


INTUITIVE PERSONALISATION 

We ensure each individual gets exactly what they need from the experience, without telling how to act, feel or behave. This 
is their tool for a better life.

1. Friendly but not overbearing 

Bad: “Hey! Welcome! Namaste! I hope you’re having a fantastic day and welcome to Ong/Amp. Enjoy it, honey!”

Good: “Hey, welcome to Amp/Ong. Our overarching goal is to support and optimise the body and vitalise the spirit. If 
you’re new, we’d recommend trying the [Signature Class] first. It’s a combination of physical and mental practices that 

merge ancient and modern techniques. Try it for yourself.” 



2. Detailed but not irrelevant  

Bad: “XX has been a yoga teacher for 15 years, first he went to India in 2012 to specialise in Transformational Meditation, 
then came back to London…” 

Good: “The class begins guided by the ‘instructor’ with a sound vibration or mantra. The lungs are then stretched to 
prepare for the breathwork element. Then we move onto a sequence of physically exerting postures, held for a number of 
minutes, guided by breath to raise the energy through the body. Between each posture there is a moment of relaxation; 

these spaces allow you to become aware of how each posture is affecting you, physically and energetically. At the end of 
the class, you are guided to lie down with your eyes closed and the Gong’s sound helps you drift into a deep relaxation. The 

class ends by tuning out with a sound vibration mantra.” 

INTUITIVE PERSONALISATION 



3. Encouraging but not patronising 

Bad: “If you’ve never tried yoga before, don’t worry about it! Everyone is welcome! Even if you find it difficult, just keep 
going, we believe in you.”

Good: “[Signature Class] is a good work out for the body and mind. We have curated our classes so they suit all levels, 
which guarantees a full 360 mood elevation for anyone who tries. All of the aspects of the class - the tune in, warm up, 

physical exercise or deep relaxation - are equally important to the practice. This holistic work out helps both the body and 
mind to ultimately support you in modern day life, so don’t be afraid to try.“ 
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DO 

● Speak with light persuasion, as if encouraging a friend to come to class with you.
● Try to gather information on a customer’s preferences to suggest the correct class for them that day.  
● Use tangible words to differentiate classes from each other, such as “strong,” “spiritual,” “core work,” 

“fast-paced,”“relaxing,” “breathwork,” “powerful,” etc. 
● Be honest. Exaggerating could disappoint. 

DON’T

● Make any assumptions on any customer’s experience - approach with an open attitude. 
● Be too pushy - it’s their journey and we can only advise. 
● Pry for information that they may not want to give. Remember this is a quiet, private practice. 
● Use overly flowery language to describe classes, such as “grounding,” “transformational,” “fluid,” “open,” “playful,” 

etc 
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ACCESSIBLE SOPHISTICATION 
We make every person feel cared for and special, but we never act in a way that feels elite, niche or in any way exclusive.

1. Caring but not disingenuous 

Bad: “Hey, we just want you to have a good time, so treat this like your safe space where you can feel warm and loved...” 

Good: “[Signature Class] strengthens the body, focuses the mind, boosts energy and raises consciousness. But don’t 
expect a standard yoga, meditation or fitness class; this is a unique combination of practices, carefully designed with 

people’s interest at heart. We want to see you at your ultimate best - strong mentally and physically.” 



ACCESSIBLE SOPHISTICATION 
2. Proud but not exclusive 

Bad: “We uphold a certain level of integrity here, so if you’re looking for hippy-dippy yoga, go elsewhere. You’ll need to be 
able to keep up with our pace.” 

Good: “Ours is a new practice, which has been crafted using ancient teachings supported by scientific research. We have 
worked hard to integrate ancient tried and tested practices into our classes, which are tailored to the modern mind. This 
includes meditation, sound therapy, music, kundalini yoga, kriya yoga, hatha yoga, tai chi, spinal flexibility, breathing, and 

positive affirmation motivation. We are ambitious but agile; we welcome all ages and abilities.” 



