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We get up every day to
answer one question:

"How can we help
dance studio owners
keep the passion for

dance alive as they

grow their business?”

JILL TIRONE, COMMUNITY MANAGER.
NN CTOR. T/
SUZANNE BLAKE GERETY, DIRE:



WEVE GROWN UP IN THIS BUSINESS AND SUCCESSFULLY NAVIGATED
DECADES OF CHANGES AND CHALLENGES

- In 2013 we became a part of the Revolution
Dancewear Family of Brands — Revolution, Tenth
House, Dance Studio Owner & Nimbly — all designed
to support you on this journey!

- We have worked with over 10,000 dance studios in
11 years online and hundreds of studio owners in
person through our speaking, training and
consulting

- Our members get timely resources and support to
help grow their business including over $520,000 in
cash back in July from their rewards — our exclusive
member benefits. Cash in summer, yes! When you
need it most.
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HAT WE'RE DIGGING INTO

INndustry averages — from number of
students, tfeacher pay rates, tuition
orices and more

How often to raise prices and what %

Student retention and attritfion rates —
use this to motivate and empower you

The key emall marketing, welbsite, and
soclal media analytics to focus on

Where to generate revenue before you
even grow student numbers

And more!
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Connect: Hello@DanceStudioOwner.com
Webinar Thank You: DanceStudioOwner.com/SpecialOffer
Leam More: DanceStudioOwner.com/JoinNow



mailto:Hello@DanceStudioOwner.com

$45-$50
Tuition Rate

1-Hr Class
per month

5 or less
teachers & staff
on payroll

Great l You don't o
e tudents in
having a "small studio” vera

because the truth is,

o
most studios are small. SIZ Stl.' 10

Every single dancer
matters and they are an

important part of your Paying

studio family. $15-20/hr

AHWME B8 Teach a 1-hr
an/yb *Based on data from 2018 Studio Feedback Survey, REV CI.aSS

UP Brands Customers, 564 individual responses




- On average, your dance studio
expenses will rise 3-5% annually

- A 4-5% increase on tuition (or fees)
recommended each year

- Get ahead of the rent going up,
utilities, insurance, payroll

- Get customers in the habit of seeing
‘Iigh’r INcreases

" Use percentages VS flat fees: |E

~ instead of $50 to $40, go to $56.33
(Keep your numbers ugly says Sean
Dever, CPA of DancePayroll.com)

- Be confident with price increases as
you deliver quality dance education!




THEY SAY THE LOVED THE RECITAL BUT WHY HAVEN'T THEY
COME EA AND RECISTERED FOR. CLASSES?

e




NCE STUDIO DATA -

20-40%

'S THE RATE OF TURN-OVER
(ATTRITION) OF
RECREATIONAL DANCERS
AT THE AVERAGE* SIZE STUDIO

EACH YEAR
*Average Studio Size of 150

Individual Dancers
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CASE STUDY —
STUDIO IN SOUTHEAST USA

2014/2015 49 dropped students 103 students in Recital 32% attrition
2015/2016 80 dropped students 130 students in Recital  38% Aaftrition
2016/2017 64 dropped students 133 students in Recital  32% attrition_

2017/2018 49 dropped students 135 students in Recital ' 27% attrition
2018/2019 68 dropped students 142 students in Recital 32% attrition




OBSTACLES DON'T INHIBIT SUCLCESS —
UM THEY CREATE SUCCESS.
le‘/m’ WHAT STANDS IN THE WAY — BECOMES THE WAY.




USE THIS DATA FOR MOTIVATION AND PLANN

- Now you can be ready, not surprised
or discouraged, but prepared!

- Educate your staft and teachers 1o

focus on staying positive and
welcoming — stfudents come...students

go, It's the nature of our business

- Create your marketing calendar that
INcludes year-round opportunities to

reqgister

- YOU have 1o stay current on how to
generate new leads, know what works
on social and your website.
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Know indusiry open and click through rates:

Education & Training: Open 21.8%, Click Through 2.48%
Arts & Artists: Open 26.03%, Click Through 2.66%

According to Mail Chimp - https://mailchimp.com/resources/email-marketing-
benchmarks/

Know your click through rate and what they are
clicking.

Example of a dance studio — two types of lists to explore:
Active Families

Inactive/Leads

Mailchimp = Reports 2> Audience - Overview



https://mailchimp.com/resources/email-marketing-benchmarks/

Active families....far more

engaged than leads or
iInactive families.

