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 Mass texting Get the word out fast. With mass 
texting, studio owners can keep clients abreast 
of last-minute class cancellations or important 
announcements. The Studio Director has already 
added mass texting to its dance studio software 
and Jackrabbit Dance will add the feature soon. 

 Staff portal  With this addition, instructors can 
log in to their own accounts and take roll, view 
their schedules, track tuition—all on their mobile 
devices. Jackrabbit’s forthcoming staff portal will 
immediately make updated data visible to all 
users. And with Studio Pulse, staff can create cus-
tom time-log entries for tasks other than teaching 
class, like organizing costumes or bookkeeping. 

 Automated drip marketing campaign With 
this feature, new to The Studio Director, studio 
owners can schedule a multi-email campaign 
for prospective clients. “When a prospect gets 
added to their database, they can send them 
an email—then, seven days later, they can send 
another email; four days later, they’ll get another 
email,” explains president Jon Visscher. “And 
once they’ve converted from a prospective client 
to a customer, The Studio Director can track their 
stats of emails sent and opened.” 

 Easy e-notifi cation of overdue accounts 
Simplify the way you bill customers. With Studio 
Pulse, owners can easily assemble a listing of overdue accounts—and email 
every client at the same time with one click of a button. No more spread-
sheets, template creation or exporting; instead, studio owners just select 
the outstanding dues report and click “email.”
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ON THE COVER: 
Samantha Gobeille teaching at 
Arizona Dance Artistry. Photo by 
Michele Dawson Photography, 
Courtesy of Gobeille.

DANCE STUDIO 
SOFTWARE
CompuDance
compudance.com
ClassJuggler
danceclassjuggler.com
Jackrabbit Dance
jackrabbitdance.com
Mindbody
mindbodyonline.com
The Studio Director
thestudiodirector.com
Studio Organizer
studioorganizer.com
Studio Pulse 
studio-pulse.com
ThinkSmart Software
thinksmartsoftware.com
TripleThreat Software
triplethreatsoftware.com

ARE YOU DUE AN 
UPGRADE?
The next time you are ready for a studio software upgrade, 
consider these features:

• Artichoke water 
Each bottle contains the 
health benefi ts found in 
a nutrition-packed baby 
artichoke: vitamins C and A, 
antioxidants, dietary fi ber. 
• Maple water 
This low-cal drink is loaded 
with vitamins, minerals and 
polyphenols—which may 
promote thyroid and bone 
health.
• Cactus water 
Made with prickly 

pear cactus juice, this 
water could decrease 
infl ammation.
• Blk water 
This drink adds fulvic trace 
minerals and claims to 
balance the body’s pH 
levels.
• Crazy water 
This beverage includes 
potassium, zinc, calcium, 
magnesium and manganese 
(which helps with bone 
density)—pretty crazy, huh?

H2O, Redux
Consider stocking these trendy thirst quenchers. They claim plenty of 
health benefi ts that will appeal to health-conscious teens and adults.

 UP FRONT by Rachel Rizzuto
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In today’s world of instant, in-your-face technology, 
it can be difficult to engage students in the care-
fully structured, slower-paced stages of a ballet class. 

Music—traditional versions of ballet classics, re-
orchestrated pop songs and original scores created just 
for class—can be the key. The trick is to match the right 
music to the age group, from youngsters to adults. 

Visions of TuTus
Younger students can find traditional music, tradition-
ally presented, appealing. They associate it with all the 
elements that probably attracted them to ballet in the 
first place: tutus, fairy tales, even sugarplums. 

