp.com/ https://xuanlanyoga.com/ Ver detalles
Harmony and design XUAN LAN ESTUDIO 7
ollow
http://www.harmonyanddesign.com/ https://xuanlanyoga.com/studio-online/ . N
Tipos de backlinks
Yoga - Wikipedia, entziklopedia askea. «Tipos de yoga | Diferencias y cémo saber q... =
o } N nofollow
https://eu.wikipedia.org/wiki/Yoga https://xuanlanyoga.com/tip oga/ Texto [ 77% 18,2K
follow Imagen [ ] 23% 5,4K
http://yogalan.com/ https://xuanlanyega.com/
Dia mundial de internet i Forma 0% 0
ollow
https://www.diadeinternet.org/2021/?act=...  https://xuanlanyoga.com/ Marco <1% 14
Ver detalles Ver informe completo

Figure 6.4: Back Links that bring more traffic to the website

SEM:

Although it doesn't work as much as with organic traffic (1.3K visits with paid ad traffic), Xuan Lan
Yoga also gets some users from search engine ads. The fact that it does not need a great strategy in
means of payment is another reason that makes us understand the power that the brand has in the

Peninsula.

Mejores palabras clave de pago 17

Palabra clave Pos. Volumen  CPC(USD) Trafic.. =
Xuan lan 1 12100 0,88 54861
¥uan lan yoga 1 6600 0,49 29,80
yoga xuan lan 1 1800 0,46 8,55
xua lang yoga 1 480 0,28 211
bikram yoga boadilla 1 390 0,35 1,73

Ver detalles

Figure 6.5: Best SEM key words in terms of traffic attraction

6.22 DOWN DOG APP - DOWNDOGAPP.COM:

SEOQ:

We have not commented on it before, but Down Dog App is a well-known Yoga application
worldwide, although its gross sales are concentrated in North America (USA and Canada).

In Europe, it is the United Kingdom and Spain where downloads and use are most concentrated, with

Spain having a total of 2.5K organic traffic visits (compared to 56.4K visits worldwide), and a domain
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authority of 55 /100, higher than Xuan Lan Yoga.

Because it is a well-known brand, it has a huge amount of traffic (27.5K) coming from Backlinks

(being more than 75% of the same links follow), since most blogs about Yoga have tested and promote

this app, as we can see in the following screenshot (websites like Glamor magazine, PRNewswire,

etc.):

Backlinks

Thulo d Ia pagina de referencia / URL de iz pégin...

Lots Of Fun Things That Weren't Free Befo...
https://www.npr.org/2020/03/20/8186707.

SuicideGirls

https://www.suicidegirls.com/

Ein Ostfriese in Franken » Nordish by Nature

http://www.heiko-adams.de/

Down Dog Launches Its Prenatal Yoga App...

hitps://www.prewsw

The Best Yoga Apps 2019: Free And Subsc...
https:/jwww.glamourmagazine.co.uk/articl

som/news-releas..

Texto de anclaje / URL de! enlace

Down Dog
https:/fwww.downdogapp.com/

Down Dog

https://www.downdogapp.com/

DownDog
https:/fwww.downdogapp.com/

https://www.downdogapp.com/

https:/fwww.downdogapp.com/

Down Dog
https:/fwww.downdogapp.com/

Follow vs. Nofollow

O

Tipos de backlinks

® Enlaces Follow

Enlaces Nofollow

Texto |
imagen |

Forma

Marco <1%

20,92K
6,77K

Figure 6.6: Back Links that bring more traffic to the website

Ranking with 90 organic words, these may seem few at first, but they have good quality: 11% of them

rank for Down Dog between positions 1-10, almost 80% of them brand words. It is curious how, even

in Spain, the keywords for which the brand is found are in English:

en b

Palabra clave Inte.

down dog

downdog

]

B

B

ica 1-90(90)
Pos Dif.
1 [
1 0
1 0
3 0
1 0
1 0
2 0
1 0
2 0

Tr

4fic

0.

39,25

30,04

1815

Volumen

+ Afiadir a la lista de palabras clave RGRCGTISTEEIT LECSEPRT

KD % cPe U URL
2 06 w
20 05
36 05 ww...com/
57 0 w
25 0
42 0
37 0 w
57 0 WW...com)
42 0 ww.../faq
18 0 w

Figure 6.7: Generic and brand words analysis that generate the most traffic to the website

It seems that, today, in Spain, Down Dog does not work with paid ads, as we have seen before, its

traffic in Spain is based on its organic traffic and the number of external web backlinks that link to its

webpage.
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Tréfico Orgénico Tréfico De Pago Backlinks

2,3K % 0 ox 27,5K
Figure 6.8: Total amount of traffic in Spain for downdogapp.com

Having this reference base, and knowing a little more about our main competitors, we see that the
value proposition that we present with YOGO remains unique, since it exceeds the functionalities of

Down Dog and Xuan Lan's training platform.

6.2.3 YOGO - YOGOAPP.COM:

We now show the forecast and SEO positioning strategy for our brand.

As generic keywords with which we would like to position ourselves, they would be in accordance
with the type of service we sell, because, doing a basic search exercise in search engines, there is a
gap that can allow us to enter against the competition studied with these searches (Most of the answers
to the simple search for 'yoga online' or 'yoga app' point us to professional training repository
platforms, such as Alo Yoga, or Gaia, famous especially in the United States, for example). We use
the Google Ads keyword planning tool to look at the volume of searches that they usually have, as

well as the competition for them, looking for the concept 'app yoga':

Promedio de bisquedas ‘Cambio en tres Cambio
mens!

[J Palabra clave (por relevancia)
uales meses interanual

Competitividad impresiones de
i

Palabras clave proporcicnadas

[0 eppyoga 100-1 mil 0% 0% Baja - 039€ 1,67 €

eas para palabras clave

app yoga gratis 100 -1 mil 0% 0% Media - 027 € 098 €

yoga app gratis 10-100 0% 0% Media - 034 € 0,86 €

gratis yoga app 10-100 0% 0% Baja - 024 € 078 €

10-100 1o 0% Baja - - -

app de yoga 10-100 0% 0% Baja - 035€ 145 €

app de yoga gratis 10-100 0% 0% Baja - 018 € 101€

0O0OD0OO0OD0AO0OaDo

downdog yoga web 10-100 0% 0% Baja - - -

Figure 6.9: Volume of searches for 'app yoga'

Interesting insights that this search offers us: the first thing is that the keyword 'yoga app' has very low
competitiveness, according to the fact that there are very few digital applications in the store market
(10s and Android) in the world of Yoga practice, and the average number of searches is acceptable
(100-1 thousand monthly). Later, in the rest, competitiveness is also medium or low, but we have two
problems: either the word free appears (with which we don't want to be associated) or with a brand

word from some application (such as down dog or Alo).

For slightly more elaborate searches such as 'postural correction' and 'online yoga', we have the
following results:
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Puja por laparte  Puja por la parte

Cuota de superior de la superior de la

Competitividad impresiones de
anuncio

Promedio de bisquedas Cambio en tres Cambio

Estado de la cuenta
mensuales meses interanual

[] Palabra clave (por relevancia)

D correccion postural 100 - 1 mil 0% 0% Alta - 044 € 074 €
O vyoga 10 mil - 100 mil 0% 0% Baja - 028 € 112€
O =ppyoga 100- 1 mil 0% 0% Baja - 039 € 1,67 €
[0 yogaonliine 1 mil - 10 mil 0% 0% Media - 037¢€ 1,60 €
Ideas para palabras clave

[J  kundalini 1 mil - 10 mil +900 % +900%  Baja - 012¢€ 0,63 €
[0 hathayoga 1 mil - 10 mil 0% 0% Baja - 036 € 0,50 €
[  vogapara principiantes 1 mil - 10 mil 0% 0% Baja - 028 € 101 €
[  posturas de yoga 10 mil - 100 mil 0% 0% Baja - 016 € 0,82 €

O vaneyoga 100-1 mil 0% 0% Baja - - -

Figure 6.10: Volume of searches for 'postural correction’ and ‘online yoga'

As we can see, most of the keywords that they propose to us have to do with different sports practices:
kundalini, hatha, lyengar, hot yoga, etc. Or by levels: yoga for beginners. Both concepts match our
value proposition, so we could get them for our strategy. The bid to be in the first positions on the

page, both above and below, are acceptable, being the intervals between 0.12 - 0.9 €.

Despite what has been said above, we look at the entire list, and there are several keywords that
particularly attract our attention, both for their average monthly searches and for the year-on-year

change or bid (all according to our service and what we sell):

yoga restaurativo 1 mil - 10 mil 0% +900% Media 035¢€ 095€

yoga principiantes 1 mil - 10 mil 0% 0% Baja 031¢ 1,28 €
yoga face 1 mil - 10 mil 0% +900 % Media - 0,11€ 040 €
yoga time 100 -1 mil 0° +900 % Baja 045 € 1.56 €

Figure 6.11: Main keywords that attract our attention

Comment that even more generic words, once the brand is better known, can be combined with YOGO,

finding that brand positioning instead of working with so many generic words.

As means of collaboration that we would like to have through references or backlinks, there are
countless specialized Yoga schools with their own websites and blogs that would be the first ones we
would contact: the Bikram Yoga community (with schools spread throughout Madrid and
surroundings), Yoga-space, Yoga-one, the community of Ashtanga Yoga schools, as well as the
Rocket Yoga community... As we can see, there are many contacts with whom to establish contact and

future relationship.

Digital fashion magazines, with a Lifestyle category, would also be a safe bet, due to their traffic

adaptation to our target and Buyer person, and the affinity of topics that can be discussed in various
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articles (all in their ESP version): Vogue Spain, Elle Spain, Telva, Harper's Bazaar, Vanity Fair or

Cosmopolitan would be on our list, along with sports and culture magazines such as Sportslife.

Another of our options would be to deal with influencers who position us in RRSS and in their own
Blogs, and apart from that we can reach a relationship as brand ambassadors: Cocé Constans
(@fittcoco), the sisters Miren and Nerea Alds (@mirenalos and @ nereaalos), or April Raluy
(@abrilraluy).

Regarding the SEM strategy, the campaigns will be designed within the Google Ads tool, which
allows us to get an idea of, in terms of the objective that we have, the target and the segmentation that
we are addressing, and the keywords for which we bet, what is the daily budget for which we should
bid in our campaigns. We generate an example to better visualize our objective.

Within the tool, when designing a campaign, the first thing it offers us is the choice of its objective,

as we see in the following screenshot:

O o o o

Consideracion de la marca y del

Ventas Clientes potenciales Tréfico al sitio web
producto

o o

Visitas a tiendas y promociones Crear una campaiia sin un objetivo

i i notori e romocio apli n
Cobertura y notoriedad de marca Promocion de la aplicacior localas Soncrato

Figure 6.12: Example of a campaign design within the Google Ads tool — 1% step

In our case, as a new brand, our key campaign objectives would be to drive traffic to the website or
generate a branding campaign to improve brand and product coverage. To design our first two

campaigns, we will choose these objectives for each one.

In a second step, they ask us what type of campaign we want to generate:

Selecciona un tipo de campaiia @

Busqueda Display Shopping Video

Llega a los clientes interesados en tu
producto o servicio con anuncios de Publica diferentes tipos de anuncios Promociona tus productos con Llega a los usuarios de YouTube y
texto en la Web anuncios de shopping capta su interés en toda la Web

Discovery

Publica anuncios en YouTube, Gmail,
Discover y muchos sitios mas

Figure 6.13: Example of a campaign design within the Google Ads tool — 2nd step
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In our case, for the campaign with the objective of capturing traffic, the type of campaign that we will
use will be a search, while, to improve coverage and brand awareness, we will use a display to show
advertisements for our service (body recognition in the practice of yoga, both for users and teachers),

along with its value proposition.

Then we continue choosing the name of the campaign; the first capture campaign (search) will be the
initial offer when capturing a lead in the first purchase. In the name of the campaign, we include the
objective, the type of ad, and the name of the campaign that allows us to differentiate it, which would

be two, differentiating between the different audiences we focus on:
CAPT_Busqueda_WelcomeYOGO_Usuarios y CAPT_Busqueda_WelcomeYOGO _
Profesores.

We come to the part of segmentation and audiences; In our case, the geographical location will be
Spain, without any further specification, since what we want is to generate traffic from the entire
peninsula, without thinking about a future conversion or delivery. As for languages, we choose ESP /
ENG / CAT / FR and AL, due to all those non-Spanish-speaking users who reside in Spain. Since we
do not have audiences created today (no data is collected in Google Analytics on our landing page by

which we can filter to find a more specific target), we skip this step.

A best practice in this type of ads is to set a medium-low daily budget at first and edit it as you monitor
the situation of the campaigns. A range of between [€10-20] per day is more than enough, considering

how little known our brand is. In bidding, we focus on the Clicks generated by the search engine ad.

They give us the option to include extensions in the ad, such as links, callouts, or phone and contact
numbers. In our case, we can include links to our active social networks (Instagram, and prominent
text around the campaign and its message, which will help position the ad the higher on the page the
better (the same tool already tells us that a click-through rate of up to 15% is achieved by displaying

additional information in our ads).

After all these steps, we come to the configuration of the ad groups. They allow us to choose between

two types (ad group types determine the type of ads and targeting options you have in your ad group):

e Standard: Text ads that you have personally written and that are published based on the

keywords that you select.

e Dynamic: text ads that use the content of your website to target your advertising to
relevant searches and generate titles automatically.

In our case we are going to try with the standard mode, and with the list of keywords that we were

able to incorporate from a previous study carried out in the Google Ads keyword planner. According
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to the keywords that we have chosen, this would be the average daily estimate of CPC that we would
get. With a higher cost/day, both the number of clicks and the average CPC would improve. Most of
these keywords would be generic, since the brand is not known, but we would also include Brand

keywords to get the first positions in both SEO and SEM for our Brand name.

6.3 EMAIL MARKETING:

We have already started working on our database of possible leads within our website, built and

assembled in HTML and CSS, after acquiring the yogoapp.es domain:

Introduciendo YOGO.
Yoga sin limites.
A3 donde estés.

s

Nadie dijo que fuera facil

Contéctano:

Figure 6.14: Landing page: www.yogoapp.es

On this page, with several CTAs (Call To Action) that redirect to any available app store to download
the application (under construction at the moment), we embed a pop up that appears when scrolling
on the web page, where users can leave their contact email to receive notifications of when the platform

will start to be available:
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y::go

Yogo ha sid

practicar yog.

Carmen Talavera
Usuario

Contactanos

Conoce YOGO

6, 28040 Madr
Email
contacto.yogo@gmail.com

Figure 6.15: Leads capturing, email pop up — www.yogoapp.es

Today, the validation of the idea continues to set, as it already has a total of 32 leads, targeted from

browsing the web.

The first type of campaign to be launched will clearly be a campaign worked from the MailChimp

platform, from where we have started to collect the database of leads from the website. This first type

of email to leads will be sent directly once the application begins to be available in the app stores, to

subscribers who have already left and those who leave a lead within the web page (that is, they

subscribe to the pop up, leave a comment, or request some information, and with it leave your contact

information). This example email for the download campaign and value proposition has been designed

thanks to the Canva tool:
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Figure 6.16: Email campaign — Download YOGO

6.4 LOYALTY PROGRAM:

There is a wide variety of loyalty programs or strategies that can be used to attract and, above
all, keep our customers and potential customers: specialized sales and discounts on classes and
even practice products, feedback improvements, exclusive communities, arrangements or free
shipping etc.