Know what your level of
success should bel

Email is just ONE way 1o
communicate the
iInformation - take what is in
email put on calendar on
website, in social, around
studio and more.

Consistency is KEY!

Friends & Families Summer 2019 Registration is Open! 774

Regular « 2018 Friends of Kathy Blake Dance Studios “Sul
Sent on Fri, Feb 22, 2019 2:46 pm

Summer 2019 Registration is Open! 443
Regular « 2018 Active Families Subscribers
Sent on Fri, Feb 22, 2019 2:41 pm

January 2019 - Inactive and Leads Families 751

Regular « 2018 Friends of Kathy Blake Dance Studios Subscribers
Sent on Thu, Jan 10, 2019 4:33 pm

December 2018 - Active Families  eu——————————_0 Sl

Regular « 2018 Active Families Subscribers
Sent on Fri, Nov 30, 2018 12:49 pm

November 2018 - Active Families 393

Regular « 2018 Active Families Subscribers
Sent on Wed, Nov 07, 2018 12:15 pm

November 2018 - Inactive and Leads Families 758

Regular « 2018 Friends of Kathy Blake Dance Studios Subscribers
Sent on Wed, Nov 07, 2018 11:45 am

October 2018 - Active Families 384

Regular « 2018 Active Families Subscribers
Sent on Wed, Oct 10, 2018 3:16 pm

15.9%
Opens

45.2%
Opens

22.4%
Opens

62.2%
Opens

58.8%
Opens

15.7%
Opens

63.9%
Opens

1.7%
Clicks

14.1%
Clicks

2.2%
Clicks

41%
Clicks

10.7%
Clicks

1.1%
Clicks

10.3%
Clicks
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DATA IS KEY TO SUCCESS

Install Google Analytics
Analytics.google.com

Understand that your
data is valuable for
practical actions!

Create a plan to achieve
your goals — |E increase
website effectiveness

All accounts > http://kathyblakedance

Kathy Blake Dance Studios ~

N

rilldown

ages

VIVUp puyco wvy. vy ee v

Entrances May 2, 2018 - May 8, 2019: 79.05%

Previous Pages May 2, 2018 - May 8, 2019: 20.95%

Previous Page Path

/class-schedule/index.php
/summer-dance-2018/index.php
/adult-dance-classes/index.php
/fall-tuition/index.php

/faculty/index.php

/annual-recital-showtime-2018/index.php

/pre-school-ages-1-5/index.php

/yearly-calendar/index.php

/recreational-classes-age-5-18/index.php

/annual-recital-showtime-2019/index.php
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Pageviews

263
174
172
142
133
120
99
67
65

56

/ Illubl\.’ll IP

Try searching for "audience overview"

% Pageviews

13.36%
8.84%
8.74%
7.22%
6.76%
6.10%
5.03%
3.40%
3.30%

2.85%

iUy




Page Views

Bounce Rate
Time On Site

Conversion Rate

Post Shares

There were 43 total conversions

—— " Conversions: 43
T Assisted Conversions: 21

Multi-Channel Conversion Visualizer

See the percentage of conversion paths that included
combinations of the channels below. Select up to four
channels.

Chianne cm:li/:rfsti(c:tnasl

% Direct 62.79%
v Organic Search 48.84%
v () Email 16.28%
Referral 9.30%

() Social Network 4.65%

Direct & Organic Search & Email: 4.65% (2)

® Pageviews

1,200

600 ——

Nov 8 Nov 9 Nov 10

Primary Dimension: Page PageTitle Other

Secondary dimension ~ Sort Type: Default ~

. Unique
Page Titl i .
age Title Pageviews ¥ e
5,029 3,91
of Tota of Total
100.00% (5,029) 100.00% (3,916)
1. Dance Studio Owner tools and resources to make 891 (17.72%) 680 (17
your dance school profitable
2. Member Login Area 408 (8.11%) 301 (7.69
3. Download Area Display 347 (6.90%) 249 (6.36
4 67 Qreatlve and Effective Ways To Get Students to 275 (5.47%) 256 (6.54%)
Register For Dance Class
5. (not set) 185 (3.68%) 132 (3.37%)
). Search 165 (3.28%) 64 (1.63
Recital Themes 152 (3.02%) 115 (2.94%)
. Search Downloads 121 (2.41%) 90 [~