For a winter show-and-tell performance at Modern 
Conceptions of Dance in Covington, Louisiana, ballet 

teacher Libby Cotter 
chose Tchaikovsky’s well-
loved Nutcracker. When 
she started rehearsing 
her students, they were 
initially surprised to find 
that they recognized much 
of the ballet’s music. “My 
7- and 8-year-olds would 
hear ‘The Dance of the 
Sugar Plum Fairy’ and 
tell me they’d heard it in 
Barbie in the Nutcracker,” 
she laughs.

under The spell 
of…Adele
As students get a little 
older, teachers may need 
a new tack to keep them 

engaged. After all, your 10- and 11-year-olds might 
not be into fairy variations anymore. Mix it up with 
some contemporary flair. Robert Weigel, owner of 
Jay Distributors, distributes a series of “divas” titles 
put together by David Plimpton—piano renditions of 
some of the top pop hits by current artists.  “Divas for 
Ballet, featuring the music of Lady Gaga, Adele and 
even Rihanna, is crazy popular,” he says. Your dancers 
will start paying attention to the melody and tempo 
of music they know and love in a brand-new way. On 
Divas for Ballet, for example, the rolling arpeggios and 
even the 4/4 tempo of Adele’s “Someone Like You” 
make for perfect plié accompaniment. 

AdulT, AbsTrAcT, indiViduAl
Adults, meanwhile, are open to different music—and 
even welcome it. Teachers no longer need worry about 
fulfilling a 6-year-old’s ballerina fantasies or steering a 
12-year-old’s rebellious impulses. You’re free to use music 
that is tailored to the heart of what you’re teaching. 

You can even, as Finis Jhung did, custom–design your 
class soundtracks. As a ballet teacher in New York City, 
Jhung developed his own line of original class music 
with musician Scott Killian. He relished the freedom of 
customizing each CD exactly to his needs. The result 
was a win-win situation: Jhung had digital orchestra-
tions, from lush to simple, that precisely fit his barre 
exercises, and his students suddenly had to pay much 
more attention to what they were listening to. Today, the 
Killian/Jhung collaborations have been packaged as a 
CD series, just one example of the range of possibilities 
that can accompany adult ballet. 

Rachel Rizzuto is an assistant editor at Dance Teacher 
magazine.

Music for the iPad age 
Ballet music that appeals to students by age group  by rAchel rizzuTo

Finis Jhung developed his 
own line of original class music 
with muscian Scott Killian.

Where To buy 
Music

Anne Krohley’s showkids 
akshowkids.com

Asgard productions 
asgardprod.com

behind barres  
behindbarres.com

brio recordings 
briorecordings.com

danc’eM 4dancem.com

finis Jhung finisjhung.com

imagine dance Music 
imaginedancemusic.com

Jay distributors 
danceclassmusic.com

robert long 
rlongballetmusic.com

Whitefeather productions 
whitefeatherproductions.com
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The website of Inspire Aerial Arts, an Atlanta dance 
studio, has a clear up-front notice: Our studio car-
ries specific insurance coverage for aerial instruc-

tion. “Aerial dance looks very pretty and it’s a lot of 
fun,” says studio owner and longtime aerialist Kimberly 
Sende. “But it’s also a dangerous activity.”

Special insurance, whether for aerial silks classes or 
something as common as taking your studio’s troupe 
on the competition circuit, may not be included in your 
standard dance studio liability and property package. So 
whenever you’re buying new insurance or renewing your 
policy, read the fine print and press your agent to find 
out which situations are not covered. Then decide what 
extra coverage you might need to fill those gaps. Here’s 
a look at just a few situations where extra 
insurance is in order. 

When your studio teaches aerial 
dance: “When there is aerial risk expo-
sure, the tailored dance program we have 
won’t cover it,” says Joanne Klenk, vice 
president of insurance operations at Scott 
Danahy Naylon Insurance Brokers. Cover-
ing this specialized risk is pretty much left 
up to ISERA—the International Special 
Events & Recreation Association—a 
high-risk insurer whose policies are backed 
by Lloyds of London. The costly liability 
insurance (it averages $1,500 to $2,000 a 
year) has safety requirements: the height 
students can go is based on their skill 
level; and industry–standard mats have to be used below 
aerialists, for instance.

