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THE FUTURE OF THE STUDIO INDUSTRY 
 

The future of the studio industry. You are in for such a treat in this video. In this video, you’re 
going to learn why the Blue Ocean Strategy is the most valuable tool you’ll learn all year 

long. It’s going to help you predict future trends in the studio industry with a map that 
guarantees your studio’s position on the leaderboard because it uses an innovative, new 

way of looking at our industry, seeing the gaps, and being able to highlight the 
opportunities. 
 
So, let’s learn about this Blue Ocean Strategy and why it’s so valuable. Look, I’m going to be 

honest with you here. I’ve saved the best till last and I’ve been having to sit on my hand not 

to share this with you sooner. Now, this final video from module seven will let you in on a 

strategic thinking model, which maps out so clearly the potential for your studio and it’s 
going to help you see how our industry is going to evolve in years to come and help you 

predict trends so that you can really stay ahead of the game. I love this stuff. It is so amazing. 
 
We’re going to use the core concepts from a book called Blue Ocean Strategy by W. Chan 

Kim and Renée Mauborgne to look at the studio industry in a whole new light. So, here’s a 

quote from the book to get us started. “The only way to beat the competition is to stop 

trying to beat the competition. In red oceans, the industry boundaries are defined and 
accepted, and the competitive rules of the game are known. In blue oceans, competition is 

irrelevant because the rules of the game are waiting to be set. The creators of the blue 

oceans, surprisingly, didn’t use the competition as their benchmark. Instead of focusing on 

beating the competition, they focus on making the competition irrelevant by creating a leap 
in value for buyers and your company, thereby opening up a new market space.” 
 
So, let’s think about this in terms of how we can create a shift in terms of what we’d 

traditionally be doing in our studio to do what they call a blue ocean. Now, the whole 

concept of this book relates to the difference between what a red ocean is and a blue ocean, 
so let’s have a look at that now. 
 
So, in a red ocean, you’ve got a whole lot of studios competing in one market space. 

Everyone is kind of doing the same type of thing and everyone is trying to out-beat the 

competition, whether it’s by prices, or you know, if one studio starts offering Zumba, the 

other one jumps onboard and does the same. They have got a limited market, which they’re 

all trying to claw ahead of each other to do, and they all pretty much just, you know, are 
staying on a very level playing field. Everyone is doing the same sort of thing. No one is really 

stepping up and doing something totally different, so that’s what they call a red ocean. 
 
A blue ocean is something, where they have gone into a whole new market that’s maybe 

totally unrelated from what they’ve been doing, but they’ve seen opportunity. They’ve gone 
for it, and that way there’s a totally new horizon to focus on. They’re not kind of all staying 
in the one small pool. They make the competition irrelevant because the competition can’t 

compete with them. They’re doing something so different and they’ve gone in such a unique 
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concept of what they’re going that it means that they are instantly elevated to prime 
positioning. 
 
They’ve created new demand and they’ve been able to capture it through having a strong 
desire for the product. So, that’s really important. They’re not just trying to kind of sell the 
same thing that they’ve already sold. They’re offering a whole new concept of a marketing 
initiative. And then they’re also really pursuing differentiation. They are focusing on how can 

we innovate; how can we evolve. So, this whole concept is so exciting the potential for what 
we can use for our studio. 
 
Another way to imagine this is think of like red oceans being bloody and from all that 

cutthroat competition. I have a picture of sharks in a pool, just kind of going for each other. 

And that, to be honest, is a lot like what the studio market looks like. It is a lot of studios 

offering the same products. They all have the same sort of marketing. They all have the 
same classes. Everyone is just trying to claw away at each other in a very small pool, where 

the blue ocean strategy challenges you creatively to come up with ways of thinking what 

else is possible. 
 
How could you create totally new market demand and that would massively increase your 

potential growth? You know, blue ocean companies are ones like Google, who had the 

imagination to ask, “How could we do things differently? What is needed? How could we 

set the bar higher?” And this type of thinking can create whole new markets. I mean think 
of online lessons. These probably didn’t exist ten years ago, and now a whole new industry 

is just starting to take off. The traditional studio model has not evolved very much for 
decades. You know, competition is fiercer than ever and everyone is competing on this 

same playing field. When you start thinking in terms of a blue ocean, it’s about changing the 
game. It’s where you set the rules and you lead the pack. 
 