Regarding our application, YOGO, when starting from scratch, we should focus on a Growth
model to choose the actions to show in the first loyalty program (those that generate the most
growth or impact with the least possible effort). With this in mind, we thought about the
following points:

o Creation of a reserved area within our website through which our user is able to access
their current and previous class reservations without problem and modify them if
necessary.

e Have direct contact with their teachers, or even access the possibility of having individual
and personalized classes.
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For those customers who already have an important history in our app, discounts can be
offered on the shipping costs of purchasing material (if we include an e-commerce section
where you can find practice products or specialized sportswear), or that are free for those

who regularly buy a specific category.

On special occasions, such as birthdays, a special discount sent to you by email, or a

personalized code, can be a great touch of grace.

In special situations (Christmas, brand anniversaries, Black Friday), an extra gift when

purchasing a product motivates users to convert.

For those users who wish, when presenting yoga, meditation, Pilates or mindfulness
retreats with influencers or brand ambassadors, they can be sent a notice in advance, so

that they are the first to find out and be able to reserve a spot.

In the future, new strategies may be included in the loyalty program: a personal app with
a much better worked customer area, shipments, and gifts to the homes of VIP customers,

etc.
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7 FINANCE PLAN: COST, SALES AND INVESTMENT

In the viability analysis of YOGO, a financial plan must be performed in order to account for the
sustainability of the project.

Thus, we will identify different types of transactions and evaluate the outcome of the company through

24 months in three different scenarios.

7.1 DIFFERENT TYPE OF TRANSACTIONS

7.1.1  INCOME SOURCES

Subscriptions
e Student License
20€ per license. Year 1 average monthly increase of users ~ 32%
Year 2 average monthly increase of users ~ 13%
e Teacher License
5€ per license. Year 1 average monthly increase of users ~ 32%

Year 2 average monthly increase of users ~ 15%

Churn rate assumed constant at a 5% rate.

Monthly increments vary through the different scenarios

Advertisements:

Revenue generated by allowing entities to advertise themselves via the YOGO app
750€ in month 1. 10% monthly increase
7.1.2 EXPENSES
e Marketing: CAC student (20€) x New students + CAC teacher (120€) x New teachers
e Team salary: 1500€ in Year 1. 2500 in Year 2

e Legal fees: 3000€ in month 1, 2000€ annually later on

e Operation costs: 10% of revenue, as it mainly consists in cloud computing, which

depends on the number of users, which leads to revenue.
30% of revenue taken by app marketplaces: App stores.
e Technology Investment: Hardware provided to the team and software needs: 50000€

e Branding: 500€ monthly. Every six months, it increases 500€.
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7.1.3 INVESTMENT

A single round of investment is considered. Depending on the investment, we have predicted three

different scenarios.

Month 1 corresponds to the first month in which the app is fully functional, being the previous work

assumed to be done under the team’s student journey.

7.2 REALISTIC SCENARIO:

e 75000€ raised from investors.

e Break-even point reached in Month 18

e Further cash invested in scaling through marketing and cloud computing

e Possibility of expanding to other types of movements: skiing, weight-lifting, Pilates...

Month 1 | 2 | 3 T a1 5 T 6 | 7 1 8 ] 9 ] 10 | 11 ] 1
N. Students 100 135 183 249 337 455 567 709 889 1110 1389 1735
N. Teachers 7 10 13 17 23 31 4 55 66 80 96 115
TOTAL INCOME 3275€ 4350€ 5685€ 7.455€ 0815€ 12025€ 16.615€ 20.705€ 25.330€ 31.000€ 37.980€ 46.725¢
TOTAL EXPENSES 67.440€ 14.160€ 15.080€ 17.350€ 18.040€ 20.230€ 22540€ 25320€ 28.880€ 31.490€ 36.050€ 41.580€
BALANCE -64165€ -9.810€ -9.395€ -9.895€ -8225€ -7.305€ -5925€ -4615€ -3.550€  -490€ 1930 € 5.145 €
CASH FLOW 64.165€ -73.975€ -83.370€ -93.265€ -101.490 € -108.795 € -114.720 € -119.335 € -122.885 € -123.375 € -121.445 € -116.300 €
CASH FLOW after investment | 10.835 € 1.025 € -8.370€ -18.265€ -26.400€ -33.795€ -39.720€ -44.335€ -47.885€ -48.375€ -46.445€ -41.300€

Month 13 | 14 [ 15 | 16 [ 17 [ 18 [ 19 [ 20 [ 21 | 22 [ 23 | 24
N. Students 1993 2293 2523 2777 3053 3205 3365 3532 3710 3894 4089 4295
N. Teachers 126 139 153 168 185 204 225 248 273 300 330 363
TOTAL INCOME 55.010€ 62.585€ 68.835€ 75.640€ 83.335€ B8B.700€ 94.375€ 100.340€ 106.975€ 113.880 € 121.530 € 129.625€
TOTAL EXPENSES 56.600€ 61.080€ 62.720€ 66.360€ 70.400€ 70.660€ 74.120€ 77.180€ 80.500€ 84.120€ 88.050€ 92.300¢€
BALANCE -1680€ 1505 € 6115 € 9280 € 12935 € 18040 € 20255 € 23160 € 26385 € 29760 € 33480 € 37.325 €
CASH FLOW -117.980 € -116.475 € -110.360 € -101.080 € -88.145€ -70.105€ -49.850€ -26.600€  -305€ 20.455 € 62.935 € 100.260 €

CASH FLOW after investment

-42.980€ -41.475€ -35.360€ -26.080€ -13.145€ 4.895 € 25150 € 48.310 € 74.695 € 104.455 € 137.935 € 175.260 €

Figure 7.1: Finance_ Realistic Scenario

7.3 PESSIMISTIC SCENARIO:

e 25000€ raised from investors.

e Break-even point reached in Month 31

e Lower initial amount leads to a much slower growth

e Income grows slower than expenses

¢ Need of an initial investment greater than in this scenario

e Loss of momentum to captivate a community
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Month 1 2 4 | s | & | 7 | 8 | 9 [ 1w [ 11 | 12
N. Students 100 120 172 208 243 286 327 376 432 495 620
N. Teachers 7 10 17 23 31 M 55 66 80 96 15
TOTAL INCOME 3.275€  4.050 € 5915€ 7.235€ 8.785€ 10.995€ 13.065€ 15.070€ 17.440€ 20.100€ 24.425¢€
TOTAL EXPENSES 71.340€ 17610 € 19.800 € 19.740€ 20.780€ 22490€ 23.870€ 25630€ 26.190€ 27.800€ 31.330€
BALANCE 68.065 € -13.560 € 13.885€ -12505€ -11.995€ -11495€ -10805€ -10560€ -8750€ -7.700€ -6.905€
CASH FLOW 68.065€ -81.625€ -04.900€ -108.785 € -121.290 € -133.285 € -144.780 € -155.585 € -166.145 € -174.895 € -182.595 € -189.500 €
CASH FLOW after investment | -43.065 € -56.625 € -83.785 € -06.200 € -108.285 € -119.780 € -130.585 € -141.145 € -149.895 € -157.595 € -164.500 €

Month 13 14 ] 16 | 17 [ 18 | 19 [ 20 [ 21 [ 22 [ 23 | 24
N. Students 684 755 832 875 876 877 878 879 880 881 882
N. Teachers 126 139 168 185 204 225 248 273 300 330 363
TOTAL INCOME 28.830€ 31.825€ 36.740 € 39.775€ 42120€ 44615€ 47.260€ 50.355€ 53.600€ 57.370€ 61.365¢€
TOTAL EXPENSES 50.990 € 52.630 € 54510€ 56.150€ 56.610€ 58.470€ 59.930€ 61.490€ 63.270€ 65.250€ 67.450 €
BALANCE 22160 € -20.805€ A7T770€ -16375€ -14490€ -13855€ -12670€ -11.135€ -9670€ -7.880€ -6.085€
CASH FLOW 211.660 € -232.465 € -251.420 € -269.190 € -285.565 € -300.055 € -313.910 € -326.580 € -337.715 € -347.385 € -355.265 € —361.350 €

CASH FLOW after investment

-186.660 € -207.465 € -226.420 € -244.190 € -260.565 € -275.055 € -288.910 € -301.580 € -312.715 € -322.385 € -330.265 € -336.350 €

Figure 7.2: Finance_ Pessimistic Scenario

7.4 OPTIMISTIC SCENARIO:

e  75000€ raised from investors.

e Break-even point reached in Month 14

e Faster growth than expecte

e Possibility of expanding to other types of movements: skiing, weight-lifting, pilates...

e Further cash invested in scaling through marketing and cloud computing. This

phenomenon can also occur with greater initial investment or additional financial funds

Month 1 | 2 4 | 5 [ & [ 7 | 8 [ 9o [ 10 | 1 | 12
N. Students 100 145 307 447 650 877 1098 1373 1714 2143 2681
N. Teachers 7 10 17 23 31 4 55 66 80 96 115
TOTAL INCOME 3275€ 4.550¢€ 8615€ 12.015€ 16.825€ 22.815€ 28485€ 35.010€ 43.080€ 53.060€ 65.645€
TOTAL EXPENSES 67.440 € 14.410€ 18400 € 19.990€ 23580€ 27.540€ 30.370€ 35.030€ 39.190€ 45650€ 53.780€
BALANCE 64.165€ -9.860 € 0785€ -7975€ BI755€ -4.725€ -1.885€ 20€ 3.800 € 7.410 € 11.865 €
CASH FLOW 64.165€ -74.025€ -93.305 € -101.280 € -108.035 € -112.760 € -114.645 € -114.665 € -110.775 € -103.365 € -91.500 €
CASH FLOW after investment | 10.835 € 975 € 18.305€ -26.280 € -33.035€ -37.760 € -39.645€ -30.665€ -35.775€ -28.365€ -16.500€

Month 13 [ 14 ] 16 | 17 | 18 [ 19 [ 20 | 21 | 22 [ 23 | 24
N. Students 3217 3861 5106 5871 6457 7104 7814 8593 9453 10400 11440
N. Teachers 126 139 168 185 204 225 248 273 300 330 363
TOTAL INCOME 79.490 € 93.945€ 122220 € 139.695€ 153.740€ 169.155€ 185.980 € 204.635€ 225.060 € 247.750 € 272.525€
TOTAL EXPENSES 72990 € 81.730¢€ 95160 € 105.000€ 108.160€ 117.020 € 126.030€ 135.040€ 146.970€ 159.200 € 172.450 €
BALANCE 6500 € 12215 € 27060 € 34695 € 45580 € 52135 € 58050 € 68695 € 78090 € 88550 € 100075 €
CASH FLOW -85.000 € -72.785¢€ 25110 € 0.585 € 55.165 € 107.300 € 167.250 € 235.945 € 314.035 € 402.585 € 502.660 €
CASH FLOW after investment | -10.000€  2.215 € 49.800 € 84.585 € 130.165 € 182.300 € 242.250 € 310.945 € 389.035 € 477.585 € 577.660 €

Figure 7.3: Finance_ Optimistic Scenario

All in all, even with YOGO being a highly valued technological tool mainly due to the simplicity and

scalability of its business model, the least optimistic scenario wouldn’t give YOGO a chance to

develop in the market. However, this scenario is a very unlikely outcome, as the amount of money

raised in investors’ rounds nowadays greatly exceeds that quantity. As a result, in YOGO finance team,

we strongly believe this will be a successful company.
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8 RESULTS OPTIMIZATION AND FUTURE LINES OF ACTION

For the duration of this project, the progress achieved in relation with the YOGO application and its
development has been incredible. Regarding its technical field, both for the YOGO application and
the current state of the body recognition algorithm, we have achieved a concise recognition of the
postures of the users. Nevertheless, due to mainly lack of time, there are a number of new

functionalities that are expected to be developed and/or implemented in the near future:

e The feedback provided to the user will be improved by including more metrics such as

angles, posture patterns and so on order to improve its accuracy.

e An improved interface with all the information of the user's evolution will be
implemented for them to understand better the feedback and information provided by the

application.

e Overtime, YOGQO's machine learning algorithm will allow us to search for and recognise
patterns in the different types of users and learn about their needs and areas for

improvement.

e YOGO will have an improved notification system powered by big data technology to

encourage users to train at times when they are most likely to use the app.

Also, and in this case in relation with the marketing and the use of the YOGO application, the main
steps to make in the near future just focus in making ourselves known inside the community of yoga
both by increasing the repercussion we generate in our social networks and by generating
merchandising in relation with the world of yoga and the likes and necessities of our users. Also, our
objective once the free trial system releases is to improve the features and characteristics offered by

YOGO using the feedback received by our customers.
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YOGO - Real Time Yoga Pose Detection & Classification
with Mediapipe and Python

Pose Detection (also known as Pose Estimation) is a widely used computer vision task that enables you to
predict humans poses in images or videos by localizing the key body joints (also reffered as landmarks), these
are elbows, shoulders, and knees, etc.

MediaPipe (https://google.qgithub.io/mediapipe/solutions/pose.html) provides a robust solution capable of
predicting thirty-three 3D landmarks on a human body in real-time with high accuracy even on CPU. It utilizes
a two-step machine learning pipeline, by using a detector it first localizes the person within the frame and then
uses the pose landmarks detector to predict the landmarks within the region of interest.

landmark { x:
0.55245227 y:
0.18507409 z:
0.21566716
visibility:
0.9998988 }
landmark { x:
Person Landmarks 0.55245185 y:
0.16724563 z:
Detector Detector 0.19745073
visibility:
0.9998091 }
landmark { x:
0.55503273 y:
0.16668078 z:
0.19755058
visibility:
0.99979454 }

For the videos, the detector is used only for the very first frame and then the ROl is derived from the previous

frame’s pose landmarks using a tracking method. Also when the tracker loses track of the identify body pose

presence in a frame, the detector is invoked again for the next frame which reduces the computation and

latency. The image below shows the thirty-three pose landmarks along with their indexes.
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Let's start by importing the required libraries.

In [1]:

import math
import cv2
import numpy as np

from time import time
import mediapipe as mp

import matplotlib.pyplot as plt

Initialize the Pose Detection Model

o

o

o ~No kW=

. nNose

left_eye_inner
left_eye
left_eye_outer
right_eye_inner
right_eye
right_eye_outer
left_ear
right_ear
mouth_left

. mouth_right

. left_shoulder
. right_shoulder
. left_elbow

. right_elbow

. left_wrist

. right_wrist

17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.
28.
29.
30.
31.
32.
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left_pinky
right_pinky
left_index
right_index
left_thumb
right_thumb
left_hip
right_hip
left_knee
right_knee
left_ankle
right_ankle
left_heel
right_heel
left_foot_index
right_foot_index

The first thing that we need to do is initialize the pose class using the mp.solutions.pose syntax and then
we will call the setup function mp.solutions.pose.Pose() with the arguments:

« static_image_mode - Itis a boolean value that is if setto False , the detector is only invoked as
needed, that is in the very first frame or when the tracker loses track. If setto True , the person detector is
invoked on every input image. So you should probably set this value to True when working with a bunch of
unrelated images not videos. Its default value is False .