If your studio travels to performances and 
competitions: Always ask if this is covered by your 
insurer’s dance liability package, suggests Klenk. It’s 
often an add-on. Markel Insurance, for instance, recom-
mends that if your school sponsors dance competitions 
or your students and instructors participate in them, you 
should consider adding insurance for tournaments to 
your liability policy. It offers two levels of extra tourna-
ment coverage, which can be customized: if your studio 
participates, and if your studio sponsors. In addition, its 
excess accident medical add-on pays up to $10,000 of 
a student’s medical expenses should she or he get injured 
at your school or during an event you sponsor.  

If your studio’s children travel to any events in a 
parent’s, staff member’s or volunteer’s car not owned by 
the studio (even a rental), hired and non-owned auto 
coverage will protect the studio should there be an acci-
dent. It kicks in once the limits of the owner’s personal 
auto insurance have been exhausted, says Klenk.

When your studio has a high-end sound system 
or expensive costumes: If your studio’s property 

insurance coverage doesn’t follow 
you in your car or at another loca-
tion, you may need an inland marine 
supplement. It covers any movable 
property—from computers to props 
to speakers. And you can often get 
short-term coverage on equipment you 

need to rent for a special event. For stored props, sets or 
costumes, you may need to add the storage facility as an 
additional item insured on your liability policy.

When your studio teachers work with chil-
dren: You should carry sexual abuse and molestation 
coverage, says Klenk, because if there’s an allegation 
of teacher misconduct, a typical liability policy will 
exclude such claims. By purchasing the add-on coverage 
(or making sure it’s included in your liability package), a 
studio owner’s legal defense expenses will be paid up to 
the limit purchased. Since most dance teachers at studios 
are not staff, but independent contractors, check if your 
policy protects the studio owner from negligent acts of 
independent contractors. But even if it does, the teacher 
herself won’t be protected. You may want to require 
all your teachers to provide proof they have their own 
liability insurance.

Having the right insurance, including special riders, 
will give extra protection—to reduce the financial impact 
when, despite your best efforts, bad things happen. 

Basia Hellwig is a frequent contributor to Dance 
teacher and Dance retailer news.

RopIng In RIsk
Does your studio need these insurance add-ons?  By Basia Hellwig

Dance insurance 
weBsites

anthony insurance services 
dancestudioinsurance.com/ 

dance-insurance/
Francis l. Dean associates 

fdean.com/dance-schools-and-
studios.aspx

isera (international special 
events & recreation association)  

insurefun.com
K&K insurance 

kandkinsurance.com/sites/Dance/
Pages/Dance-Schools.aspx

Markel insurance  
danceinsurance.com 

scott Danahy naylon insurance 
Brokers 

sdnins.com/dance.html

Kimberly 
Sende
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Online Enrollment,  

Registration & Payment

By far the most valuable tool for your  

business is a website where your customers 

can research the studio and classes available,  

and more importantly, register, enroll 

and pay their bill online. Registration fees 

and tuition – including predetermined  

discounts – are calculated and prorated  

automatically based on your individual  

tuition model. This all saves you incredible  

amounts of  time, especially during the  

busy enrollment period. You no longer  

have to break away from your daily duties  

to get students registered for the up- 

coming season. 

“Our studio has been in business for 31 years 

and we feel more organized with our costume  

orders this year than ever before due to the Studio 

Director. We also love the prompt and effcient 

customer service and continuous upgrades  

provided by the Studio Director program.” 

-Betty Jo’s Dance Center, Rosemount, MN

Inventory Feature

If  you’re looking to generate a little extra  

income for your studio, maintaining and 

selling inventory could be just what you 

need. The Studio Director’s Inventory  

Feature enables you to track and sell various  

items, both in-studio and through the on-

line customer portal. Inventory reports 

give you quick information on how much 

you have sold, how much you have on-

hand, and what needs to be reordered.  

Students will enjoy doing a little shopping 

with you, and you’ll have the added beneft 

of  additional revenue.