ACCESSIBLE SOPHISTICATION 
3. Knowing but not arrogant 

Bad: “You probably haven’t heard of our new style of yoga, that’s okay. This type of yoga was built upon techniques to 
uncoil the energy at the base of the spine...” 

Good: “We’ve built upon traditional techniques to make sure our classes hit the spot. Ultimately, it’s a toolkit to support 
your life. Music realises physicality; creating a bespoke sonic spectrum of modern and ancient sounds, Ong classes will 

uplift emotions through exercise.” 



DO

● Emphasise the range of classes to demonstrate that we have options for all levels and abilities. 
● Present in-depth knowledge of the intricacies of music, movement and theory.  
● Don’t be afraid to offer personal experience or comparisons. 
● Treat everyone with the same respect, regardless of appearance. 
● Always be positive - highlight how the practice elevates the self and boosts energy. 
● Reference that our practice combines four aspects: strengthening the body, focusing the mind, boosting energy and raising 

consciousness. 
● Remember that this practice blends ancient wisdom with modern science. 
● Use words such as ‘derived from’ when referencing Kundalini yoga 
● Get the message across that we’re simplifying things - this is a stripped back yoga taken back to its foundations. 
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ACCESSIBLE SOPHISTICATION 
DON’T

● Remark on gender, age, fitness level, etc. 
● Favouritise more regular customers than others - how often they come is up to them. 
● Use “yoga language” that only an experienced yogi would understand, such as “sun salutation,” “inversion,” 

“bandas,” “asana,” etc 
● Focus on one aspect more than the other - it’s a total mind/body workout. 
● Compare directly to Kundalini yoga. 



RIGOROUS QUALITY CONTROL 
We back-up all our claims. Our knowledgeable teachers define us. Our brand precedes us.

1. Smart but not smarmy 

Bad: “Yoga is the connection of body and mind, so if you’re not willing to approach the meditation properly, you really won’t 
feel the full effect.” 

Good: “Meditation is an important part of the practice as [Signature Class] is a work out for the body and mind. I would 
encourage you to commit to the full 15 minutes. If you’re finding it difficult to concentrate, try...” 



RIGOROUS QUALITY CONTROL 

2. Educational but not dull 

Bad: “There are eight principal chakras and each is associated with certain aspects of our existence…”

Good: “Yogis believe our energy is stored in chakras across the body and we aim to “awaken” these through various 
techniques, such as spinal exercises. The classes result in a feeling of healthy wellbeing, mental clarity, energy, positivity, 

and motivation.” 



RIGOROUS QUALITY CONTROL 

3. Refined but not cold 

Bad: “Please take this seriously. We’re not about fad fitness but a transformational journey of body and mind.” 

Good: “We want to offer a seamless experience, so we keep our classes small and we’ve handpicked our team of talented 
teachers. We know first hand that they’re the best out there...” 



RIGOROUS QUALITY CONTROL 

DO

● Reference specific teachers and their styles. Try to pair up client with teacher given their preferences that day. 
● Show knowledge on other types of yoga and draw parallels when explaining classes, if helpful to the customer. 
● Be humble by inviting feedback and criticism, always striving to do better. 
● Remember it’s more than yoga - this is a new style of practice based on in-depth research and science, so back it up. 
● Emphasise that this practice is the most complete system for self optimisation. It will help unlock daily potential and 

reset mind and body.



RIGOROUS QUALITY CONTROL 

DON’T

● Compete against other studios or show bitterness towards other fitness/yoga styles - we are offering something 
different. 

● Make false claims about how Ong/Amp will make you feel. It’s entirely dependent on what the customer brings to 
the mat. 

● Describe all classes in the same way - pick out their USPs, such as more core work, more meditation, relaxation etc. 
● Reference yoga and pilates - this is a revolutionary new practice.  



Thank you. 