» min_detection_confidence - Itis the minimum detection confidence with range (0.0 , 1.0)
required to consider the person-detection model's prediction correct. Its default value is 0.5 . This means
if the detector has a prediction confidence of greater or equal to 50% then it will be considered as a positive

detection.

 min_tracking_confidence - Itis the minimum tracking confidence ([©.0, 1.0]) required to consider
the landmark-tracking model's tracked pose landmarks valid. If the confidence is less than the set value
then the detector is invoked again in the next frame/image, so increasing its value increases the
robustness, but also increases the latency. Its default value is 0.5 .
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« model_complexity - Itis the complexity of the pose landmark model. As there are three different models
to choose from so the possible values are @, 1, or 2. The higher the value, the more accurate the
results are, but at the expense of higher latency. Its default value is 1 .

» smooth_landmarks - Itis a boolean value that is if set to True , pose landmarks across different frames
are filtered to reduce noise. But only works when static_image_mode is also setto False . Its default
value is True.

Then we will also initialize mp.solutions.drawing_utils class that will allow us to visualize the landmarks
after detection, instead of using this, you can also use OpenCV to visualize the landmarks.

In [2]:

# Initializing mediapipe pose class.
mp_pose = mp.solutions.pose

# Setting up the Pose function.
pose = mp_pose.Pose(static_image mode=True, min_detection_confidence=0.3, model complexity=

# Initializing mediapipe drawing class, useful for annotation.
mp_drawing = mp.solutions.drawing utils

Read an Image

Now we will read a sample image using the function cv2.imread().
(https://docs.opencv.org/3.4/d4/da8/group__imgcodecs.html#ga288b8b3da0892bd651fce07b3bbd3a56) and
then display that image using the matplotlib (https://matplotlib.org/stable/index.html) library.
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In [3]:

# Read an image from the specified path.
sample_img = cv2.imread('media/UpwardFacingDogposeTFM.jpg")

# Specify a size of the figure.
plt.figure(figsize = [10, 10])

# Display the sample image, also convert BGR to RGB for display.
plt.title("Sample Image");plt.axis('off"');plt.imshow(sample_img[:,:,::-1]);plt.show()

Sample Image
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Perform Pose Detection

Now we will pass the image to the pose detection machine learning pipeline by using the function
mp.solutions.pose.Pose().process() . But the pipeline expects the input images in RGB color format so
first we will have to convert the sample image from BGR to RGB format using the function cv2.cvtColor()
(https://docs.opencv.org/3.4/d8/d01/group__imgproc__color___conversions.html#ga397ae87e1288a81d2363b615
as OpenCV reads images in BGR format (instead of RGB ).

After performing the pose detection, we will get a list of thirty-three landmarks representing the body joint
locations of the prominent person in the image. Each landmark has:

e X - ltis the landmark x-coordinate normalized to [0.0, 1.0] by the image width.

y : Itis the landmark y-coordinate normalized to [0.0, 1.0] by the image height.

z : It is the landmark z-coordinate normalized to roughly the same scale as x . It represents the landmark
depth with midpoint of hips being the origin, so the smaller the value of z, the closer the landmark is to the
camera.

» visibility : Itis a value with range [0.0, 1.0] representing the possibility of the landmark being visible
(not occluded) in the image. This is a useful variable when deciding if you want to show a particular joint
because it might be occluded or partially visible in the image.

After performing the pose detection on the sample image above, we will display the first two landmarks from the
list, so that you get a better idea of the output of the model.
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In [4]:

# Perform pose detection after converting the image into RGB format.
results = pose.process(cv2.cvtColor(sample_img, cv2.COLOR_BGR2RGB))

# Check if any landmarks are found.
if results.pose_ landmarks:

# Iterate two times as we only want to display first two Landmarks.
for i in range(2):

# Display the found normalized lLandmarks.
print(f'{mp_pose.PoseLandmark(i).name}:\n{results.pose_landmarks.landmark[mp_pose.P

NOSE :

X: 0.2203574776649475

y: 0.2986101806163788

Z: -0.26339882612228394
visibility: 0.9996912479400635

LEFT_EYE_INNER:
X: 0.23717746138572693
y: 0.28290465474128723
z: -0.2993107736110687
visibility: ©.9997405409812927

Now we will convert the two normalized landmarks displayed above into their original scale by using the width
and height of the image.
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In [5]:

# Retrieve the height and width of the sample image.
image_height, image _width, _ = sample_img.shape

# Check 1if any landmarks are found.
if results.pose_ landmarks:

# Iterate two times as we only want to display first two Landmark.
for i in range(2):

# Display the found lLandmarks after converting them into their original scale.
print(f'{mp_pose.PoselLandmark(i).name}:")

print(f'x: {results.pose landmarks.landmark[mp_pose.PoselLandmark(i).value].x * imag
print(f'y: {results.pose_landmarks.landmark[mp_pose.PoselLandmark(i).value].y * imag
print(f'z: {results.pose_landmarks.landmark[mp_pose.PoselLandmark(i).value].z * imag
print(f'visibility: {results.pose_landmarks.landmark[mp_pose.PoseLandmark(i).value]

NOSE:

X: 131.11269921064377

y: 160.3536669909954

z: -156.72230154275894
visibility: ©.9996912479400635

LEFT_EYE_INNER:
x: 141.12058952450752
y: 151.91979959607124
z: -178.0899102985859
visibility: ©.9997405409812927

Now we will draw the detected landmarks on the sample image using the function
mp.solutions.drawing_utils.draw_landmarks() and display the resultantimage using the matplotlib
(https://matplotlib.org/stable/index.html) library.
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In [6]:

# Create a copy of the sample image to draw Llandmarks on.
img_copy = sample_img.copy()

# Check 1if any landmarks are found.
if results.pose_ landmarks:

# Draw Pose landmarks on the sample image.
mp_drawing.draw_landmarks(image=img_copy, landmark_list=results.pose_landmarks, connect

# Specify a size of the figure.
fig = plt.figure(figsize = [10, 10])

# Display the output image with the Landmarks drawn, also convert BGR to RGB for displa
plt.title("Output");plt.axis( 'off");plt.imshow(img_copy[:,:,::-1]);plt.show()

Output
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Now we will go a step further and visualize the landmarks in three-dimensions (3D) using the function
mp.solutions.drawing_utils.plot_landmarks() . We will need the POSE_WORLD_LANDMARKS that is
another list of pose landmarks in world coordinates that has the 3D coordinates in meters with the origin at the
center between the hips of the person.
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In [7]:

# Plot Pose landmarks in 3D.
mp_drawing.plot_landmarks(results.pose world_landmarks, mp_pose.POSE_CONNECTIONS)
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Note: This is actually a neat hack by mediapipe, the coordinates returned are not actually in 3D but by setting
hip landmark as the origin allows us to measure relative distance of the other points from the hip, and since this
distance increases or decreases depending upon if you're close or further from the camera it gives us a sense
of depth of each landmark point.

Create a Pose Detection Function

Now we will put all this together to create a function that will perform pose detection on an image and will
visualize the results or return the results depending upon the passed arguments.
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In [8]:

def detectPose(image, pose, display=True):

This function performs pose detection on an image.

Args:
image: The input image with a prominent person whose pose landmarks needs to be det
pose: The pose setup function required to perform the pose detection.
display: A boolean value that is if set to true the function displays the original

and the pose landmarks in 3D plot and returns nothing.

Returns:
output_image: The input image with the detected pose landmarks drawn.
landmarks: A list of detected landmarks converted into their original scale.

# Create a copy of the input image.
output_image = image.copy()

# Convert the image from BGR into RGB format.
imageRGB = cv2.cvtColor(image, cv2.COLOR_BGR2RGB)

# Perform the Pose Detection.
results = pose.process(imageRGB)

# Retrieve the height and width of the input image.
height, width, _ = image.shape

# Initialize a Llist to store the detected landmarks.
landmarks = []

# Check 1if any landmarks are detected.
if results.pose_landmarks:

# Draw Pose landmarks on the output image.
mp_drawing.draw_landmarks(image=output_image, landmark_list=results.pose_landmarks,
connections=mp_pose.POSE_CONNECTIONS)

# Iterate over the detected lLandmarks.
for landmark in results.pose_landmarks.landmark:

# Append the Llandmark into the Llist.
landmarks.append((int(landmark.x * width), int(landmark.y * height),
(landmark.z * width)))

# Check if the original 1input image and the resultant image are specified to be display
if display:

# Display the original 1input image and the resultant image.
plt.figure(figsize=[22,22])
plt.subplot(121);plt.imshow(image[:,:,::-1]);plt.title("Original Image");plt.axis(’
plt.subplot(122);plt.imshow(output_image[:,:,::-1]);plt.title("Output Image");plt.a

# Also Plot the Pose landmarks in 3D.
mp_drawing.plot_landmarks(results.pose_world landmarks, mp pose.POSE_CONNECTIONS)

# Otherwise
else:

# Return the output image and the found Landmarks.
return output_image, landmarks
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Now we will utilize the function created above to perform pose detection on a few sample images and display
the results.

In [9]:

# Read another sample image and perform pose detection on 1it.
image = cv2.imread( 'media/UpwardFacingDogpose2TFM.jpg")
detectPose(image, pose, display=True)

riginal Image
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In [10]:

# Read another sample image and perform pose detection on 1it.
image = cv2.imread('media/TreePose2TFM.png")
detectPose(image, pose, display=True)

Original Image Qutput Image
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In [11]:
# Read another sample image and perform pose detection on 1it.

image = cv2.imread('media/WarriorIIPoseTFM.png')
detectPose(image, pose, display=True)

Original Image

Output Image
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Pose Detection On Real-Time Webcam Feed/Video

The results on the images were pretty good, now we will try the function on a real-time webcam feed and a
video. Depending upon whether you want to run pose detection on a video stored in the disk or on the webcam
feed, you can comment and uncomment the initialization code of the VideoCapture object accordingly.
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In [36]:

# Setup Pose function for video.
pose_video = mp_pose.Pose(static_image_mode=False, min_detection_confidence=0.5, model_ comp

# Initialize the VideoCapture object to read from the webcam.
#video = cv2.VideoCapture(0)

# Create named window for resizing purposes
cv2.namedWindow( 'Pose Detection', cv2.WINDOW_NORMAL)

# Initialize the VideoCapture object to read from a video stored in the disk.
#video = cv2.VideoCapture( 'media/PruebaYogal.mp4")
video = cv2.VideoCapture('media/PruebaMayoTFM.mov")

# Set video camera size
video.set(3,1920)
video.set(4,1080)

fourcc = cv2.VideoWriter_fourcc(* 'mp4v")

#out_video = cv2.VideoWriter( 'media/Pruebajunio.mp4', fourcc, 20, (1920, 1080))
out_video = cv2.VideoWriter('media/PruebajunioTFM.mp4', fourcc, 20, (1920, 1089))

# Initialize a variable to store the time of the previous frame.
timel = 0

# Iterate until the video is accessed successfully.
while video.isOpened():

# Read a frame.
ok, frame = video.read()

# Check if frame is not read properly.
if not ok:

# Break the Lloop.
break

# Flip the frame horizontally for natural (selfie-view) visualization.
frame = cv2.flip(frame, 1)

# Get the width and height of the frame
frame_height, frame_width, _ = frame.shape

# Resize the frame while keeping the aspect ratio.
frame = cv2.resize(frame, (int(frame_width * (640 / frame_height)), 640))

# Perform Pose landmark detection.
frame, _ = detectPose(frame, pose_video, display=False)

# Save the video
b = cv2.resize(frame, (1920,1080),fx=0,fy=0, interpolation = cv2.INTER_CUBIC)
out_video.write(b)

# Set the time for this frame to the current time.
time2 = time()

# Check 1if the difference between the previous and this frame time > @ to avoid divisic
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if (time2 - timel) > O:

# Calculate the number of frames per second.
frames_per_second = 1.0 / (time2 - timel)

# Write the calculated number of frames per second on the frame.
cv2.putText(frame, 'FPS: {}'.format(int(frames_per_second)), (10, 30),cv2.FONT_HERS

# Update the previous frame time to this frame time.
# As this frame will become previous frame in next iteration.
timel = time2

# Display the frame.
cv2.imshow( 'Pose Detection', frame)

# Wait until a key 1s pressed.
# Retreive the ASCII code of the key pressed
k = cv2.waitKey(1) & OxFF

# Check if 'ESC' 1is pressed.
if(k == 27):

# Break the Loop.
break

# Release the VideoCapture object.
video.release()
out_video.release()

# Close the windows.

cv2.destroyAllWindows ()

Cool! so it works great on the videos too. The model is pretty fast and accurate.

Pose Classification with Angle Heuristics

We have learned to perform pose detection, now we will level up our game by also classifying different yoga
poses using the calculated angles of various joints. We will first detect the pose landmarks and then use them
to compute angles between joints and depending upon those angles we will recognize the yoga pose of the
prominent person in an image.
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But this approach does have a drawback that limits its use to a controlled environment, the calculated angles
vary with the angle between the person and the camera. So the person needs to be facing the camera straight
to get the best results.

Create a Function to Calculate Angle between Landmarks

Now we will create a function that will be capable of calculating angles between three landmarks. The angle
between landmarks? Do not get confused, as this is the same as calculating the angle between two lines.

The first point (landmark) is considered as the starting point of the first line, the second point (landmark) is
considered as the ending point of the first line and the starting point of the second line as well, and the third
point (landmark) is considered as the ending point of the second line.

(% y) ?

angle?

I

(x,y)

(x,y)
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In [13]:

def calculateAngle(landmarkl, landmark2, landmark3):

This function calculates angle between three different landmarks.

Args:
landmarkl: The first landmark containing the x,y and z coordinates.
landmark2: The second landmark containing the x,y and z coordinates.
landmark3: The third landmark containing the x,y and z coordinates.

Returns:
angle: The calculated angle between the three landmarks.

# Get the required landmarks coordinates.

x1, yl, _ = landmarkl
X2, y2, _ = landmark2
x3, y3, _ = landmark3

# Calculate the angle between the three points
angle = math.degrees(math.atan2(y3 - y2, x3 - x2) - math.atan2(yl - y2, x1 - x2))

# Check 1if the angle is less than zero.
if angle < 0:

# Add 360 to the found angle.
angle += 360

# Return the calculated angle.
return angle

Now we will test the function created above to calculate angle three landmarks with dummy values.

In [14]:

# Calculate the angle between the three Landmarks.
angle = calculateAngle((558, 326, ©), (642, 333, @), (718, 321, 9))

# Display the calculated angle.
print(f'The calculated angle is {angle}')

The calculated angle is 166.26373169437744

Create a Function to Perform Pose Classification

Now we will create a function that will be capable of classifying different yoga poses using the calculated angles
of various joints. The function will be capable of identifying the following yoga poses:

o Warrior Il Pose
e T Pose
e Tree Pose
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In [15]:

def classifyPose(landmarks, output_image, display=False):

This function classifies yoga poses depending upon the angles of various body joints.

Args:
landmarks: A list of detected landmarks of the person whose pose needs to be classi
output_image: A image of the person with the detected pose landmarks drawn.
display: A boolean value that is if set to true the function displays the resultant
written on it and returns nothing.

Returns:
output_image: The image with the detected pose landmarks drawn and pose label writt
label: The classified pose label of the person in the output_image.