Manage Events & Competitions

Recital and competition seasons can be a very 

hectic time of year for many studios. By using  

The Studio Director’s Events & Recitals  

feature, you are able to schedule events and  

each performance that will occur during that 

event. You are able to charge overall event 

fees to each student participating, as well as  

individual performance fees if necessary. The 

system has the ability to automatically  

order performances for you to ensure  

that no students will perform or compete  

back-to-back. You can even generate a 

basic event program without having to  

create one on your own.

“We LOVE the Studio Director and can’t 

imagine how we survived so long without it!”

- CAGE & TNT, Topeka, KS

Costume Management Feature

Ask any studio owner, and they will likely tell 

you that costumes can be an administrative 

nightmare. Between measuring, sizing, ordering, 

and charging costume deposits and balances, 

it’s easy to lose track of  all the paperwork  

involved, as well as to fgure out who still 

owes for costumes. The Studio Director’s 

Costume Management Feature will take 

the headache out of  the process. You have 

the ability to globally charge costume  

deposits and remaining balances. You 

can enter measurements individually by  

student or for all students in a given class, 

and The Studio Director can automatically 

size all costumes for you based on those  

measurements. Various reports allow you to 

verify that all students will get what they need, 

and print purchase orders to order all items 

from a particular vendor at once.

“We are THRILLED with the Studio Director. 

It has saved us HOURS of  time and our  

accuracy has never been better. We don’t have 

upset parents about account mistakes, they love to 

see it online, they love the online payment feature.” 

- Studio 48 Dance & Cheer, Hooper, UT

 

Do you feel as though you spend too much time on administrative tasks and not enough time teaching 

and growing your business? By utilizing The Studio Director software, you can not only give parents more  

visibility and control of  their information, but also lessen your workload, leaving you more time to teach 

and focus on growth – both yours, and your students’.

Building Your

Dance Business
Time-Savers & Money-Makers

Three easy ways to contact us:

TOLL FREE: 877-688-3870  l  Email: info@thestudiodirector.com

www.thestudiodirector.com

Special Offer

Call today and  
receive one month

FREE
Offer expires 8/31/15

A D V E R T I S E M E N T

FullPgColor7x10.125.indd   1 5/28/15   10:32 PM
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It would be difficult to walk down Beacon Street 
in Brookline, Massachusetts, and not notice The 
Brookline Ballet School. With its bright-pink exterior 

and large windows facing the street, it invites passersby 
to watch the dancers in class. When husband and wife 
team Trinidad Vives and Parren Ballard decided to open 
a pre-professional school in this upscale Boston suburb 
five years ago, they balanced scale—two studio spaces—
against location and market. Having a school opposite a 
popular train stop meant higher rent, but it also meant 
visibility, and they felt it would help to be in a neighbor-
hood known for its strong school system.

“Everybody that lives in Brookline is very focused on 
education and how important cultural exposure is to the 
kids,” says Vives. “We felt it was somewhere people were 
going to value what we could bring to the school, and 
our background.”

Both Vives and Ballard have a wealth of professional 
and teaching experience. They met while dancing with 
Cincinnati Ballet, and also danced with English National 
Ballet and Hamburg Ballet, among others. Vives served 
as associate director at Boston Ballet for seven years 
(after an eight-year stint as ballet mistress and associ-
ate director at Houston Ballet), while Ballard taught in 
the company’s trainee and boys programs. When they 
decided to open their own studio, they were encouraged 
by two friends with business backgrounds, Renée and 
John Randall, who agreed to help underwrite it.

Brookline offers serious pre-professional students 
seven levels of training. It also offers creative dance for 
young children and open ballet and fitness classes for 
adults. It currently serves about 180 year-round students. 

To keep up with scheduling demands, the studio offers 
classes seven days a week. “With two studios you have 
to just keep it going,” says Vives. Classes are kept to 10 
to 12 dancers, creating a more intimate atmosphere. “We 
train each dancer as an individual, and tailor to their 
abilities and needs,” says Vives. She and Ballard teach all 
of the upper-level classes. They also offer private lessons 
for some students, which a lot of bigger schools will not 
allow, and they will work with students who want to 
enter Youth America Grand Prix competitions. 