So, let’s delve into this strategic map that guarantees your studio’s position on the 
leaderboard. We’re going to use an example of an industry that used innovative thinking to 

create a whole new blue ocean market and completely change the game. So, in the book, 

The Blue Ocean Strategy, they use a tool to help chart how a traditional industry looks and 

then visually represents how you can innovate, and they call it the Strategy Canvas and it 
makes this whole process so clear and fun. I really recommend you get this book. It’s total 
game changer. When I first read it, about this strategy canvas, was about eleven ‘o clock on 

a Friday night. I know I’m such a party girl. 
 
Anyway. So, I was reading this book and I was so wired. It absolutely got my whole brain 

just flying with ideas and potential and innovations of what you could do, and I really feel it 

would do the same for you, so jump out and get it.  
 
What this strategy canvas does is map out the typical elements in an industry from price to 

marketing to services. I’ll show you an example in a second. And what this allows you to do 

is to have a visual representation of the state of affairs around you right now, so you can 
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really clearly see how you can differentiate your studio. So, the example we’re going to look 

at is a case study directly from the book, Blue Ocean Strategy, and the example they use is 
Cirque du Soleil. And Cirque du Soleil completely transformed the traditional circus industry 
and positioned themselves in a whole new light. 
 
So, you’ll see, along the vertical axis, the X axis, that we have low to high, and this represents 
how much emphasis the market puts on the factors which run along the bottom, along the 

Y axis. Now, the red line represents the traditional circus. You know, the ones you probably 

saw as a child. The ones that travel along with their big dome tent and all their animals. So, 

firstly you’ll notice that starting off they are pretty low down the scale when in terms of 
price. Going to the circus is a very family-friendly event. It’s an affordable outing that’s not 

very expensive to go to. 
 
And then the next dot we rise up to other star performers. Now, the circus always put a lot 
of emphasis on their headliners, the amazing man who will fly out of a cannon or, you know, 

the death-defying acrobats. That’s what they felt drew the customers in, the featured 

performers. And if we move along the axis, the next one they go up to even more is animal 

attractions. Now, animals, again, was a very, very core feature of going to the circus. You 
saw lions, and tigers, and elephants, and monkeys, and animals were a fixture when you 

went to the circus. It was something that we used to love to see. 
 
The next element along the Y axis is aisle concessions. Now, this is talking about selling 
popcorn of fairy floss or ice cream down along the aisles and through the performance. You 

know, that was pretty standard when you go to that type of event. The men with the trays 

hanging from their shoulders. Next along is multiple arenas. This, again, was a standard 

fixture of the circus, so they used to have the three-ringed tent, where they had three 
different stages with performances going on that you could look at any of the three ones 

and see the action that was going on in that arena. So, the multiple arenas was a factor that 
they really focused on. 
 
Next, thrills and danger. Oh, this is everything from jumping through flaming hoops to 

putting their heads into lion’s mouths. The thrills and dangers at the circus was a big part of 

the entertainment. So, moving next is we drop right down. You’ll see it goes down to 
nothing in terms of a refined venue. I wouldn’t necessarily call a circus tent a refined venue 

with peanut shells on the ground and, well, elephants droppings nearby. Not so refined. And 

these last few elements all stay on zero. They’ve got no emphasis in the traditional circus. 
 
The next is the theme. Now most circuses didn’t really have a variety of theme. They kind of 

had their show and they’d kind of roll into town once a year and they’d put on that show. 

And they might change the headliners or, you know, the different animal elements, but 

pretty much it was a set format. And finally was artistic music and dance. Now, I might be 
a purist, but there is very little artistic merit in much of the music I’ve heard at circuses. 
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So, that is the red line that traces the elements of the traditional circus experience. So, if we 

contrast that with the blue line, which represents Cirque du Soleil, first up, price. We can 

see straightaway the Cirque du Soleil is not a budget night out. They charge as much as you 

would pay to go see a concert. Ticket prices aren’t cheap and that was a conscious decision 

in this process of coming up with this idea. The star performers. You can see there was very 

low emphasis on star performers. When you go see Cirque du Soleil, you’re not going to see 
a certain performer. You don’t even really know their names. That’s not the point. They’re 

an ensemble, and they’ve go these trips traveling all around the world, doing their 

performances and each performer is essentially able to be replaced at a moment’s notice. 

It’s not about being a star performer. It’s about a whole lot of people with talent who know 

a certain performance. 
 
Now, animals, again, very low. To my knowledge there haven’t been any animals in Cirque 

du Soleil, or at least none of the ones that I have personally been to. It’s certainly not what 
they emphasize in their marketing materials. Aisle concessions. Again, not really a priority. 
They do do fantastic merchandising. I have to say that, but that’s kind of more in the foyer 

and that’s done very classily. Multiple arenas. Again, zip. Not much at all. They tend to have 

one central stage focus. There might be multiple focus points of interest on the stage, but 
it’s pretty much all condensed into one area. 
 
