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AWARENESS CAMPAIGN 
 
 
Awareness campaign: how to get in front of the eyes of more of your dream students. Here 

is what you’re going to learn in this video. What to do when your marketing just is not 
working. We’ll teach you how to create a message and market and medium match, where 

and how often you should be advertising your studio, and we’re going to give you a formula 

to help you find out how much to actually budget when it comes to marketing your studio. 
 
But let’s begin with what to do when you’re marketing just isn’t working. So, let’s say that 
we’ve published an ad, but the phone isn’t ringing and no students are coming through the 

door. And apart from being pretty discouraging, you know, you put hours into that ad or 

that website, but it’s also hard on money spent on advertising that you aren’t going to see 
again. And in this scenario, we need to break down and pull apart what you’ve been doing 

with your advertising to find the missing link of what hasn’t been working. 
 
If you’re advertising and getting very little results, something isn’t quite right. Your 
advertising will hit the jackpot, hit the target when you can create a message and market 

and medium match. Now, if just one of these elements is wrong, the formula won’t work. 

For example, you could have a market who love what you’re offering and you can choose 

to advertise in the right medium to get in front of their eyes, but if your message doesn’t 
connect with them, you won’t have a match. You can advertise all you like, but if the 

message is wrong, it’s actually going to damage your reputation in the marketplace. 
 
Let’s have another example. You can have the perfect message. You can have a market 

who’s begging to come onboard. But if you’re not choosing the right advertising medium 

that puts your message in front of your market with the right frequency, we won’t have a 

deal. So, we need to identify the right blend for your studio. The right combination of 

mediums that allow you to perfectly broadcast your message to the right market to make 
sure it gets in front of their eyes enough for them to find out more. And it’s also got to be 

sustainable for you to maintain. You know, we want to systemize your marketing so it runs 

on autopilot. 
 
So, by now you’ve got a much clearer idea of what your message is through that brand 
discovery journey that we’ve been through, and also through the communication clarity 

worksheet. And you’ve also clarified your market by completing the dream student avatar. 
So, now we need to focus on the medium so we can make this match happen. 
 
Let’s start with where not to advertise your studio. Okay, we’re going to start here first. The 
first place where I see a lot of studio owners write down what they do is letterbox drops. 
Please stop right now. And unless you have a little team of oompa loompas doing it for you, 

don’t do it. Your family and your relationships will thank you. Now, statistics support that 

one to 1.5 percent response rate from a letterbox drop is good. One percent. It’s not worth 
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your time or the paper you’re printing the ad on. And the reason the response rate is so low 

is let’s look at a typical street. 
 
Between those who are retired, those who’ve children who’ve left home, those who don’t 

have children at all, or those whose children aren’t the right age group to even meet your 

dream student criteria, you’re leaving yourself the tiniest little window of potential to find 

your dream student in what is really a needle in a haystack. There are so many better ways 

to get your message to your market than letterbox drops, and trust me it’s just the most 

exhausting thing that everyone who you rope in to help you with will thank you for stopping. 
 
The next one is generic newspaper advertising. So, this is where we need to step into the 

mind and lives of our dream students. I’m going to generalize for a moment and hypothesize 

that your dream student is, let’s say, a primary school girl and she’s about eight years old. 
Her mom is the one doing all the research and she’s probably the one who’s going to make 
the decision on where to send her daughter for lessons. But what’s mom’s life like? 
 
Now, if she’s like most moms of eight-year-olds I know, her life is frantic. Between looking 

after the kids and the household, she also holds down a job. She is a busy lady. You know, 
she’s barely got time to call her best friend for a catch up, let alone read the paper. And if 
you actually go to the media kids for most local newspapers and look at the demographics, 

you’ll see that the main age readership is in their 50 to 69 age bracket, not your busy mom 

of young kids. Now, that being said, if you can organize an unpaid editorial article on your 
studio, that is a fantastic way to gain PR for a huge broadcasting market for very little cost. 