As part of its pre-professional focus, Brookline offers 
boys classes, which Ballard, a former swimmer who 
switched to ballet at age 10, started to show younger 
boys that ballet is just as athletic as any sport. “They run 

around and jump over obstacles, and then in between 
those things he sneaks in some ballet stuff,” says Vives. 
“They see that it’s just a different form of being physical, 
and then, slowly, that it’s also an art form.” 

Knowing how to strike a balance between their pre-
professional goals and the realities of running a smaller 
school has helped Brookline flourish. For instance, they 
schedule Brookline’s summer intensive in August. “Most 
of the big schools do July,” says Vives, “so that gives 
us a chance that some kids might want to do another 
program or that they’re in town in August.”  

As the studio grows, they’ve talked about expanding. 
“We may start not having enough room for students 
that want to come to us,” says Vives. “And to have kids 
that started with us in 2010 still with us, growing and 
learning—that’s very exciting. We see that we are doing 
the right thing.”  

Suzannah Friscia is an assistant editor at Dance  
Magazine and Pointe.

A ProfessionAl Touch
the brookline ballet school takes a boutique approach to  
pre-professional training.  By Suzannah FriScia 

“We train each dancer as an individual, 
and tailor to their abilities and needs.”

—Trinidad Vives

The Brookline Ballet 
School offers serious 
pre-professional 
students seven  
levels of training.
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Many outreach programs begin with personal sto-
ries about a family member or friend who had 
an illness or experienced a traumatic event. But 

the 19 years Linda Andrews has spent leading Zenon 
Dance Company’s Deaf and Hard of Hearing Initiative 
began by happenstance. “I stumbled on the opportu-
nity,” says Andrews, who gave her first workshop after 
receiving a plea from a local elementary school teacher. 
“But I was immediately overcome with admiration of 
what these students could accomplish.” 

Since that first event in 1996, Zenon’s program has 
grown to hold workshops at five schools each year, with 
around 20 students in each weeklong session. During 
every engagement, Andrews, artistic director of Zenon 
Dance Company and School, and all nine of her company 
members teach three or four hour-long classes each day. 

Zenon’s professional company leads the outreach 
program, but it’s really an extension of Zenon Dance 
School’s mission—the nonprofit Minneapolis studio 
was Andrews’ focus when she opened it in 1983. The 
2,000-student school is known for serving a diverse 
population of races, ages and dance abilities.  

At elementary and middle schools across the Twin 
Cities, Zenon’s Deaf and Hard of Hearing classes start 
with movements from yoga, modern dance and jazz to 
teach students different ways of moving, from strong to 
flowing, and isolated to full body. As the week contin-
ues, students learn about moving through space and 
making shapes, and eventually work on partnering 
and improvisation. By the end of the five days, Zenon 
dancers and students have created a short piece inspired 
by something they’re learning academically, be it farm 
animals or electricity, that they perform together for 
other students and parents.

A former company member who grew up with a deaf 

friend taught Andrews and company members some 
sign language and some basic skills before teaching their 
first workshop: For instance, always stand in a circle so 
everyone can see the interpreter. But it took time to find 
the right ways to approach the students. “We’ve learned 
over the years how to best teach,” says Andrews. “You 
have to think about what it is like to not hear—relying 
on rhythms in the body and feeling the reverberation of 
stamping feet in your body.”

Keeping the program running is no easy task for 
Andrews’ office team of five, many of who are employed 
part-time. But by applying to grants from several foun-
dations, Zenon is able to piece together enough money 
to go into five schools per year, and invite those students 
to attend company performances for free. 

Greg Waletski, who danced with Zenon from 1991 
to 2013, has found that hearing-impaired children are 
typically much more in tune with their bodies. “They 
tend to have better focus. And they’re extremely visual 
learners, so they pick up material very fast,” he says. 
But these classes aren’t just for teaching students how to 
dance. They give an outlet to those who crave physical 
communication. “Many deaf children have a hard time 
expressing themselves. They often feel isolated,” says 
Andrews. “But dance crosses all boundaries. It gives 
them the opportunity to talk with their bodies.” 