So, thrills and danger. Here’s where we zoom up towards nearly meeting the traditional 

circus. We maybe not have as much of the flaming hoops and danger that way as the 

traditional circus, but there is certainly outstanding thrills and danger when you go see 

Cirque du Soleil. I mean the contortionist and acrobatic feats I’ve seen at Cirque du Soleil 
are outstanding. I saw O in Las Vegas, and that’s where the whole stage is made of water. 

And they had the most unbelievable high wire acrobatics, where they kind of were going 
off the wires, down into the water, and up again. It was mind-blowing. So astounding.  They 

are incredibly talented. You’re gasping the whole time, watching them. It was amazing. 
 
And the next one was a refined venue. Now, Cirque du Soleil places a lot of emphasis on 

this, so for example, the one in Las Vegas is at the Bellagio Hotel, one of the finest hotels in 

Vegas. You’re always in beautiful surroundings, and so when you go to the circus, you know, 

traditionally you might just be wearing jeans and a t-shirt. But when you’re going to Cirque 
du Soleil, you’re dressing up as if it’s a proper night out. The next one: theme. Every Cirque 

du Soleil has a certain theme with a different focus each time. So, when Cirque du Soleil 

comes to Sydney, you know, they’re bringing their next production. It’s a unique production 

with a unique soundtrack and choreography and every element. 
 
And the final element is artistic music and dance. Now, each show has a specifically 
composed soundtrack and they’re themed with high caliber, live musicians. I mean the 

standard is really excellent, and the dancers are all exceptionally talented. So, this is a visual 
picture of how Cirque du Soleil took a traditional industry and turned it on its head. And you 
know, last time I checked, they’re doing pretty well, but they had the courage to kind of go, 
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“What could we do differently? How can we take what we’re doing and do it in a whole new 
light?” 
 
Now, before we move on, I do want to make one final point, and that if you look at this 
graph here, I want you to notice how contrasting the movement is. So, where some sections 

are very low, others are very high. So, Cirque du Soleil didn’t see this kind of traditional red 
line and think: “Well, we’ll just position ourselves right through the middle in a straight, 

horizontal line.” They looked at where the traditional market was high or low, and then they 

pretty much did the reverse. Where the traditional circuses place little importance, Cirque 

du Soleil came along and placed a lot of importance, and this is an important note to 
remember when we’re looking at your own strategy map. 
 
So, now let’s get relevant about us and how an innovative look at our industry and seeing 
the gaps and us being able to highlight the opportunities. So, this is a basic interpretation 

of my perspective of a studio marketplace. Traditional studios place a high amount of focus 

on face-to-face lessons. You know, whether it’s group lessons or individual lessons, this is 

the bread and butter of studio businesses. They offer quite a high variety of lessons. You 
know, jazz, tap, ballet, hip-hop, tiny tots, singing, drama - you know, there’s a lot of variety 
in what they offer and they’ve got different options for different interests. 
 
Most studios really do place a lot of emphasis on having that personalized environment. So, 

when they walk in, they know their student’s name, they know their parent’s names, they 
know their sibling’s names, they know what’s important to them and what their dreams are, 

and so there’s quite an emphasis on having a personalized experience for the student. 

There’s a pretty much medium emphasis on community events. You know, performing in 
shopping centers or in local fairs, maybe doing Christmas carols and things like that. And 

the price is, you know, again, moderately low. Usually it’s positioned to be quite affordable 

for families. 
 
Now, one-on-one classes might be more affordable, but usually they have got an option for 

group classes, which is affordable and studios often are quite proud about that. It’s one 
thing that they value, I tend to notice, is being affordable. The staff caliber traditionally in 
studios is generally kind of medium to low. And even though the teachers and studios are 
absolutely passionate and very talented at what they do and they love getting results with 

their students, they may not have had any formal training in being a teacher nor have they 

had specific professional performing experience. They’re not necessarily well known in the 

industry or have a reputation for being a performer, so that’s kind of why they’re categorized 
as medium to low. 
 
Price-wise, usually the focus is on being affordable for families. You know, one-on-one 

classes may be a little bit more expensive, but there often is an option to have group classes, 
which are more affordable, and most studios I find tend to value that affordability as 
something that’s important to them in their studio. Merchandise isn’t heavily promoted in 

most studios. I mean some studios have more emphasis than others. Some have got, you 



VIDEO TRANSCRIPT 

MODULE SEVEN 

FOCUS ON RETENTION 

WWW.STUDIOEXPANSIONMEMBERS.COM 

 

 

© Studio Expansion 2015 

know, their set performance outfits while others have a much more relaxed view on this 

topic. 
 