# Initialize the Llabel of the pose. It is not known at this stage.
label = 'Detecting Pose'

# Specify the color (Blue) with which the lLabel will be written on the image.
color = (255, 9, 9)

# Calculate the required angles.

# Get the angle between the Lleft shoulder, elbow and wrist points.

left_elbow angle = calculateAngle(landmarks[mp_pose.PoselLandmark.LEFT_SHOULDER.value],
landmarks[mp_pose.PoselLandmark.LEFT_ELBOW.value],
landmarks[mp_pose.PoseLandmark.LEFT_WRIST.value])

# Get the angle between the right shoulder, elbow and wrist points.

right_elbow_angle = calculateAngle(landmarks[mp_pose.PoseLandmark.RIGHT_SHOULDER.value]
landmarks[mp_pose.PoseLandmark.RIGHT ELBOW.value],
landmarks[mp_pose.PoseLandmark.RIGHT_WRIST.value])

# Get the angle between the Left elbow, shoulder and hip points.

left_shoulder_angle = calculateAngle(landmarks[mp_pose.PoseLandmark.LEFT_ELBOW.value],
landmarks[mp_pose.PoseLandmark.LEFT_SHOULDER.value
landmarks[mp_pose.PoseLandmark.LEFT_HIP.value])

# Get the angle between the right hip, shoulder and elbow points.

right_shoulder_angle = calculateAngle(landmarks[mp_pose.PoseLandmark.RIGHT_HIP.value],
landmarks[mp_pose.PoseLandmark.RIGHT_SHOULDER.val
landmarks[mp_pose.PoseLandmark.RIGHT_ELBOW.value]

# Get the angle between the Lleft hip, knee and ankle points.

left _knee_angle = calculateAngle(landmarks[mp_pose.PoselLandmark.LEFT_HIP.value],
landmarks[mp_pose.PoselLandmark.LEFT_KNEE.value],
landmarks[mp_pose.PoseLandmark.LEFT_ANKLE.value])

# Get the angle between the right hip, knee and ankle points

right_knee_angle = calculateAngle(landmarks[mp_pose.PoseLandmark.RIGHT_HIP.value],
landmarks[mp_pose.PoselLandmark.RIGHT KNEE.value],
landmarks[mp_pose.PoseLandmark.RIGHT_ANKLE.value])

# Get the angle between the Left shoulder, hip and knee points

left_hip_angle = calculateAngle(landmarks[mp_pose.PoseLandmark.LEFT_SHOULDER.value],
landmarks[mp_pose.PoselLandmark.LEFT_HIP.value],
landmarks[mp_pose.PoseLandmark.LEFT_KNEE.value])

# Get the angle between the right shoulder, hip and knee points
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right_hip_angle = calculateAngle(landmarks[mp_pose.PoseLandmark.RIGHT_SHOULDER.value],
landmarks[mp_pose.PoselLandmark.RIGHT HIP.value],
landmarks[mp_pose.PoseLandmark.RIGHT_KNEE.value])

# Check if it 1is the warrior II pose or the T pose.
# As for both of them, both arms should be straight and shoulders should be at the spec

# Check if both arms are straight.
if left_elbow_angle > 165 and left_elbow_angle < 195 and right_elbow_angle > 165 and ri

# Check 1if shoulders are at the required angle.
if left_shoulder_angle > 80 and left_shoulder_angle < 110 and right_shoulder_angle

# Check if it is the warrior II pose.
# Check 1if one leg 1s straight.
if left_knee_angle > 165 and left_knee_angle < 195 or right_knee_angle > 165 an

# Check 1if the other lLeg is bended at the required angle.
if left_knee_angle > 90 and left_knee_angle < 120 or right_knee_angle > 90

# Specify the label of the pose that is Warrior II pose.
label = 'Warrior II Pose'

S
# Check 1if both legs are straight
if left_knee_angle > 160 and left_knee_angle < 195 and right_knee_angle > 160 a
# Specify the label of the pose that is tree pose.
label = 'T Pose’
]

# Check i1f one leg 1is straight
if left_knee_angle > 165 and left_knee_angle < 195 or right_knee_angle > 165 and right_

# Check i1f the other leg 1s bended at the required angle.
if left_knee_angle > 315 and left_knee_angle < 335 or right_knee_angle > 25 and rig

# Specify the label of the pose that is tree pose.
label = 'Tree Pose'

# Check if both legs are straight:
if left knee_angle > 165 and left knee_angle < 195 or right _knee_angle > 165 and right_
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# Check if the hips are at the right angle:
if left_hip_angle > 225 and left_hip_angle < 255 or right_hip_angle > 90 and right_

# Check i1f both arms are straight:
if left elbow_angle > 165 and left _elbow_angle < 195 or right_elbow angle > 165

# Specify the label of the pose that is upward facing dog pose.
label = 'Upward Facing Dog Pose’

else:

# Specify the label of the pose that is downward facing dog pose.
label = 'Cobra Pose’

# Check if both arms are straight.
if left_elbow_angle > 165 and left_elbow_angle < 195 and right_elbow_angle > 165 and ri

# Check if both legs are straight:
if left_knee_angle > 165 and left_knee_angle < 195 or right_knee_angle > 165 and ri

# Check 1if the hips are at the right angle
if left_hip_angle > 285 and left_hip_angle < 315 or right_hip_angle > 45 and ri

# Specify the label of the pose that is downward facing dog pose.
label = 'Downward Facing Dog Pose’

#Around 180° angle at both knees
#Around 105° (if the person is facing right side) or 240° (if the person 1is facing left

# Check if both legs are straight:
#1f left_knee_angle > 165 and left_knee_angle < 195 or right_knee_angle > 165 and right

# Check if the hips are at the right angle
#1f left_hip_angle > 225 and left_hip_angle < 255 or right_hip_angle > 90 and right

# Specify the label of the pose that is downward facing dog pose.
#label = 'Cobra Pose'

# Check 1f the pose 1is classified successfully
if label != 'Detecting Pose':

# Update the color (to green) with which the Llabel will be written on the image.
color = (0@, 255, 09)

# Write the Llabel on the output image.
cv2.putText(output_image, label, (19, 30),cv2.FONT_HERSHEY_PLAIN, 2, color, 2)

# Check if the resultant image 1is specified to be displayed.
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if display:

# Display the resultant image.
plt.figure(figsize=[10,10])
plt.imshow(output_image[:,:,::-1]);plt.title("Output Image");plt.axis('off');

else:

# Return the output image and the classified Llabel.
return output_image, label

Now we will utilize the function created above to perform pose classification on a few images of people and
display the results.

Warrior Il Pose

The Warrior |l Pose (also known as Virabhadrasana 1) is the same pose that the person is making in the image
above. It can be classified using the following combination of body part angles:

» Around 180° at both elbows

» Around 90° angle at both shoulders
» Around 180° angle at one knee

» Around 90° angle at the other knee

In [16]:

# Read a sample image and perform pose classification on it.
image = cv2.imread('media/warriorIIpose.jpg")
output_image, landmarks = detectPose(image, pose, display=False)
if landmarks:

classifyPose(landmarks, output_image, display=True)

Output Image

localhost:8888/notebooks/Desktop/EOI - Master Big Data %26 Business Analytics/TFM/Introduction to Pose Detection and Pose Classification/... 25/42



30/6/22, 19:52 YOGO - Real Time Yoga Pose Detection & Classification with Mediapipe and Python - Jupyter Notebook

In [17]:

# Read another sample image and perform pose classification on it.
image = cv2.imread('media/warriorIIposel.jpg')
output_image, landmarks = detectPose(image, pose, display=False)
if landmarks:

classifyPose(landmarks, output_image, display=True)

Output Image
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In [18]:

# Read another image and perform pose classification on 1it.
image = cv2.imread('media/WarriorIIPoseTFM.png")
output_image, landmarks = detectPose(image, pose, display=False)
if landmarks:

classifyPose(landmarks, output_image, display=True)

Output Image

Warrior Il Pose

Tree Pose

Tree Pose (also known as Vrikshasana) is another yoga pose for which the person has to keep one leg straight
and bend the other leg at a required angle. The pose can be classified easily using the following combination of
body part angles:

» Around 180° angle at one knee
» Around 35° (if right knee) or 335° (if left knee) angle at the other knee

Now to understand it better, you should go back to the pose classification function above to overview the
classification code of this yoga pose.

We will perform pose classification on a few images of people in the tree yoga pose and display the results
using the same function we had created above.
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In [19]:

# Read a sample image and perform pose classification on 1it.

image = cv2.imread('media/treepose.jpg')

output_image, landmarks = detectPose(image, mp_pose.Pose(static_image_mode=True,
min_detection_confidence=0.5, model complexity=90),

if landmarks:
classifyPose(landmarks, output_image, display=True)

Output Image
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In [20]:

# Read another sample image and perform pose classification on it.

image = cv2.imread('media/treeposel.jpg')
output_image, landmarks = detectPose(image, mp_pose.Pose(static_image_mode=True,
min_detection_confidence=0.5, model complexity=9),

if landmarks:
classifyPose(landmarks, output_image, display=True)

Output Image

Detecting Pose
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In [21]:

# Read another sample image and perform pose classification on it.
image = cv2.imread('media/treepose2.jpg')
output_image, landmarks = detectPose(image, pose, display=False)
if landmarks:

classifyPose(landmarks, output_image, display=True)

Output Image
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In [22]:

# Read another sample image and perform pose classification on it.
image = cv2.imread('media/TreeposeTFM.png')

output_image, landmarks = detectPose(image, pose, display=False)
if landmarks:

classifyPose(landmarks, output_image, display=True)

Output Image
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In [23]:

# Read another image and perform pose classification on 1it.
image = cv2.imread('media/Treepose2TFM.png")
output_image, landmarks = detectPose(image, pose, display=False)
if landmarks:

classifyPose(landmarks, output_image, display=True)

Output Image

T Pose

T Pose (also known as a bind pose or reference pose) is the last pose we are dealing with in this lesson. To
make this pose, one has to stand up like a tree with both hands wide open as branches. The following body part
angles are required to make this one:

» Around 180° at both elbows
e Around 90° angle at both shoulders
« Around 180° angle at both knees

You can now go back to go through the classification code of this T pose in the pose classification function
created above.

Now, let's test the pose classification function on a few images of the T pose.
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In [24]:

# Read another sample image and perform pose classification on it.
image = cv2.imread('media/Tpose.jpg")
output_image, landmarks = detectPose(image, pose, display=False)
if landmarks:

classifyPose(landmarks, output_image, display=True)

Output Image
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In [25]:

# Read another sample image and perform pose classification on it.
image = cv2.imread('media/Tposel.jpg")
output_image, landmarks = detectPose(image, pose, display=False)
if landmarks:

classifyPose(landmarks, output image, display=True)

o P

Output Image
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So the function is working pretty well on all the known poses on images lets try it on an unknown pose called
cobra pose (also known as Bhujangasana).

Cobra Pose

In [26]:

# Read another sample image and perform pose classification on it.
image = cv2.imread('media/cobraposel.jpg"’)
output_image, landmarks = detectPose(image, pose, display=False)
if landmarks:

classifyPose(landmarks, output_image, display=True)

Output Image

Cobra Pose

Upward Facing Dog Pose
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In [27]:

# Read another sample image and perform pose classification on it.
image = cv2.imread('media/UpwardFacingDogpose2TFM.jpg")
output_image, landmarks = detectPose(image, pose, display=False)
if landmarks:

classifyPose(landmarks, output_image, display=True)

Output Image

= c tin g 4R o
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In [28]:

# Read another sample image and perform pose classification on it.
image = cv2.imread('media/UpwardFacingDogposeTFM.jpg")
output_image, landmarks = detectPose(image, pose, display=False)
if landmarks:

classifyPose(landmarks, output_image, display=True)

Output Image

Downward Facing Dog Pose
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In [29]:

# Read another sample image and perform pose classification on it.
image = cv2.imread('media/DownwardFacingDogposeTFM.jpg")
output_image, landmarks = detectPose(image, pose, display=False)
if landmarks:

classifyPose(landmarks, output_image, display=True)

Output Image
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In [54]:

# Read another sample image and perform pose classification on it.
image = cv2.imread('media/DownwardFacingDogpose2TFM.jpg")
output_image, landmarks = detectPose(image, pose, display=False)
if landmarks:

classifyPose(landmarks, output_image, display=True)

Output Image

s

Pose Classification On Real-Time Webcam Feed

Now we will test the function created above to perform the pose classification on a real-time webcam feed.
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In [59]:

# Setup Pose function for video.
pose_video = mp_pose.Pose(static_image_mode=False, min_detection_confidence=0.5, model_comp

# Initialize the VideoCapture object to read from the webcam.
camera_video = cv2.VideoCapture(0)

frame_width = int(camera_video.get(3))

frame_height = int(camera_video.get(4))

#camera_video = cv2.VideoCapture( 'media/PruebaMayoTFM.mov ")
#camera_video = cv2.VideoCapture( 'media/PruebaYogal.mp4')
#camera_video.set(3,720)

#camera_video.set(4,480)

#frame_width = 720
#frame_height = 480

fourcc = cv2.VideoWriter_ fourcc(*'H','2','6"','4")
#fourcc = cv2.VideoWriter fourcc(*'avcl')
# 'X264' 'mp4v’

processed_video = cv2.VideoWriter('media/Prueba6.mp4', fourcc, 20, (720, 480))
#processed_video = cv2.VideoWriter('media/YOGO_classified _prueba.mp4', fourcc, 20, (1280, 7

# Initialize a resizable window.
cv2.namedWindow('Pose Classification', cv2.WINDOW NORMAL)

# Iterate until the webcam is accessed successfully.
while camera_video.isOpened():

# Read a frame.
ok, frame = camera_video.read()

# Check if frame is not read properly.
if not ok:

# Continue to the next iteration to read the next frame and ignore the empty camera
break

# Flip the frame horizontally for natural (selfie-view) visualization.
frame = cv2.flip(frame, 1)

# Get the width and height of the frame
frame_height, frame_width, _ = frame.shape

# Resize the frame while keeping the aspect ratio.
frame = cv2.resize(frame, (int(frame_width * (640 / frame_height)), 640))

# Perform Pose landmark detection.
frame, landmarks = detectPose(frame, pose video, display=False)

# Check 1if the landmarks are detected.
if landmarks:

# Perform the Pose Classification.
frame, _ = classifyPose(landmarks, frame, display=False)

# Save the video
b = cv2.resize(frame, (720,480),fx=0,fy=0, interpolation = cv2.INTER_CUBIC)
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processed video.write(b)

# Display the frame.
cv2.imshow('Pose Classification', frame)

# Wait until a key 1s pressed.
# Retreive the ASCII code of the key pressed
k = cv2.waitKey(1) & OxFF

# Check i1f 'ESC' 1is pressed.
if(k == 27):

# Break the Lloop.
break

# Release the VideoCapture object and close the windows.
camera_video.release()

processed video.release()

cv2.destroyAllWindows ()

As expected, the results were amazing, if you were having difficulty in making the poses you can expand the
range of angles used in the classification function, but that may open up the possibility of false positives.

Join YOGO

You can now join the YOGO community. If you want to learn more about our upcoming yoga application, please
click on the link below:

Join Now! | (https://yogoapp.es/)
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1. Esta hoja de célculo "Plan E-Financiero" (PF) esta formada por 10 hojas numeradas (de 1 a 10) visibles, y a las misma se puede acceder:

a. Directamente, desde el cuadro "Indice de Hojas del Plan E-Financiero" de esta hoja, colocando el cursor sobre la celda de la hoja a la que desea entrar y activandolo, o
b. Desplazandose por las pestafas inferiores de esta plantilla "PF" y activando la que desea abrir.