Kristin Schwab is an associate editor at  
dance Magazine. 

 Feeling the MoveMent
inside Zenon dance school’s program for the deaf by Kristin schwab

Zenon Dance Company members recently 
worked with students at The Minnesota 

State Academy for the Deaf.

“You have to think about what it is like 
to not hear—relying on rhythms in the 
body and feeling the reverberation of 

stamping feet.”—Linda Andrews
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Specialty insurance  
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your risks.

Our policies constantly 

respond to changes in  

your industry because 

the most dangerous  

risk is the one you  

never saw  

coming. 

facebook.com/markelhealthfitness

REACH
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ACTING

MUSIC THEATRE
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Barbara Kirk looks forward to opening the doors 
to Studio Indigo—her first dance studio—this 
fall. She has a one-year lease, with hopes that 

she’ll be at her Saint Augustine Beach, Florida, location 
many years longer. Even so, Kirk has taken a cautious 
approach to renovations on the 1,500-square-foot space.

“My studio is on the first floor, and it is very private and 
beautifully lit. I’ve wondered: Am I going to get bounced?” 
Kirk says. “Even if it’s not for 5 or 10 years, I’ve spent a lot 
of money between the mirrors and the barres. All of this is 
coming with me when I leave.”

So Kirk’s original plan to install permanent floors at 
Studio Indigo changed. She researched her options and 
instead chose an Entertainment Flooring Systems Portable 
Sprung Floor—one of many portable options in an ever-
expanding and increasingly popular flooring category for 
studio owners who lease their space.

ChoiCes, ChoiCes
Flooring can be the single most significant investment 
a dance studio owner makes. Professional dance floors 
typically involve a sprung subfloor that protects the 
body from injuries. A separate performance surface—
wood or a specialty vinyl—is laid on top. Most floor 
makers offer a range of floor types:

Permanent: These floors, which tend to carry higher 
price tags, are meant to last. Sprung subfloors are typi-
cally permanently attached to a building’s foundation 
with adhesive or nails. A permanent surface is then 
installed with glue and sometimes with welded seams.

Semi-permanent: These floors are designed for an 
installation of several years. If need be, the floor can be 
disassembled and reinstalled several times in its lifespan. 
Like a permanent installation, the sprung subfloor is a 
separate installation process from the vinyl top layer, 

which is usually secured with double-sided tape.
Portable: These floors are fairly easy to take apart 

and move around. They typically involve a modular 
snap-and-lock system with an integrated sprung floor 
attached to the underside of the dance surface. Another 
option is a rollout floor with a self-contained subfloor 
made of high-density foam layers.

Traveling/touring: The floors are designed for the 
demands of traveling and are usually lightweight vinyl 
that are rolled out on surfaces like wooden stages. The 
panels are taped together with surface tape. 

Portable = PoPular
Portable-flooring demand continues to grow because 
“portable floors are a good investment in a lease situa-
tion,” says Randy Swartz, president of Stagestep Flooring 
Solutions. His company’s portable options include 
Springstep IV, which involves prefabricated subflooring 
panels connected with a tongue-and-groove system and 
topped with a vinyl surface, such as the durable multi-
purpose Super Timestep.

“Studio owners can move with their floor in a couple 
years to their new facility and not have to worry about 

FloorS To Go
maximize your investment with portable flooring. by hannah Maria hayes

From left: Barbara Kirk chose 
Entertainment Flooring Systems’ 