Avg. Time on Page

00:01:03

Avqg for View

00:01:03 (0.00%)
00:01:09

00:00:35

00:01:33
00:04:28

00:00:52
00:00:25
00:00:42

00:00:21

Nov 11

Entrances

1,63

f Tot

243 (14.87

18 |

111 (6.79

4

al

Nov 12
Q  advanced B @
Bounce Rate % Exit

63.83% 32.49%
Avg for View Avg for View
0.00 0.00%)
43.92% 34.23%
21.62% 10.78%
50.00% 11.53%
91.36% 85.82%
50.00% 16.76%
0.00% 5.45%
54.05% 53.29%
100.00% 5.79%

Nov 13

T

Page Value

$0.92 (53.28

$3.37(195.61

$0.00 (¢

$0.00 (0.00

$5.32(308.81

$1.22 (70.77

$0.00 (0.00

$0.00 (0.00

-




Volume
Reach
Engagement
Influence

Share of Voice

< Insights

Activity Content Audience

Interactions

22

Actions taken on your account
from Nov 07 - Nov 13

1 1 I E - 01 =
Wed Thu Fri Sat

Sun Mon Tue

Profile Visits 22
+5vs. Oct 31 - Nov 06

Discovery

59

Accounts reached from
Nov 07 - Nov 13

Wed Thu Fri Sat Sun Mon Tue

Reach 59
-522 vs. Oct 31 - Nov 06

Impressions 122
-954 vs. Oct 31 - Nov 06

Actions on Page i
August 2 - August 8

Page Views i
August 2 - August 8

Page Previews i
August 2 - August 8

1 68 10

Total Actions on Page a 0% Total Page Views A 94%

Page Likes i Reach i
August 2 - August 8 August 2 - August 8

Page Previews a 25%

— N\

Recommendations i
August 2 - August 8

9 3,182 '

Page Likes ¥31%

People Reached A 7%

/K/ We don't have data to show you this
—_—
week.

00000 Singtel = 2:17 PM C 0 80% W) 0000 Singtel = 2:177 PM ¢ 0 80% W) ee000 Singtel = 2:17 PM ¢ 0 80% W)
< Followers < Followers <& Followers
AGE RANGE All

21,727 followers

+326 new this week

= _

+ o . .

GENDER
FOLLOWERS Hours
TOP LOCATIONS Cities
{Mondays>
52%
AGE RANGE All IIII|II|IIIH ||
12a 3a 6a 9a 12p 3p 6p 9p

What do these mean? v




TO USE DATA TO EMPOWER. YOU:

Set aside time every month to review your key
mefrics, this puts you at a major advantage.

Track email open rates and click through rates.
Do more of what's working

Fix, tweak and respond where needed - such
as adding FAQ's, Office Hours, Click to Call,
GPS veritied directions, Mobile responsive, etc




What
Dancewear

Brands
Do Parents

Prefer?
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Did you know?

@MMM/
 Dancers need dancewear! Yes of course ©

* They are going to buy it somewhere. You can
benefit from this opportunity as a way to help
parents and your business.

* |n an independent research study: Parents
surveyed had no dancewear brand awareness.

* Studio owners & teachers are the most influential

when it comes to what brand students wear.
Parents are brand neutral/agnostic.




A/ REVENUE BEFORE ADDING STUDENTS

How

Raise prices on services and on
fees: Tuition, registration,
choreography, etc

Raise prices on products:
costfumes, danceweadr,
logowear, fickefts, efc

Sell items they need: Dress
code, dancewear, products

Fix your pricing first, then go build the
enrollment. Do it in stages if necessary.




Be c&«)axtded.'

Dance Studio Owner membership provides you access to
everything you need to run a successful studio - while keeping your

passion for dance alive. And now your membership comes with
even more rewards. You earn cash back on every dollar you spend
on Revolution and Tenth House costumes throughout the season
just by becoming a member of DSO!

g

1&v S~
RESOURLES. LEWARDS.
Gain access to an invaluable Packed with business Cash back on every dollar
support network of owners resources, tools, and expert you spend all season long +
and industry experts advice for studio success exclusive special offers!

DanceStudioOwner.com/SpecialOffer






Connect: Hello@DanceStudioOwner.com
Webinar Thank You: DanceStudioOwner.com/SpecialOffer
Leam More: DanceStudioOwner.com/JoinNow



mailto:Hello@DanceStudioOwner.com
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