But in terms of advertising, it’s probably not going to be the most bang for your buck. 
 
And finally are coupon-style websites. Things like Groupon and Living Social. Now, if you 
haven’t seen the video on my website called Discounting Equals Doom for your Studio, then 

check it out. It’s on the video page. Now, when you submit your classes to these sorts of 

coupon websites, it can attract a lot of students to your studio. In fact, I know one studio 

who’s tripled as a result of these coupon websites. However, what happens is, within a very 

short amount of time, they come for the discount and then they leave. They’re not your 

dream students because they’re primarily motivated by the bargain, not by the love of 

performing. And your margins get slashed to smithereens, and also the other thing that I 
see happen is the people who are already in your studio and who are paying full price, when 

they find out about the deal, it makes them feel uncomfortable that they’re paying more. 

And this is not something you want to encourage in your students. 
 
So, we’ve covered where not to advertise. Now let’s look at where to advertise and how 

often you should be doing it. So, this starts with having an absolutely thorough 
understanding of your dream student. Where do they live? What types of places do they 

socialize? What stores do they go shopping at? What magazines or newspapers are they 
reading? And here’s the clincher. What other businesses do they already use and trust who 

I could perhaps build a relationship with? How can you think outside the box? 
 



VIDEO TRANSCRIPT 

MODULE THREE 

PIPELINE MARKETING 

WWW.STUDIOEXPANSIONMEMBERS.COM 

 

 

© Studio Expansion 2015 

 
You know, what people do you know right now who have a potential contact, maybe the 

local radio station? Could you get in touch with the local P&C, the school parent’s committee 

for the school in your area and arrange to run a free workshop? You know, think about the 

signage around your studio. Is that going to bring people in as they’re driving by? So, I want 

you to focus as well as print advertising. Let’s broaden your options for increasing your 
awareness in other ways. 
 
In the Avenues for Awareness Worksheet, you’ll find a comprehensive list of different places 

to advertise your studio. And as you work your way through the document, you’ll be able to 

make a bit of a plan to grow the awareness of your studio through these channels. But 
before you download that, I want to talk frequency for a moment because how often should 

you be advertising. This is a big question that I get asked all the time. And this comes down 

to a simple question. How fast do you want to grow? 
 
So, if you want to grow fast, then maximizing your advertising exposure really is going to 
help you achieve results, but there is a risk. If you have been advertising in a hundred 
different ways in a hundred different places, you can end up in what is really doubling. If 
you want to establish yourself in the market, then repetition is key. Now, that’s not 

advertising the beginning of the year for a couple of weeks and then fading off until term 

one next year. It’s better to consolidate your message in one market using one medium. We 

want to make sure that everyone has had a chance to see your ad. And if you’re leaving it to 
chance that they saw your ad that you put in one week, well, it’s slim. 
 
Now, statistics support that it often takes seven sightings of an ad before someone will buy 

from you. It’s called the advertising rule of seven. You can Google it. It’s a great rule to 
remember, and that is that you need to get your message in front of a specific market seven 

times before you’re going to see some real results. So, be repetitive and consistent. 

Otherwise your ad just gets totally lost in the wash amongst all the other advertisements. 
 
So, let’s say you’re getting ready to advertise your upcoming holiday camps. Now, if you 

start two weeks before the holidays, moms have already made their plans. You want to be 

the provider that starts them thinking about what they’re going to be doing in the holidays. 
Let them make their plans around you rather than them just sending to you as a last-minute 

filler. You’re going to have much more results if you kind of start early and consistently work 
towards the holidays. I’d recommend starting a minimum of six weeks before the school 

holidays, advertising in the school newsletters every week up until the end of term. 

Repetition breeds recruitment. That’s a little take-home phrase that you can remember. 
 
Now, another mistake that a lot of studios fall into is they advertise heavily in the beginning 

of the year and then trail off. Now, I know marketing budgets are tight, but if you’re not 
pulling in new students throughout the year, you are missing a lot of growth for your studio, 

and sometimes it’s just a matter of us kind of getting awareness in our minds that it’s 

possible. So, with the tight marketing budgets that some of you may have, instead of 
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blowing it all in one big bang in the beginning of the year, focus on where you can gain the 

most exposure and the most repetition over the most amount of time. 
 