Portable Sprung Floor for her studio; 
Harlequin’s Cascade surface at 

A-Team Dance Center in Amityville, 
NY; Stagestep Flooring Solutions’ 

portable Springstep IV

home–studio help
Perhaps you need a small sprung-floor practice area 
for an at-home studio. O’Mara Sprung Floors offers 
portable sprung dance floors that can be easily pieced 
together and reconfigured. That means you can start 
with one square and add on as you go using the com-
pany’s patented cable-tuned system where you lay out 
cables, lay in the panels, connect, clamp and tighten. 
The hard maple (ideal for tap) or white ash (ideal for 
ballet) is finished with ceramic urethane. Standard-
practice floor sizes (starting at 3’ by 4’ and going up to 
4’ by 8’) start at $180. —HMH
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• Vapor Barrier (concrete slab)
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• Tape/ReUseIt/Adhesive
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• Transition Pieces/Ramp

• Vented Cove Base

• Maintenance Products

Variety, availability and best price... Guaranteed

Everything you need 
for studio flooring
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anything. And they can add to it, and that’s where the 
real benefit comes in,” says Glynis Van Slyke, president  
of Entertainment Flooring Systems. The company’s EFS  
Portable Sprung Floor comes in 7-foot-by-8.25-inch 
planks on top of a layer of shock-absorbing foam and 
assembled with an interlocking tongue-and-groove 
method. The multipurpose Duofloor vinyl can be laid 
over the top by taping the panels, if desired.

Another positive: The landlord isn’t going to charge 
you for structural damage when you leave your space. 
“Removing portable floors causes no damage to the 
existing floor,” says Chrissy Ott, marketing director for 
Harlequin Floors. Its portable flooring options include 
the Harlequin Liberty LatchLoc Portable Sprung Floor 
Panels, which feature a modular, interlocking hook-and-
latch sprung floor system that must be topped with a 
vinyl dance surface, such as Harlequin Cascade, which 
is ideal for a wide range of dance styles, including ballet, 
contemporary, modern, hip hop, Irish and tap.

Questions to Ask
Shop around and ask for samples when selecting a dance 
floor, advises Swartz. “Ultimately, studio owners really need 
to determine for themselves what works,” he says. 

Some initial questions you’ll want to consider:
How long am I going to be in this space? “If a studio 

owner says I’m leasing and in three years I want to 
expand and own my own space, that’s an easy choice to 

go with portable,” Van Slyke says. “But if they say ‘I love 
my landlord and [in a few years] I might expand next 
door,’ then portable may not be the right option.”

Is the subfloor concrete, stone or wood?  If your floor 
will go down directly on concrete, you need to factor in a 
subfloor structure that will protect your dancers. You’ll need 
to decide whether you want a permanent or semi-perma-
nent sprung subfloor topped with vinyl panels. However,  
if you are laying your floor on a preexisting surface, a  
portable foam-backed rollout option or a snap-and-lock 
floor with a subfloor included may offer enough spring.

Will the floor be used for multiple dance genres? 
You’ll need a flooring surface appropriate to the primary 
dance requirement. For instance, ballet needs flooring 

with more slip resistance, but 
hip hop needs less traction. 
Studio Indigo is a barefoot 
studio and Kirk loves that 
her new floor has “incredible 
give and is seamless, with no 
adhesive,” she says. “You get 
what you pay for, and this is 
worth every penny.” 

Hannah Maria Hayes is a 
freelance writer with a MA in 
dance education from New 
York University. 

flooring 
suppliers:
Harlequin floors, 

harlequinfloors.com
Dance equipment 

international, 
danceequipmentintl.com
entertainment flooring 

systems, flooradvice.com
en pointe enterprises, 

en-pointe.com
o’Mara sprung floors, 

sprungfloors.com
stagestep flooring 

solutions, stagestep.com
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“Da ce is discovery, discovery, discovery.”
— Martha Graham, modern dance pioneer
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L ast summer, Samantha Gobeille, owner of Arizona 
Dance Artistry, happened to look up her studio’s 
name on Yelp. She discovered among the handful of 

glowing reviews three negative ones. She was stunned. 
She realized that she had to put her feelings aside and 

take action to protect her business. She crafted responses 
that politely addressed the concerns of each poster and 
that highlighted her studio’s strengths. “I asked myself, 
if a potential client was reading that, what would I want 
them to see?” she says. 