2. S6lo puede insertar y/o modificar datos, sean nimeros, palabras o porcentajes, sobre las celdas pintadas en tonos de este color verde.

Cuando al colocar el cursor encima de una celda de color verde se abra un desplegable, debera escribir la opcién que desee.

Cuando en una de estas celdas haya preestablecido un nombre, nimero o porcentaje, si considera que no es el valor adecuado para el concepto al que hace referencia, puede
sobreescribirlo y modificarlo.

3. Hay celdas que en la esquina superior derecha tienen el simbolo de comentario (un triangulo de color rojo).

Es conveniente que lea dicho comentario, ya que puede aclarar la operatividad y/o significado del concepto al que hace referencia.

4. Cuando el color de relleno de algunas de las celdas aparezca en rojo, preste atencion, pues le estara indicando que falta por reflejar la contrapartida de alguna operacién que no ha
concluido.

5. El término IVA hace referencia al mismo o a cualquier otro impuesto indirecto (por ejemplo: IGIC, IPSI) que grave las operaciones realizadas por la empresa.
6. Las hojas estan protegidas, se pueden desproteger sin insertar contrasefia alguna.

7. Si necesita mas ayuda para entender la estructura, composicion y operatividad de este "PF", dispone de mas instrucciones en la hoja titulada "Manual-Guia" de Apoyo para la
Confeccion del "Plan E-Financiero”.
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= Manual-Guia de Apoyo para la Confeccién del "Plan E-Financiero”

Introduccién:

Aunque se incluyen una serie de instrucciones bisica de uso en la hoja Indice y 5 Idas del v de entender mejor
la estructura, composicién y ope de esta de calculo) "Pl "

ADVERTENCIA

P Para poder operar herramient de la aplicacion Excel®.

> e 4 protegido para que no se pueda escribir por I ienen f6 v é Pero en el supuesto de necesitar

desprotegerlas, no hay contrasefia para ello.
> lasceldasdeeste colorverde s nig manipular, i

Manual-Guia




2. Ventas y Cobros (j 12, 2¢) (4 pdginas)

javaa q i ipuesto de Ventas) asi como la politicay forma de C para el 12y 22 ejercicios
econémicos planificados, periodificado por meses.

¥ El primer cuadro " de venta", en el que hay ji 2 t datos a insertar en | rerde de las filas
9,11,13,15,17,19y 21, del Plan de Marketing.
ntes de introducir datos en este cuadro hay que tener en cuenta lo siguiente:

- Sien la hoja 1 os Precios Venta Unitarios se han determinado en base a unidades fisicas (ejemplo: por hora), en las celdas de las “unidades a vender” o “euros a facturar” de esta
ja, hay que esti i icas/mes a (ejemplo: nimero de horas ).

+Sienla hoja 1 os Precios Venta Unitarios se han determinado en base a unidades monetarias (ejemplo: 1 euro), en las celdas de las “unidades a vender” o “euros a facturar” de
esta hoja, hay que estimar euros/mes a facturar (ejemplo: total de euros a facturar al mes).

Sise conoce que varacidn respecto al mes anterior se estima que tendrén mes, de las uds a vender o euros a facturar de las
filas 9,.., a 21, se pueden reflejar ismi cte ior, en la s celdas de la fila 6.

Laditima celda del primer cuadro, aajo s derecha (celda P29, para el 12 ejercicio econdmico), aporta una informacitn fun damental en o que respecta a a viabilicad del proyecto.

Se trata de la obtencién, en unidades ), del Pu Punto Critico,

importe que indica cusl es la ciff i I la empresa, je rcici cuestion, todos los,
gastos.
Cuands llega a facturar Umbral de Rentabilidad, no tendra ios ni pérdidas.

- Una vez reflejadas las “unidades a vender” o “euros a facturar” en las celdas correspondientes del primer cuadro, se calcular 4 el Total Ventas anuales (celda P25, para el primer
ejercicio economico).

. Este Total de (st) es la celda P29, | lo d d

i (Ias de Marketmg, RRNN, os delExplotacen) les del ilizado y los Fi )
Una vz se tengan todus esos datns insertados, se hoja2y les (P25)y el Punto de Equilibrio (P29):
a) Si P25 es mayor a P29, el Total Vent: l ists i por primer ejercicio, tendra Benefici

b) Si P25 es menor a P29, el Total Ventas anuales previstas serd inferior a los gastos a cubrir, por lo que el proyecto empre sarial tendrd Pérdidas.

Si se reflejan un total de de Equilibr v b v habria que vender (unidades a vender)
para alcanzar el Punto de Equilibrio, basta con “jugar” a tantear isi ntas (en de las filas 5, 9,11,13,15,17,19 y/0 21), hasta que el Total Ventas
anuales (P25) sea igual, o lo mas cercano posible, al dato que salga en la celda del Pumo de Equilibrio (P29).

* nel segundo cuadro "Pazo de cobro de s ventas",en el que hay que rfle y que indicar, enlas celdas de las filas 412 49, en porcentajes,
cusles son los Plazos de Cobro ) por las | cuadro de arriba.

RIS e G D r de 100%.

Parael do ejercicio revisar, y

> En el tercer cuadh debemos reflejar que % fila 80) q a cobrar mediante di mbién en %, indicar (céda C79)

les el medio q por bre I fone di i

> el i Rz btiene d Jtomati
A\ ADVERTENCIA 4

€l Total de VA tanto, el Ia hoja 4. perosi ia (Disponible) (es por o q

hoja 8), un esta "Plantilla PF",.

Costes D.V. y Pagos (Ej 12, 22) (2 pdginas)

En esta hoja vamos a reflejar los Costes Directos Variables, las Compras de productos a proveedores y/o la Contratacion de servicios a terceros, asi como la politica y forma de Pago,
12 como 22 ejercici 6micos planificad iodi por meses.

¥ El pri ica y en él van a q j afectos a los productos que vamos a comprar o servicios que vamos
a contratar”. Los datos d d i iplicar las "unidades a vender" o "euros a facturar", de cada productos /o servicio, gama o tipo de ingreso a ofrecer,
insertados en el primer cuadro de la hoja 2, por el "coste directo variable" ya insertado en las celdas H24 a H31 de la hoja 1

¥ €l segundo cuadro "Plan de compras”, se puede dejar como ests o modificar importes. Para hacer una cosa u otra hay que tener en cuenta lo

.siel sobre el q el nnmas para transformar y vender, y/o productos para vender sin transformar, y/o
subcontratar servicios, seg! 3 odificar os importes de las celdas D a O de esta fla 25, ya que el programa
considera que ios se realizarén por reposicin (: li inicidirdn los importes de los Costes

16) conlas Compras del Periodo (celdas fila 25)).

primas y/o p v i areponer y iendo, sino que se (meses) del
habr Ida del mes, 0 meses, en (celdas Da O, fila 25)y.

modificar el importe en

En este caso hay que tener en cuenta que Ia suma Total de Compras del Periodo (celda P25) no puede ser n
empresa no puede consumir lo que no ha comprado. Si fuese menor P25 que P16 en la celda R27 aparecerd un
realizar e introducir en las celdas D a O de a fila 25, p presa tenga mate
cubri as previsones de venta reflejadas en el primer cuadro de fa hoja 2).

Total Costes Directos (celda P16), ya que la

primas, y/0 prodcutos, y/o servicios contratados, y

* En el tercer cuadro titulado équé se reflejaran, escribendo un p j el total celda C36,
como por ejemplos: os por | domicilio de los clientes, las
comisiones a vendedores si se les paga un variable por venta realizada, etc.

Enel 107, hay que ndiar e e intervlo e asceldas HS3a H61, s porcentae/s que correpondien alos Plazosde Pago por Compra de
ductos, materi iables. Plazos de Pago qy o 0 a crédito (ejemplos si el 50% de las compras a proveedores se pagan al

contadoy el resto a 60 dias, en a celda HS3 se escribiia 50% y en [a celda HSG otro 50%).

Lo uma de o porcentajes a nsertar e esas coldas,debe ser 100%.

Para el segund v ensu nt

A\ ADVERTENCIA 4
€l Total de IVA ,por tanto, el importe del Tesoreria (Disponible) y, por o tanto, se trasladard
lahojas, sta "Plantilla PF", 3

4. Costes Mk y Métricas (Ej 12, 22) (2 pdginas)

> v j el primer d hoja, pudiéndolo hacer de dos maneras:
P J la i a Hoiren s celdas C7 y/o C8 dicho porcenaje.
5 i i para o cual hay q in IVA) e n las celdas de la fila 9.
¥ si se estima el "Nimero de Nuevos Clientes del Mes', el "N al fio (RA)"y el "Nimero de Afi tendrd

empresa”, se pueden calcular las
- CAC- Coste de Adquisicion por Cliente
- LTV - Valor de un Cliente (Customer Lifetime Value)

\ ADVERTENCIA
ElTotal

por tanto, el hoja 4. Pero si afecta a la ¥, por lo tanto, se.
sta *Plantila PF", cads 3

Manual-Guia
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Datos Basicos Iniciales

|Equipo: | Wilhelm Lappe

|Nombre de la Startup: | YOGO |
|Aﬁo Inicio Plan Financiero: | 2022 |
|Mes Comienzo del Ejercicio Econémico: | septiembre |
Tipo Impositivo Medio: | 25%
IVA Soportado por Gastos de Explotacién y por 21

Inversiones posteriores a las de Partida

&Cémo medirlo?

% IVA Repercutido

% IVA Soportado

App yoga nivel usuario Usuarios activos 20,0 21% 6,0 21% 14,0 70,0%
App yoga nivel profesor Usuarios activos 75,0 21% 22,5 21% 52,5 70,0%

21% 21% 0,0

21% 21% 0,0

21% 21% 0,0

21% 21% 0,0

21% 21% 0,0

21% 21% 0,0

1.Datos Basicos. Product-Serv
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YOGO

|::> Previsién de ventas

19 Ejercicio 2022/2023

Ea—— 40,0% 40,0% 40,0% 4008 ] 4008 ] 30,05 30,08 30,0% 30,0% 30,0% 30,0%
Precio de % sobre
Concepto Venta Septiembre Octubre Noviembre | Diciembre Enero Febrero Marzo 2bril Mayo Junio Julio Agosto Totales Total de
Unitario Ventas
App yoga nivel usuari| 20,0 |uds 2 vender o Euros a 100,0 135,0 182,0 246.,0 332,0 448,0 5600 7000 875,0 1.094,0 1.367,0 1.709,0 7.748,0
Total Venta Mensual 2.000,0 2.700,0 3.640,0 4.920,0 6.640,0 8.960,0 11.200,0 14.000,0 17.500,0 21.880,0 27.340,0 34.180,0 154.960,0 79,7%
App yoga nivel profes| 75,0 7.0 10,0 13,0 17,0 23,0 31,0 38,0 47,0 59,0 74,0 92,0 115,0 526.0
525,0 7500 975.0 1.275,0 1.725,0 2.325,0 2.850,0 3.525,0 4.425,0 5.550,0 6.900,0 8.625,0 39.450,0 20,3%
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0%
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0%
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0%
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0.0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0%
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0.0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0%
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0.0 0.0 0.0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0%
Total Ventas 2.525,0 3.450,0 4.615,0 6.195,0 8.365,0 11.285,0 14.050,0 17.525,0 21.925,0 27.430,0 34.240,0 42.805,0 194.410,0 100%
| eunto de Equilibrio: | 272.308.6 |
|::> Plazos de cobro de las ventas
19 Ejercicio 2022/2023
] ] || Septiembre ‘ Octubre ‘ Noviembre ‘ Diciembre ‘ Enero ‘ Febrero ‘ Marzo ‘ Abril ‘ Mayo ‘ Junio ‘ Julio ‘ Agosto I Total ”
Total Ventas del Periodo + IVA Repercutido
[ 3.055,3] 4.174,5 | 5.584,2 |  7.496,0 | 10.121,7 | 13.654,9 | 17.000,5 | 21.205,3 | 26.529,3 | 33.190,3 | 41.430,4 | 51.794.1 | 235.236.1 |
Plazos de Cobro % sobre Total
Contado 100,0%
a 30 dias
a 45 dias
a 60 dias
a 90 dias
a 120 dias
a 150 dias
a 180 dias
a 210 dias
TOTAL 100,0%
|| Total Cobro por Ventas || 3.055,3 4.174,5 5.584,2 7.496,0 10.121,7 13.654,9 17.000,5 21.205,3 26.529,3 33.190,3 41.430,4 51.794,1 235.236,1 Pdte de Cobro

0

|:> Medios de cobro con soporte digital (tarjetas crédito, débito, ....)

19 Ejercicio 2022/2023

OE/Onl(i:dO::je aPagar por la Transaceién a la 0.0% Septiembre Octubre Noviembre | Diciembre Enero Febrero Marzo Abril Mayo Junio Julio Agosto

Coste Anual
% de Cobro de Ventas con Tarjetas u Otro Medio On-Line 100,0% 100,0% 100,0% 100,0% 100,0% 100,0% 100, 0% 100,0% 100,0% 100,0% 100,0% 100,0%
Total Coste Financiero de la Transaccién 0.0 0.0 0.0 0.0 0.0 0.0 0,0 0,0 0,0 0,0 0,0 0.0 0.0

2.Ventas y Cobros (Ej 1°,2°)




29 Ejercicio 2023/2024

Presupuesto de ventas

15,0% 20,0% 20,0% 20,0% 20,00 ] 20,08 ] 15,00 | 15,00 | 1500 | 15,0% 15,0% 15,0%
% sobre
Septiembre | Octubre Noviembre | Diciembre Enero Febrero Marzo Abril Mayo Junio Julio Agosto Totales Total de
Ventas
1.965,4 2.358,4 2.830, 1 3.396,1 4.075,3 4.890,4 5.624,0 6.467.,6 7.437,7 8.553,4 9.836,4 11.311,8 68.746,6
39.307,0 47.168.4 56.602, 1 67.922,5 81.507,0 97.808.4 | 112.479,7 | 129.351,6 | 148.754.3 | 171.067,5 196.727,6 226.236,8 1.374.932,8 79,9%
132,3 158,7 1904 228,5 274,2 3291 378.4 435,2 500,5 575.6 661,9 761,2 4.626,0
9.918,8 11.902,5 14.283,0 17.139,6 20.567,5 24.681,0 28.383,2 32.640,7 37.536,8 43.167,3 49.642,4 57.088,7 346.951,3 20,1%
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0%
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0%
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0%
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0%
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0%
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0%
49.225,8 59.070,9 70.885,1 85.062,1 | 102.074,5 | 122.489,4 | 140.862,8 | 161.992,3 | 186.291,1 | 214.234,8 246.370,0 283.325,5 1.721.884,1 100%
[ eunto de Equilibrio: 557.376,3 |
Plazos de cobro de las ventas
29 Ejercicio 2023/2024
|| Septiembre | Octubre | Noviembre | Diciembre | Enero ‘ Febrero | Marzo ‘ Abril | Mayo ‘ Junio | Julio ‘ Agosto | Total ”
| 59.563,2 [ 71.475.8 | 85.770,9 [ 102.925,1 | 123.510,2 [ 148.212,2 | 170.444,0 | 196.010,6 | 225.412,2 | 259.224,1 |  298.107,7 |  342.823,8 |  2.083.479.8 |
Plazos de Cobro % sobre Total
Contado 100,0%
a 30 dias 0,0%
a 45 dias 0,0%
a 60 dias 0,0%
a 90 dias 0,0%
a 120 dias 0,0%
a 150 dias 0,0%
a 180 dias 0,0%
a 210 dfas 0,0%
TOTAL 100,0%
|| 59.563,2 71.475,8 85.770,9 | 102.925,1 | 123.510,2 | 148.212,2 | 170.444,0 | 196.010,6 | 225.412,2 | 259.224,1 298.107,7 342.823,8 2.083.479,8 Pdte de Cobro
0
Medios de cobro con soporte digital (tarjetas crédito, débito, ....
29 Ejercicio 2023/2024
0.0% | Septiembre | Octubre Noviembre | Diciembre Enero Febrero Marzo Abril Mayo Junio Julio Agosto
Coste Anual
100.0% 100,0% 100.0% 100, 0% 100,0% 100, 0% 100,0% 100, 0% 100,0% 100,0% 100,0% 100,0%
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0.0