Resources. Not much emphasis in studios. You know, you don’t walk away with a textbook 

or a set of CDs to listen to. It’s more about the face-to-face tuition. And in terms of a unique 

venue, most studio spaces are very much standard rehearsal rooms and not, you know, a 

unique venue, a performance venue to learn in. Some studios even don’t have a fixed studio 

address. They rent community halls or church halls and things like that. 
 
So, these are the basic parameters of the studio industry as I see it at the moment. There 

are probably a lot more factors, but this is a starting point for us to kind of start from. 

Looking at this strategy canvas here, how could you imagine a blue line to travel along this? 

How could you innovate the traditional expectations of what a studio is and what a studio 

can be? I mean how could you introduce a new program or initiative in your studio that 
turns this traditional studio model on its head? 
 
Now, there’s no right or wrong here. I mean we’re just literally creative brainstorming. The 

path has not been set, but this is a conversation that I want to have with you before I finish 
this program because I really believe it’s important to be aware that the studio industry is 

going to change. With the Internet, with a lot of things that are coming up, we need to be 

making sure that we are leading the pack. So, let me show you an example. This is studios 

who provide online lessons. They’ve gone the complete opposite way to traditional studios. 
Instead of having face-to-face lessons, they’re using Skype of FaceTime or also using 
prerecorded videos to teach and guide them through their education. 
 
They’ve usually got a speciality. Instead of having a variety of lots of different ones, usually 
the studios have a specific focus, whether it be classical singing or hip-hop training, 

something like that. There is not a lot of emphasis on personalized experience. However, 

there might be a community, which kind of provides that sense of interaction between the 

members, and there’s zero importance placed on the community events as they can be 

anywhere in the world. 
 
Price is moderate considering there is no physical face-to-face time, but still, considering 
the output, it’s quite high for what you can receive. The caliber of staff - this is where we 

rise again - is usually the dual card. The person doing the marketing usually has achieved 

some success and it’s a more personality based style of marketing to draw the customers 

in, putting a lot of emphasis on join my program. It’s an identity-based marketing style. They 
put a lot of emphasis on different online products, like the Seven Steps to Singing Success, 
or you know, like popping classes. I’ll show an example of that soon, and they do that 

through merchandising, so being able to sell online downloads and things like that. 
 
Likewise, they focus on creating resources to be able to provide them for sale so their 

students can purchase. And the venue: zero important. It can be as unique as however your 

living room looks. I mean harnessing the power of the Internet to expand your teaching 
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reach is going to be a major factor. Teaching lessons online, selling online programs and 

syllabuses and curriculums, and things like that. This is my friend Adrian Brambila and he 
has had four million people view his popping tutorials and dub step dance tutorials, and he’s 

now actually more than this. He’s got 25 thousand people subscribed to his YouTube 

channel, and every day he is selling tutorials to people around the world. It’s super cool. 
 
And so, to be a trailblazer, you have to look at the road ahead to see the path everyone is 
going and ask yourself is there another way. And if we don’t, if we wait too long, you’ll be 

catching on to the coattails of the studio that did embrace innovation, that did have the 

courage to stand up and lead the pack. So, now your next step is to download your Strategy 
Canvas. Now, this is blank, so you can add in the parameters that are applied to your studio 

industry and you can chart that traditional map. Then, once you’ve done that, you can look 
for opportunities of what you could do to launch a totally new, innovative program and 

create a blue ocean strategy that will help to grow your studio astronomically. 
 
So, here are your action steps to get you going. Number one is to download the Studio 

Strategy Canvas Worksheet. Then, along the bottom line, you can plot out the industry 
norms and then also chart that traditional path that studios are taking and use a red line for 
that. Next is to use a purple line. Now, this is going to represent what your studio is currently 

doing. Then we can come along and add in a third line, and you can add that blue line to the 

graph, which is going to represent your innovative take on your blue ocean strategy. 
 
And that’s it for module seven. Can you believe it? Next week is our final week of the Studio 

Expansion Program. It’s Bonus Week, and there you’re going to receive incredibly valuable 

resources to grow your studio from the complete student retention system as well some 

amazing social media training to get you going. So, for now, go and download that strategy 

canvas and start getting a creative thinking cap on and looking for the horizon that’s 
uncharted so far. 