So, for example, you can spend six hundred bucks in a local newspaper for a quarter-page 
ad in one edition at the beginning of the year, and you think: “Ooh, I’ve kind of advertised. 
That’s great.” But the same amount of money will allow you to choose three schools and 

advertise every week for ten weeks, and that’s going to be about two hundred dollars. So, 

by choosing a strategy that’s got a shallow distribution, only a small market, but that market 

is made up pretty much entirely of your dream student. You’re going to experience greater 

results than if you chose a wider distribution for a larger market for less percentage of your 

dream students. Does that make sense? So, you want to target the dream students directly. 
 
All right, next let’s talk about how much to spend because this is another question that gets 

asked a lot. So, let’s get specific here for a moment. How much do you think is an 
appropriate amount of money to spend on marketing your studio? How do you decide how 

much to currently spend on advertising? Do you have a structure? Do you have a formula? 

I’d like to share with you an idea that one of my mentors shared with me, and that is to 

invest in your students upfront. You want to spend your money getting them through the 
door because, and from getting to know all of you in this program, this is the truth. 
 
Once you get them in the door, they adore you and they happily stay. They love your 

programs. So, it’s all about investing a little bit just to get them in the door because you’re 
going to make the money once they’re inside. And this comes to my next question. Do you 

know the lifetime value of your students? And this is how you work out how much money 

to spend on advertising. So, you do this by finding the average of the total amount of money 

a student spends with you over the whole course of time they’re in your studio. 
 
So, let’s take an example here. So, you take Jessica. Now, she was at your studio from 2010 

until 2014, and in that entire period of time, between group lessons, private lessons, and 
holiday camps, she’s spent with you 35 hundred dollars. And then you find some other 

students. Anna. She’s been there a lesser time, but she’s spent 12 hundred dollars. Jeremy 

and Melissa. So, you’ve got four students here. You could do all of your students. If you could 
have a tally of a hundred students, that would be fantastic because that gives you a much 

more comprehensive idea of the average. 
 
So, you add up all the lifetime amounts that they’ve spent with you, and then you divide 

them by the number of students you have tallied. So, here that added up to 12 thousand 
dollars, divided by the four students who we added up, and we get three thousand dollars. 

This means you are going to make three thousand dollars on average from every student 

who even just walks through your door. So, when you know that, you have to ask yourself: 

“Are you happy to spend 30 dollars per student, getting them through the door?” So, are 
you happy to spend 30 dollars on getting that one student, on buying that one student 

essentially? 
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If you think about it this way, that’s only a one percent acquisition cost. So, you have 99 
percent of the cost that you’re going to make along the time to allocate elsewhere, but it’s 

only going to cost you that 30 bucks. You can use this formula to help you work out your 

marketing budget. For example, you might decide to allocate your marketing budget based 

upon a five percent acquisition cost per student. So, if you want to grow your studio, 
organize your budget to prioritize how much you’re spending on your marketing based on 

the return you were going to make long-term. 
 
All right, so let’s recap. Here are your action steps from this video. First of all, you need to 
download and complete the Avenues for Awareness Worksheet. Then discover whether you 

think there may be a missing link in your message, or your market, or your medium, which 

isn’t giving you the match that you want. Next work out the average lifetime value of your 

students to work out how much you should budget towards marketing your studio. And 
finally, share your insights by helping everyone else along as well. Which element do you 

find the hardest to get right? Is it your message, is it finding the right market, or is it getting 

the right medium to get to your market? 
 
So, thank you for watching this video. I really hope you’ve enjoyed it. In this next video, we 

are going to go deep into reeling them in strategies. Now, this is probably the one you’ve 
been waiting for. This is where I show you exactly how to design an advertisement to flood 

your studio with more students. 