2.Ventas y Cobros (Ej 1°,2°)




YOGO

éC

o es la estacionalidad de las ventas
12 Ejercicio 2022/2023

[es

Septiembre Octubre Noviembre Diciembre Enero Febrero Marzo Abril Mayo Junio

Julio

Agosto

Totales

Anual

Porcentaje Venta

1,3% 1,8% 2,4% 3,2% 4,3% 5.8% 7,2% 9.,0% 11,3% 14,1%

17,6%

22,0%

100,0%

% de Ventas sobre Total
Anual

15%

10%

00%

Septiembre Octubre Noviembre Diciembre Enero Febrero Marzo Abril Mayo Junio

Julio

Agosto

2.Ventas y Cobros (Ej 1°2°)




22 Ejercicio 2023/2024

Septiembre

Octubre

Noviembre

Diciembre

Enero

Febrero

Marzo

Junio

Julio

Agosto

Totales

2,9%

3,4%

4,1%

4,9%

5,9%

7.1%

8,2%

10,8%

12,4%

14,3%

16,5%

100,0%

% de Ventas sobre Total

Anual

Septiembre

Octubre

Noviembre

Diciembre

Enero

Febrero

Marzo

Bbril

Mayo

Junio

Julio

Agosto

2.Ventas y Cobros (Ej 1°2°)




|:> Costes directos en sentido variable

19 Ejercicio 2022/2023

Costes Directos Variables (a)
Coste
Directo N N P N : N % sobre
Conceptos e Septiembre Octubre Noviembre Diciembre Enero Febrero Marzo Abril Mayo Junio Julio Agosto Totales b
Unitario
App voga nivel usu 6,0 |Total Coste D. V. Measual 6000 8100 1.092,0 1.476.,0 1.992.0 2.688.0 3.360.0 4.200.0 5.250.0 6.564.0 8.202.0 10.254,0 46.488.0 79.7%
App yoga nivel prof 22,5 157.5 225,0 2925 382,5 517.5 697.5 855.0 1.057.5 1.327.5 1.665.0 2.070.0 2.587.5 11.835.0 20,3%
0,0 0,0 0,0 0,0 0,0 0,0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0%
0,0 0,0 0,0 0,0 0,0 0,0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0%
0,0 0,0 0,0 0,0 0,0 0,0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0%
0,0 0,0 0,0 0,0 0.0 0,0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0%
0,0 0,0 0,0 0,0 0,0 0,0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0%
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0.0 0.0 0.0 0.0 0,0 0,0 0,0%
Costes Directos Variables (a) 75,5 1.035,0 1.384,5 1.858,5 2.509,5 3.385,5 4.215,0 5.257,5 6.577,5 8.229,0 10.272,0 12.841,5 58.323,0 100%
I:> Plan de compras
12 Ejercicio 2022/2023
\| Septiembre \ Octubre \ Noviembre \ Diciembre \ Enero \ Febrero \ Marzo \ Abril \ Mayo \ Junio \ Julio \ Agosto | Totales
| Compras del Periodo | 7575 ] 10350 [ 1.384,s [ 1.858,5 | 2.509,5 | 3.385,s | 4.2150 [ 5.257,5 | 6.577,5 | 8.220,0 | 10.272,0 [ 12.841,5 | 58.323,0 Compras Pdtes ‘
[ o |
|::> Otros costes directos variables
12 Ejercicio 2022/2023
Otros Costes D. Variables (b)
Conceptos % sobre Ventas Septiembre Octubre Noviembre Diciembre Enero Febrero Marzo Abril Mayo Junio Julio Agosto Totales
Transporte s/vtas, Comisiones 0.08%
s/vtas, Otros Costes s/vtas ’
Ootros Costes D. Variables (b)
|| Total Costes Directos Variables (a + b) || 757,5 1.035,0 1.384,5 1.858,5 2.509,5 3.385,5 4.215,0 5.257,5 6.577,5 8.229,0 10.272,0 12.841,5 53.323‘0"
|:> Plazos de pago de las compras y/o costes directos
19 Ejercicio 2022/2023
. 1> @D b U @ BN cad || Septiembre ‘ Octubre ‘ Noviembre ‘ Diciembre ‘ Enero ‘ Febrero ‘ Marzo ‘ Abril ‘ Mayo ‘ Junio ] Julio ‘ Agosto I Total ||
ompras y[o Costes D. V. + oportado
I 916,6] 1.252,4] 1.675,2] 2.248,8] 3.036,5] 4.096,5] 5.100,2] 6.361,6] 7.958,8] 9.957,1] 12.429,1] 15.538,2]  70.570.8|
Plazos de Pago % sobre Total
Contado 100,08
a 30 dias
a 45 dias
a 60 dias
a 90 dias
a 120 dias
a 150 dias
a 180 dfas
a 210 dias
TOTAL 100,0%
|| Total Pagos por Compras y/o Costes D.V. || 916,6 1.252,4 1.675.2 2.248,8 3.036,5 4.096,5 5.100,2 6.361,6 7.958,8 9.957,1 12.429,1 15.538,2 70.570.8 Pdte de Pago

0,0

3.Costes D.V. y Pagos (1°,2%)



29 Ejercicio 2023/2024

Costes directos en sentido variable

Septiembre Octubre Noviembre Diciembre Enero Febrero Marzo Abril Mayo Junio Julio Agosto Totales ‘T:::;e
11.792, 1 14.150.5 16.980., 6 20.376,7 24.452,1 29.342,5 33.743,9 38.805,5 44.626.3 51.320,2 59.018.3 67.871,0] 412.479.8 79,9%
2.975.6 3.570.8 4.284,9 5.141.9 6.170.3 7.404.3 8.515.0 9.792.2 11.261,0 12.950,2 14.892,7 17.126.6]  104.085.4 20,1%

0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0%
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0%
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0%
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0%
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0%
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0.0 0,0 0,0 0.0%
14.767,7 17.721,3 21.265,5 25.518,6 30.622,4 36.746,8 42.258,8 48.597,7 55.887,3 64.270,4 73.911,0 84.997,6] 516.565.2 100%
Plan de compras
2¢ Ejercicio 2023/2024
\| Septiembre \ Octubre [ Noviembre [ Diciembre [ Enero [ Febrero [ Marzo \ Abril \ Mayo \ Junio \ Julio \ Agosto | Totales
| 17677 | 177213 | 21.265,5 | 25.518.6 | 30.622,4 | 36.746.8 | 42.258.8 | 48.597,7 | 55.887,3 | 64.270,4 | 73.911,0 | 84.997,6 | 516.565,2 Compras Pdtes |
Otros costes directos variables
2¢ Ejercicio 2023/2024
Septiembre Octubre Noviembre Diciembre Enero Febrero Marzo Abril Mayo Junio Julio Agosto Totales
“ 0.08
‘| 14.767,7 17.721,3 21.265,5 25.518.6 30.622,4 36.746.8 42.258,8 48.597,7 55.887,3 64.270,4 73.911,0 84.997,6 516.565‘2"
Plazos de pago de las compras y/o costes directos
29 Ejercicio 2023/2024
Septiembre ‘ Octubre l Noviembre l Diciembre l Enero Febrero l Marzo ] Abril ] Mayo ] Junio ] Julio ] Agosto Total
17.868.9] 21.442.7] 25.731.3] 30.877.5] 37.053.0] 44.463.7] 51.133.2] 58.803,2] 67.623,7] 77.767,2] 89.432,3] 102.847,1] 625.043,9]
Plazos de Pago % sobre Total

Contado 100,0%
a 30 dias 0,0%
a 45 dias 0,0%
a 60 dias 0,0%
a 90 dias 0,0%
a 120 dias 0,0%
a 150 dias 0,0%
2 180 dias 0,0%
a 210 dias 0,0%

TOTAL 100, 0%

“ 17.868.9 21.442,7 25.731,3 30.877.5 37.053,0 44.463,7 51.133,2 58.803,2 67.623,7 77.767,2 89.432,3 102.847,1| 625.043,9 Pdte de Pago

3.Costes D.V. y Pagos (1°,2%)

0,0




‘ éQué costes de marketing vamos a soportar para captar clientes? -
19 Ejercicio 2022/2023

Conceptos % sobre ventas Septiembre Octubre Noviembre Diciembre Enero Febrero Marzo Abril Mayo Junio Julio Agosto Totales
1. Marketing Digital (SEO, SEM, etc) 10,0% 252,5 345,0 461,5 619,5 836,5 1.128,5 1.405,0 115952555 2.192,5 2.743,0 3.424,0 4.280,5 19.441,0
2. Marketil:lq Offline (Publicidad, 0,0%
RRPP, Promociones, etc)
3. Gastos de Marketing (on y off) independiente de las ventas
Costes de Marketing 252,5 345,0 461,5 619,5 836,5 1.128,5 1.405,0 1.752,5 2.192,5 2.743,0 3.424,0 4.280,5 19.441,0

> to cuesta, de media, Captar un nuevo cliente
19 Ejercicio 2022/2023

|| Conceptos || Septiembre | Octubre Noviembre Diciembre | Enero | Febrero | Marzo Abril Mayo Junio Julio Agosto Total ||
clientes ratio
[NGmero de Nuevos Clientes Facturables cada mes 205 80 93 126 178 238 262 352 345 431 519 631 3.460 ||
1. Coste de Marketing por Nuevo Cliente Facturado cada mes " 4 5 5 5 5 5 5 6 6 5 7
Clientes Adquiridos en relacién al 1° mes de cada ejercicio 285 378 504 682 920 1.182 1.534 1.879 2.310 2.829 3.460
2. Coste Acumulado de Mk por Clientes Totales Adquiridos ) . ) . . . . B B : 6
I CAC 6 I
Ticket Medio 23,5 . Si CAC > Ticket Medio, en la primera venta no se cubre lo que cuesta captar un cliente
Margen Bruto 70,0%

12 Ejercicio 2022/2023

. Niumero de veces de media que nos compra un cliente al afio (RA) | RA | 12 |
- Aflos que se espera que tenga relacion el cliente con nuestra empre| ve | 1 |
I LTV 197 || . Si LTV > CAC, lo que deja un cliente es mayor que el coste que supone adquirirlo
|| LTV 35,13 veces CAC " . Aungue cada negocio es diferente, por regla general LTV deberia ser mas o menos 3 veces mayor que CAC

4.Costes Mk y Métricas (1°,2°)



para captar clientes

29 Ejercicio 2023/2024

Septiembre Octubre Noviembre Diciembre Enero Febrero Marzo Abril Mayo Junio Julio Agosto Totales
10,0% 4.922,6 5.907,1 7.088.5 8.506,2 10.207,5 12.248,9 14.086,3 16.199,2 18.629,1 21.423,5 24.637,0 28.332,5 172.188,4
0,0%
0,0%
4.922,6 5.907,1 7.088,5 8.506,2 10.207,5 12.248,9 14.086,3 16.199,2 18.629,1 21.423,5 24.637,0 28.332,5 172.188,4
0 cuesta, de media, atrae
22 Ejercicio 2023/2024
|| Septiembre Octubre | Noviembre Diciembre Enero | Febrero | Marzo Abril Mayo Junio Julio Agosto Total ||
423 495 440 479 531 437 475 512 553 589 645 701 6.280 |
12 12 16 18 19 28 30 32 34 36 38 40
918 1.358 1.837 2.368 2.805 3.280 3.792 4.345 4.934 5.579 6.280
12 13 14 15 17 19 21 23 24 26 27
I CAC 27 I
Ticket Medio 23,5 . Si CAC > Ticket Medio, en la primera venta no se cubre lo que cuesta captar un cliente

Margen Bruto 70,0%

media, obte os de cada cliente a0 largo de su vida con nosotro.
29 Ejercicio 2023/2024

. Niumero de veces de media que nos compra un cliente al afio (RA) | RA | 12 |

. Afios que se espera que tenga relacién el cliente con nuestra empre:l ve | 1 |

I LTV 197 || . Si LTV > CAC, lo que deja un cliente es mayor que el coste que supone adquirirlo

|| LTV 7,2 veces CAC " . Aungue cada negocio es diferente, por regla general LTV deberia ser mas o menos 3 veces mayor que CAC

4.Costes Mk y Métricas (1°,2°)



|::> Gastos de explotacion

12 Ejercicio 2022/2023

“ Recursos Humanos (RREH) - Sueldos y Salarios ”
Total Anual
% Seq.S a
Importe Sueldo RETA ANUAL y Total Coste
CencerEes Bruto AnvaL | C3I9° de la Seg.s Empresa ANUAL
Empresa

Emprendedor fa-Socio/a 1 18.000.0 3.600.0 21.600.0

Ja-sociofa 2 18-000.0 3.600.0 21.600.0
[Emprendedor fa-Socio/a 3 18.000.0 3.600.0 21.600.0
Emprendedor fa-Socio/a 4 18.000.0 3.600.0 21.600.0
Subtotal A (Socios) 72.000,0 14.400,0 86.400,0
Empleado/a 1 18.000,0 30.0% 5.400.0 23.400.0
Empleado/a 2
Empleado/a 3
Empleado/a 4
Empleado/a 5

1 B (Empleados) 18.000,0 5.400,0 23.400,0
TOTAL (A + B) 90.000,0 19.800,0 109.800,0
H ]
o . 1° Ejercicio| 2° Ejercicio

HEuS Scosjus U cape 12 2022/2023 | 2023/2024
a. De Socios o Personal por Cta Propia (en RETA) 4,0 4,0
b. De Empleados o Personal por Cta Ajena 1.0 3.0
TOTAL N° Puestos de Trabajo 5,0 7,0

5. Costes RRHH (Ej 1°,2°)



|::> Gastos de explotacion

29 Ejercicio 2023/2024

” Recursos H

Total Anual
- % Variacién| Sueldo Bruto 355 |% Variacién EH;?:; sys/o Total Coste
Sueldos Anual Empresa | RETA y SS RETA Anus1 | EmPresa Anual
Emprendedor fa-Socio/a 1 18.000.0 0,0% 3.600.0 21.600.0
Ja-Sociofa 2 18.000.0 3.600.0 21.600.0
[Emprendedor fa-Socio/a 3 18.000.0 3.600.0 21.600.0
Emprendedor fa-Socio/a 4 18.000.0 3.600.0 21.600.0
Subtotal A (Socios) 72.000,0 14.400,0 86.400,0
Empleado/a 1 18.000.0 30,0% 0,0% 5.400,0 23.400,0
Empleado/a 2 18.000.0 30.0% 5.400,0
Empleado/a 3 18.000.0 30,0% 5.400.0
Empleado/a 4 0.0
Empleado/a 5 0,0
1 B (Empleados) 54.000,0 16.200,0 70.200,0
TOTAL (A + B) 126.000,0 30.600,0 156.600,0

N° Puestos de Trabajo

a. De Socios o Personal por Cta Prop

b. De Empleados o Personal por Cta

TOTAL N° Puestos de Trabajo

5. Costes RRHH (Ej 1°.2°)
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" Cuenta de Resultados

Cuenta de resultados o de Pérdidas y ganancias

19 Ejerc. 2022/2023

Gastos de explotacion

6.PyG (Ej1°2)

Conceptos Septiembre Octubre Noviembre Diciembre Enero Febrero Marzo Abril Mayo Junio Julio Agosto Total
Ventas (Ingresos) 2.525,0 3.450,0 4.615,0 6.195,0 8.365,0 11.285,0 14.050,0 17.525,0 21.925,0 27.430,0 34.240.0 42.805,0 194.410,0
Coste de Ventas (Costes Variables) 757.5 1.035,0 1.384,5 1.858,5 2.509.5 3.385,5 4.215,0 5.257,5 6.577.5 8.229,0 10.272,0 12.841,5 58.323,0
Margen Bruto s/Ventas 1.767,5 2.415,0 3.230,5 4.336,5 5.855,5 7.899,5 9.835,0 12.267,5 15.347,5 19.201,0 23.968,0 29.963,5 136.087,0
Sueldos y Salarios (Socios) 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 72.000.0
Sueldos y Salarios (Empleados) 1.500.0 1.500.0 1.500.0 1.500.0 1.500,0 1.500.0 1.500.0 1.500.0 1.500.0 1.500.0 1.500.0 1.500.0 18.000,0
Cargas Sociales (RETA y Seg Soc a Cargo Emp) 1.650,0 1.650,0 1.650,0 1.650,0 1.650,0 1.650,0 1.650,0 1.650,0 1.650,0 1.650,0 1.650,0 1.650,0 19.800.0
Tributos y Tasas 0.0
Suministros (Luz, Agua, Teléfono, Gas) 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0.0
Gestoria, Asesoria y Auditoras (Servicios Profesionales Indep.) 0.0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0.0 0,0 0,0
Material de Oficina, Limpieza y Otros 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0.0
Marketing (on y off) 252,5 345.0 461.5 619.5 836.5 1.128,5 1.405.0 1.752,5 2.192,5 2.743.0 3.424,0 4.280.5 19.441.,0
Primas de Seguros 0.0
Trabajos Realizados por Otras Empresas 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Reparaciones, Mantenimiento y Conservacién 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 60.000,0
Arrendamientos y Canones 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Transportes y Mensajeria 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0.0 0,0 0,0 0,0 0.0
Otros Servicios (1) 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Otros Servicios (2) 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0.0
Cuota de Renting 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Gastos de la Puesta en Marcha y Formalizacién 0,0 0.0
Resultado Operativo (EBITDA) -12.635,0 -12.080,0 -11.381,0 -10.433,0 -9.131,0 -7.379,0 -5.720,0 -3.635,0 -995,0 2.308,0 6.394,0 11.533,0 -53.154,0
Dotacién Amortizaciones 114,6 114,6 114,6 114,6 114,6 114,6 114,6 114,6 114,6 114,6 114,6 114,6 1.375.0
Total Gastos de Explotacién 14.517,1 14.609,6 14.726,1 14.884,1 15.101,1 15.393,1 15.669,6 16.017,1 16.457,1 17.007,6 17.688.6 18.545,1 190.616.0
Resultado de Explotacién (EBIT) o (BAII) -12.749,6 -12.194.6 -11.495,6 -10.547.6 -9.245,6 —7.493,6 -5.834,6 -3.749.,6 -1.109,6 2.193,4 6.279.4 11.418,4 -54.529.0
Gastos Financieros 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Resultado Financiero 0,0 0.0 0,0 0.0 0,0 0,0 0,0 0,0 0,0 0,0 0.0 0,0 0.0
Resultado Antes de Impuestos y Res. Excepcionales -12.749,6 -12.194.6 -11.495,6 -10.547.6 -9.245,6 -7.493,6 -5.834,6 -3.749,6 -1.109,6 2.193,4 6.279.4 11.418,4 -54.529,0
+ Otros Ingresos (por Crowfunding de Recompensa) 0.0
Resultado Antes de Impuestos (EBT) o (BAI) -12.749,6 -12.194,6 -11.495,6 -10.547,6 -9.245,6 —7.493,6 -5.834,6 -3.749,6 -1.109,6 2.193,4 6.279,4 11.418,4 -54.529,0
Resultado Acumulado Ejercicio Antes de Impuestos -12.749,6 -24.944,2 -36.439,8 -46.987,3 -56.232,9 -63.726,5 -69.561,1 -73.310,7 -74.420,3 -72.226,8 -65.947,4 -54.529,0

Beneficio Bruto: -54.529,0 ” ‘Provisién Impuesto sobre Beneficios: 0,0 H Beneficio Neto: -54.529,0 ||




Costes Fijos* (o de Estructura) Anuales (1° Ejercicio Econémico):

190.616,0

Hs Trabajo Productivas | Dia

7.5
N° Trabajadores Produ vos 5.0
Dias Productivos | Mes 21,0
Meses Productivos [ Afio (Ejercicio Econémico) 11,0
Hs estimadas Trabajo Productivas / Afio (Ejercicio 8.662,5 Hs | Aflo (Ejerc. Ec.)
Econémico)
Coste Fijo (o de Estructura) [ Hora: | | 22,0 Euros | Hora

6.PyG (Ej1°2)

Porcentaje de los Costes Fijos s/ Ventas

98%
Porcentaje de los Gastos Operativos s/ Ventas 97%
% de los Costes de Mk y Comunicacion s/ Ventas 10%




Cuenta de resultados o de Pérdidas y ganancias

29 Ejerc. 2023/2024

Gastos de explotacion

Septiembre Octubre Noviembre Diciembre Enero Febrero Marzo Abril Mayo Junio Julio Agosto Total
49.225,8 59.070,9 70.885,1 85.062,1 102.074,5 122.489,4 140.862,8 161.992,3 186.291,1 214.234,8 246.370,0 283.325,5 1.721.884.1
14.767,7 17.721,3 21.265,5 25.518,6 30.622,4 36.746,8 42.258,8 48.597,7 55.887,3 64.270,4 73.911,0 84.997,6 516.565,2
34.458,0 41.349,6 49.619,6 59.543,5 71.452,2 85.742,6 98.604,0 113.394,6 130.403,8 149.964,3 172.459,0 198.327,8 1.205.318,9
& variacién 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 72.000,0
R = 4.500,0 4.500,0 4.500,0 4.500,0 4.500,0 4.500,0 4.500,0 4.500,0 4.500,0 4.500,0 4.500,0 4.500,0 54.000,0
Creeen 2.550,0 2.550,0 2.550,0 2.550,0 2.550,0 2.550,0 2.550,0 2.550,0 2.550,0 2.550,0 2.550,0 2.550,0 30.600.0
0,0% 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
4.922,6 5.907,1 7.088,5 8.506,2 10.207.5 12.248,9 14.086,3 16.199,2 18.629.,1 21.423,5 24.637,0 28.332,5 172.188,4
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 60.000,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0.0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0.0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0.0
11.485,5 17.392,5 24.481,0 32.987,3 43.194,7 55.443,7 66.467,7 79.145,4 93.724,7 110.490,9 129.772,0 151.945,3 816.530,5
114,6 114,6 114,6 114,6 114,6 114,6 114,6 114,6 114,6 114,6 114,6 114,6 1.375.0
23.087,2 24.071,7 25.253,1 26.670,8 28.372,0 30.413,5 32.250,9 34.363,8 36.793,7 39.588,1 42.801,6 46.497,1 390.163,4
11.370,9 17.278,0 24.366,5 32.872,7 43.080,1 55.329,1 66.353,1 79.030,8 93.610,1 110-376,3 129.657.4 151.830.7 815.155.5
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0
0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0.0 0.0 0.0
11.370,9 17.278,0 24.366,5 32.872,7 43.080,1 55.329,1 66.353,1 79.030,8 93.610,1 110.376,3 129.657,4 151.830,7 815.155,5
0,0 0,0
11.370,9 17.278,0 24.366,5 32.872,7 43.080,1 55.329,1 66.353,1 79.030,8 93.610,1 110.376,3 129.657,4 151.830,7 815.155,5
11.370,9 28.648,8 53.015,3 85.888,0 128.968,1 184.297,2 250.650,3 329.681,0 423.291,1 533.667,4 663.324,8 815.155.,5
Beneficio Bruto: 815.155,5 ‘ Provisién Impuesto sobre Beneficios: 203.788,9 ” Beneficio Neto: 611.366,6 ‘

6.PyG (Ej1°2)




Costes Fijos® (o de Estructura)
Econémico) ¢

Anuales (2° Ejercicio

390.163.,4

Hs Trabajo Productivas [ Dia

Hs | Afio (Ejerc. Ec.)

7.5
N° Trabajadores Productivos 7.0
Dias Productivos [ Mes 21,0
Meses Productivos [ Afio (Ejercicio Econémico) 11,0
Hs estimadas Trabajo Productivas | Afio
(Ejercicio Econémico) oty
Coste Fijo (o de Estructura) [ Hora: 32,2

Euros | Hora

6.PyG (Ej1°2)

Porcentaje de los Costes Fijos s/ Ventas

23%
Porcentaje de los Gastos Operativos s/ Ventas 23%
% de los Costes de Mk y Comunicacion s/ Ventas 10%




frevlcle]

—

Plan de inversion y de financiacion inicial

INVERSIONES Iniciales AkORTTZACION
oan & TOTAL ACTIVOS Iniciales
VA Soportado
Valor de las que Inporte de las que . .
Conceptos de las que Afios de Vida ftil
APORTAMOS ADQUIRIMOS ADQUIRIMOS
INMOVILIZADO 5.500.0

Terzenos y Bienes Naturales 218 0.0 0
Construcciones 218 0.0 33
Instalaciones/Acondicionamiento 218 0.0 s
Maquinaria 218 0.0 10
Utillaje, Herramientas, Menaje, 218 0.0 5
Mobiliario y Enseres 218 0.0 10
Elementos de Tramsporte 218 0.0 s
Equipos Informiticos y de las Comunicacion 5.000,0 218 5.000,0 4
otro Inmovilizado Haterial 218 0.0 4
1 tor: Inmovilizado Material 5-000,0 0.0 5.000,0
Gastos de 1+ (Propiedad de la Innovacion) 218 0.0 4
Programas Informiticos y Paginas Web 5000 218 500.0 4
Propiedad Industrial e Intelectual 218 0.0 4
otro Inmovilizado Intangible 218 0.0 s
2 rota: Inmovilizado Intangible 500,0 0,0 500,0
” anzas y Depésitos y Garantias | | ‘l H 0.0
ey | ] ) TR
|Gmsr’>s de Puesta en Marcha y Constittucién | | “ [ ’Zh“ H 0.0 “
”4 Gastos para Puesta en Marcha | | 0,0 ‘l 0,0 H 0.0
[ Activo CORRIENTE 75.000,0 |
Materias Primas, Mercaderias, etc s .
n I [ | e [ —C—
|5 Existencias rnciates 11 0,0 | 0,0 | 0.0

6 1IVA Soportado por Adquisicién Inversiones ” 0.0 “
7a. TESORER?A Necesaria para pagar las 0.0
Inversiones Adquiridas )
7b. TESORERTA Sobrante después de pagar las 75.000,0
Inversiones Adquiridas '

TOTAL ACTIVO 80.500.0

7. Plan Invers-Financ (1°.29)

Balance de situacion de partida

FINANCIACION Inicial

Oonceptos

Importe de la FINANCIACION

DEVOLUOTON de la FINANOTIAGION con COSTE

PATRINMONIO NETO 80.500,0
por e1/los socios
owdfunding y/u Otros Inversores Externos 75.000,0
I tore. Capital en Dinezo 75.000,0
Hn,ﬂm y Derechos Aportados por elflos socios | | 5.500,0 ‘l
|2 o1 capital en forma de Bienes y pezecnos | | 5.500,0|
[3 o1 subvenciones v ponaciones | 0,0
Crowdfunding Recompensa
Gastos de la Campatia Crowdfunding DEVOLUCION PRESTANO PARTICIEATIVO
4 Crowdfunding 0,0
Intezés Afios Pagos por | Meses ée Gl!.tc! .
Afio Carencia Formalizacién
Préstamos Participativos | | ‘l 5.0% 5.0 12 0 0.0
Hs PreatancalPazticTeatives | | n.nu
‘Fesultadu eros N | | “
Hs Resultados Primeros Nimeros | | o,o‘l
PRsTauo ¥
DEUDAS (Pasivo) 0,0
) nteres atios Pagos por | Meses de Gastos
Afio Carencia Formalizacién
Préstamos Financieros y Crowdlending 5.0t 5.0 12 0 0.0
Préstamos de Soclos, Familiares y Amigos
7 Toral Préstamos 0.0
TOTAL PATRIMONIO NETO + PASIVO 80.500.0




Plan de inversion y de financiacion posterior

Durante 1° ejercicio 2022/2023

Durante 2° ejercicio 2023/2024

Inporte de las Inporte de las -
Conceptos DEVOLUCION de la FINANCIACION con COSTE rma (ARLA DEVOLUCION de la FINANCIACION con COSTE
& INVERSIONES & realizar | 'OXn® d° FINANCIARIAS INVERSIONES & realizaz | TOCm® 9% FINANCIARLAS
| C Faie J | EE 2 |

Terzenos y Bienes Naturales

Construcciones

Instalaciones/Acondicionamiento

Maquinaria

Utillaje, Herramientas, Menaje, DEVOLUCION PRESTAMO FINANCIERO DEVOLUCION PRESTAMO FINANCIERO

Mobiliario y Enseres -

gos por | Meses de Gastos Pagos por | Meses de Gastos

[T ——— D LEED Ao Carencia | Formalizacién D Rtes afo Carencia | Formalizacién
Equipos Informiticos y de las C 5.0t 4.0 12 0 0.0 5.0t 4.0 12 0 0.0
otro Inmovilizado Material

1 ot Inmovilizado Material 0.0 DEVOLUCION RENTING 0.0 DEVOLUCION RENTING

Gastos de 1+D (Propiedad de la Innovacion)

Intezés afios P2dO8 POT | Guptos de Formali Interés Afios PagOs PO | guutos de Formalizacifn
Programas Informdticos y Péginas Web aflo Aflo
g v pag:

Propiedad Industrial e Intelectual 5.0¢ 4.0 12 0 5.0t 4.0 12 0

otro Inmovilizado Intangible

2 cora Inmovilizado Intangible 0.0 0.0

[z8soreta wecesarta | | I |

Ereee | | L |

H Fi iaci a Te 1 H H Fi laclén destinada a T 1 H

Inporte Tipo de Financlacién Inpozte Tipo de Financlaoién

mpliacién de Capital de socios

Ampliacion de Capital de Inversores Bxternos A A

1 = Awpliacién de Capital en Dinero 0.0 0.0

Subvenciones y Donaciones s s

2 subvencicnes y Donaciones 0.0 0.0

Crowdfunding Recompensa

Gastos de la Campana Crowdfunding DEVOLUCION PRESTAMO PARTIOIPATIVO DEVOLUCION PRESTAMO PARTICIPATIVO

. Pagos por | Meses de Gastos Pagos por | Meses de Gastos
Crowdfundin b .
" 0.0 o Anos afo Carencia | Formalizacién 0.0 e Afios afio Carencia | Formalizacisn
Préstamos Participativos PP 5.0% 4.0 4 0 0.0 5.0% 4.0 4 0 0.0
4 préstamos Participativos 0.0 0,0
DEVOLUCION PRESTAMO FINANCIERO y CROWDLENDING DEVOLUCION PRESTAMO FINANCIERO y CROWDLENDING

Prestamos Financieros y Crowdlending B 5.0 7.0 2 0 0.0 g 5.0 1.0 12 0 0.0
Préstamos de Socios, Familiares y Amigos

5 o Préstamos 0.0 0.0

7. Plan Invers-Financ (1°.29)




7. Plan Invers-Financ (15,2%)



:> Plan de tesoreria o de Estado de flujos de caja

19 Ejerc. 2022/2023

lLvaov
|| Plan de Tesoreria ||
"es Tesoreria Inversién - Financiacién | I (*) Salidas de dinero para pagar las Inversiones I 0,0 " I (**) Entradas de dinero procedente de Financiacién I 0.0 "

Saldo Inicial (1) 75.000,0 62.683,2 51.037,9 40.238,3 27.435,9 19.358,9 13.401,8 6.302,1 4.875,3 6.642,8 7.375,2 18.083,4

Cobro de Ventas + IVA Repercutido 3.055.3 4.174,5 5.584,2 7.496,0 10.121,7 13.654,9 17.000,5 21.205,3 26.529,3 33.190,3 41.430,4 51.794,1 235.236,1

Cobro Deudas Pdtes (de Clientes y Otros Deu 0,0 0,0 0,0 0,0 0,0 0.0 0.0 0.0 0,0 0,0 0.0 0.0 0,0

Disposiciones de Crédito a CP 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0

(**) Entradas de dinero procedentes de la Financiacién 0.0

Retenciones IRPF 1.050.0 1.050.0 1.050.0 1.050.0 1.050.0 1.050.0 1.050.0 1.050.0 1.050.0 1.050.0 1.050,0 1.050,0 12.600,0

Total Entradas (2) 4.10s5,3 5.224,5 6.634,2 8.546,0 11.171.7 14.704.9 18.050.5 22.255.3 27.579.3 34.240,3 42.480.4 52.844,1 247.836,1

Pago de Compras y Otros Costes Variables + 916.6 1.252.,4 1.675.2 2.248.8 3.036.5 4.096.5 5.100,2 6.361.,6 7.958.8 9.957,1 12.429,1 15.538.2 70.570, 8||sueldos y Salarios de Socios Pd
Sueldos y Salarios de Socios 6.000,0 6.000.0 6.000.0 6.000.0 6.000.0 6.000.0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 72.000.0 0,0

Sueldos y Salarios de Empleados 1.500.0 1.500,0 1.500,0 1.500,0 1.500,0 1.500,0 1.500,0 1.500,0 1.500,0 1.500,0 1.500,0 1.500.0 18.000,0

Cargas Sociales (RETA y Seg Soc a Cargo Emp 1.650,0 1.650.0 1.650.0 1.650.0 1.650.0 1.650.0 1.650,0 1.650,0 1.650,0 1.650,0 1.650,0 1.650.0 19.800,0

Tributos y Tasas 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0

Suministros (Luz, Agua, Teléfono, Gas) 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0

Gestoria, Asesoria y Auditoras (Servicios P 0,0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0

Material de Oficina, Limpieza y Otros 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0

Marketing (on y off) 252,5 345.0 461,5 619,5 836.5 1.128.5 1.405.0 1.752.5 2.192.5 2.743.,0 3.424,0 4.280.5 19.441,0

Primas de Seguros 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0

Trabajos Realizados por Otras Empresas 0.0 0.0 .0 0.0 0.0 0.0 0.0 0 0 .0 0.0 0.0 0,0

Reparaciones, Mantenimiento y Conservacién 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000.0 60.000,0|jarrendamiento Pdte de Pago
Arrendamientos y Canones 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0 0,0
Transportes y Mensajeria 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0

Otros Servicios (1) 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0

Otros Servicios (2) 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0

Cuota de Renting 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0

Gastos de Formalizacién de los Prestamos 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0

Gastos financieros 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0

Devolucién del Capital de los Préstamos 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0

Reembolsos de Créditos a CP 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0,0 0.0 0.0 0.0 0.0 0,0(Financiacién Pdte Devolver a Ot
Devol. Financ. Por Prestamo de Socios, Familiares y Amigos 0,0 0,0 ||
(*) Salidas de dinero para pagar Inversiones 0,0

IVA Soportado Inversiones y Gastos de Explo 1.103,0 1.122,5 1.146,9 1.180,1 1.225,7 1.287,0 1.345,1 1.418,0 1.510,4 1.626,0 1.769,0 1.948.9 16.682,6

Total salidas (3) 16.422,1 16.869,8 17.433,7 18.198.4 19.248,7 20.661,9 22.000,2 23.682,1 25.811,7 28.476,1 31.772.2 35.917.6 276.494,4 IVA a Liquidar
Liquidacién Trimestral del I.V.A. (4) -1.815,7 -1.709,2 1.881,8 10.013,9
Liquidacién IREF (5) 3.150,0 3.150,0 3.150,0 3.150,0
Tesoreria del Periodo - Burn Rate Mensual -12.316,9 -11.645,3 -10.799,5 -12.802,4 -8.077,0 -5.957,1 -7.099,7 -1.426,9 1.767,6 732.,4 10.708.2 16.926.4 IRPF a Liquidar
SALDO FINAL | 62.683,2 51.037,9 40.238,3 27.435,9 19.358,9 13.401.8 6.302,1 4.875.3 6.642,8 7.375,2 18.083.4 35.009.9

Meses Restantes de Liquidez - Cash Runwy 5,1 4,4 3.7 2.1 2.4 2.2 0.9 3.4

8. Tesoreria (Ej 1°,2°)



Plan de tesoreria o de Estado de flujos de caja

29 Ejerc. 2023/2024

I (*) Salidas de dinero para pagar las Inversiones I 0,0 " I (**) Entradas de dinero procedente de Financiacién I 0,0 "
35.009,9 39.833,9 64.969, 4 98.681,9 119.210,1 175.566,2 246.743,5 291.347,1 391.203,4 508.700,8 583.952,8 745.067,4
59.563,2 71.475.8 85.770.9 102.925,1 123.510.2 148.212,2 170.444,0 196.010.6 225.412.2 259.224,1 298.107.7 342.823.8]  2.083.479,8
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0
0,0
1.350,0 1.350,0 1.350,0 1.350,0 1.350,0 1.350,0 1.350,0 1.350,0 1.350,0 1.350,0 1.350,0 1.350,0 16.200,0
60.913,2 72.825,8 87.120,9 104.275,1 124.860,2 149.562,2 171.794,0 197.360,6 226.762,2 260.574,1 299.457,7 344.173,8)  2.099.679,8
17.868,9 21.442,7 25.731.3 30.877.5 37.053,0 44.463.7 51.133,2 58.803,2 67.623.7 77.767.2 89.432,3 102.847.1 625.043,9susldos y salarios de Socios Pdtes
6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 6.000,0 72.000,0 0.0
4.500,0 4.500,0 4.500.0 4.500,0 4.500,0 4.500,0 4.500,0 4.500,0 4.500,0 4.500,0 4.500,0 4.500,0
2.550,0 2.550,0 2.550,0 2.550.0 2.550.0 2.550.0 2.550.0 2.550.0 2.550.0 2.550.0 2.550.0 2.550.0 30.600,0
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0
4.922,6 5.907.1 7.088,5 8.506.2 10.207.5 12.248.9 14.086.3 16.199.2 18.629,1 21.423,5 24.637.0 28.332.5 172.188,4
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000,0 5.000.0 5.000.0 5.000.0 5.000.0 5.000,0 60.000,0|arrendantento pdte de Pago
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0 0.0 |
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0
0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
0,0 0,0 0,0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0,0|/Financiacisn pdte Devolver a Otros
00 ]
0.0
2.083,7 2.290.5 2.538.6 2.836.3 3.193.6 3.622.3 4.008,1 4.451,8 4.962,1 5.548.9 6.223,8 6.999,8 48.759,6
42.925,3 47.690,3 53.408,4 60.270,1 68.504,1 78.384,9 87.277.6 97.504,3 109.264,9 122.789,6 138.343,1 156.229,5| 1.062.591,9| IVA a Liquidar
10.013,9 19.426.,9 35.862,9 58.482,4 90.585.2
3.150,0 4.050,0 4.050,0 4.050,0 4.050,0
4.824,0 25.135,5 33.712,6 20.528,2 56.356,1 71.177,3 44.603,5 99.856,4 117.497,3 75.252,0 161.114,6 187.944,3 IRPF a Liquidar
39.833,9 64.969,4 98.681,9 119.210,1 175.566,2 246.743,5 291.347,1 391.203,4 508.700,8 583.952,8 745.067,4 933.011,7

8. Tesoreria (Ej 1°,2°)



ual es la situacion del patrimonio empresarial al arranque de la actividad y final de cada ejercicio econdémico ?

Apertura 1° Ejerc. 2022/2023 Cierre 1° Ejerc. 2022/2023 Cierre 2° Ejerc. 2023/2024
Euros % Euros % Euros %
Activo No Corriente ("Inmovilizado") 5.500,0' 6,8% 4.125,0 10,5%) 2.750,0 0,3%
Activo Corriente ("Circulante") 75.000,0 93,2% 35.009,9 89,5% 933.011,7 99,7%

Patrimonio Neto - Recursos Propios 80.500,0 100,0% 25.971,0 66,4% 637.337,6 68,1%
Pasivo No Corriente ("Exigible a LP") 0,0 0,0% 0,0 0,0% 0,0 0,0%
Pasivo Corriente ("Exigible a CP") 0,0 0,0% 13.163,9 33,6% 298.424,1 31,9%

|Saldo de Tesoreria (Disponible) I ! 75.000,0| 93%| | 35.009,9 89%| | 933.011,7 100%|
|Recursos Permanentes I 80.500,0| 100%| | 25.971,0 GG%l | 637.337,6 68%|
Descuadre 0,0 0% # 0,0 0% # 0,0 0%

9. Abrev Balan-CtaR (Ej 1°,2°)



Cuentas de resultados abreviadas

Cierre 1° Ejerc. 2022/2023 Cierre 2° Ejerc. 2023/2024
Euros % Euros %

INGRESOS (Ventas) 194.410,0 100,0% 1.721.884,1 100,0%
Costes Directos Variables (a) 58.323,0 30,0% 516.565,2 30,0%
Otros Costes Variables (b) 0,0 0,0% 0,0 0,0%
ToulCostesdeveNaS (Coses | o ng a0 | swesssa 300w
(1) MARGEN BRUTO S/ VENTAS 136.087,0 70,0% 1.205.318,9 70,0%
Gastos de Personal (Gastos de Estructura) 109.800,0 56,5% 156.600,0 9,1%
" Otros Gastos de Estructura (incluido Mk) 79.441,0 40,9% 232.188,4 13,5%)
e—— e wang  we | semd e
fr’nf::lﬁis‘fe"e"d° (ATEES G2t 2o -53.154,0 -27,3% 816.530,5 47,4%
Dotacién a la Amortizacién (Contable) 1.375,0 0,7% 1.375,0 0,1%
(3) EBIT (Beneficio Antes de Intereses e Impuestos) -54.529,0 -28,0% 815.155,5 47,3%
Gastos Financieros 0,0 0,0% 0,0 0,0%)|
mumcomnare | I | o oo
+ Ingresos / -Gastos Excepcionales 0,0 0,0%, 0,0 0,0%)
(a) EBT (Beneficio Antes de Impuestos) -54.529,0 -28,0% 815.155,5 47,3%
Provisién Impuesto s/ Beneficios 0,0 0,0% 203.788,9 11,8%)
(5 Resultado Neto -54.529,0 -28,0% 611.366,6 35,5%
__|Costes de Marketing 19.441,0 10,0% 172.188,4 10,0%

9. Abrev Balan-CtaR (Ej 1°,2°)



Inversion - Financiacion

Apertura 1° Ejerc. 2022/2023 Cierre 1° Ejerc. 2022/2023 Cierre 2° Ejerc. 2023/2024
Inversién en Inmovilizado
6,8% 10,5% 0,3%
(Activo No Corriente)
Inversién en Circulante
93,2% 89,5% 99,7%
(Activo Corriente)
INVERSION TOTAL
100% 100% 100%
+ Circulante)
1 total euros 80.500 39.135 935.762
FINANCIACION TOTAL
100,0% 100,0% 100,0%
(Propia + Ajena)
Recursos Propios
g 100,0% 66,4% 68,1%
(Patrimonio Neto)
Recursos Ajenos
! 0.0% 336% 31.9%
(Pasivo No Corriente + Pasivo Corriente)
Fondo de Maniobra 75.000,0 21.846,0 634.587,6
(Recursos Permanentes - Activo No Corrientes) 93% 56% 68%

10. Indicadores (Ej 1°,2°)

Ventas - Mdrgenes - Beneficio - Cash Flow

Cierre 1° Ejerc. 2022/2023

Cierre 2° Ejerc. 2023/2024

Ventas Previstas (Ingresos) 194.410,0 € 100% 1.721.884,1 € 100%
Crecimiento de las Ventas 785,7%

Margen Bruto s/ Ventas 136.087,0 € 70% 1.205.318,9 € 70%

EBITDA -53.154,0 € 21% 816.530,5€ 47%

EBIT (o BAIl) -54.529,0 € -28% 815.155,5€ 47%

Beneficio Neto s/ Ventas -54.529,0 € -28% 611.366,6 € 36%

Cash-Flow Econémico -53.154,0 € NS 612.741,6 € 36%




Rentabilidad - Liquidez - Endeudamiento - Seguridad

Cierre 1° Ejerc. 2022/2023

Cierre 2° Ejerc. 2023/2024

ROE (Retun On Equity) Rentabilidad Financiera NS 95,9%
ROI (Return On Investment) Rentabilidad Econémica NS 87,1%
Tesoreria (Prueba Acida)  (Realizable + Disponible / Pasivo 27 31
Corriente) ! !
Endeudamiento (Pasivo Total / Pasivo Total + Patrimonio Neto) 33,6% 31,9%
Capacidad de Devolver Deuda Financiera (Bfo Neto + NS NS
Amortizaciones / Acreedores Financieros)

Punto de Equilibrio (Umbral de Rentabilidad o Break Event Point) 272.308,6 € 557.376,3 €
Coeficiente de Seguridad ( de Equiibrio) 0,71 3,09

Pay-Back (Plazo Recuperacion de la Inversion realizada durante el 1°
Ejercicio Economico)

10. Indicadores (Ej 1°,2°)