From Yelp to Google to Facebook and beyond, cus-
tomers have plenty of opportunities to share feedback 
about your studio through online reviews. On occasion, 
you may find a less-than-stellar comment. Since review 
sites typically don’t allow business owners to have 
reviews removed, you’ll need to come to terms with the 
idea that these comments are there to stay, and figure 
out how to neutralize them.

“Have a strategy in place so that you’ll know how to 
respond to a negative review before this even happens,” 
advises Jill Tirone, owner of DanceFit Marketing. Read 
on for advice that will help you stay on top of online 
reviews, diffuse the impact of negative posts and bolster 
your studio’s reputation online.

Keep TracK
You must stay abreast of online comments about your 
business. As Tirone points out, online reviews have 
become increasingly influential as consumers adapt to 
searching for businesses on their mobile devices. 

Suzanne Blake Gerety, owner of Kathy Blake Dance 

Studios and director of DanceStudioOwner.com, sug-
gests claiming your business’ profile on individual online 
review sites such as Google and Yelp so that you can 
directly monitor what is being posted on those sites. 
(For more info on how to do this, visit google.com/
business or yelp.com/claiming.) She also suggests setting 
up Google alerts for your studio’s name and any other 
keywords (perhaps your name) so that you’ll automati-
cally get an email every time those words are mentioned 
on websites or blogs. The free service is available to all 
Gmail users. To set one up, visit google.com/alerts.

respond carefully
Don’t panic if you find a negative review. “It can make 
you feel very vulnerable if someone is saying some-
thing mean about your business,” says Gerety. “Before 
responding, take some time to digest what happened.”

First, consider whether or not the customer’s com-
plaint is valid and determine if the post warrants a 
response. “Unless the comment is a really blatant attack, 
failing to respond is a poor strategy,” says Tirone. “It 
could send a message that you don’t care about your 
studio. Take a breath, sleep on it and then go back and 
craft a really professional response.”

When you do respond, make sure that your comment 

survey says
Arizona Dance Artistry’s Samantha Gobeille didn’t let 
a few bad reviews get her down. In fact, they inspired 
her to to seek more feedback from all of her custom-
ers. She surveyed them on a variety of topics, includ-
ing class times, performance opportunities and more. 
“After three months of collecting data, we emailed the 
feedback results in the form of an FAQ and posted it 
on our bulletin boards,” she says. “We highlighted any 
changes we were making to better serve our clients. 
Only 25 percent of the studio actually responded to 
the surveys, but people really appreciated seeing my 
responses and clarifications to their concerns.”

Samantha Gobeille 
(right), owner of 
Arizona Dance Artistry, 
responded to a few 
negative online reviews 
with posts that politely 
addressed each com-
menter’s complaints 
and that highlighted her 
studio’s strengths.

Is The  
CusTomer  
AlwAys 
rIghT?
how to handle online reviews 
By colleen Bohen
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comes across as the official word on behalf of the business. 
For instance, if you’re responding to a Facebook review, 
post using your studio’s official business page, rather than 
your personal account. And if you’re responding to a 
comment on a site like Yelp or Google, claim your business 
listing first so that your posts will be specially labeled to 
highlight the fact that they are from the owner. 

Watch your word choices in your responses. Tirone says 
studio owners should use “we” rather than “I” to appear 
more authoritative and business-like. Gobeille recalls 
that when she was crafting her responses, she typed them 
up, printed them out and then removed any “emotional 
words” before posting. You may even want to show your 
final draft to a neutral party before posting it to ensure 
that your message comes across as intended. 

Also, don’t miss any opportunity to position your busi-
ness in a positive light. “If the concern is over something 
related to the studio services, such as ‘You don’t have a 
class for my 5-year-old,’ the studio owner could craft a 
response that showcases all of the offerings for that age 
group,” says Tirone. Remember, the goal here is not to 
convince the original poster to return to your studio, but 
to provide some context for any third-party readers.

Seek PoSitive ReviewS
“It takes 13 positive reviews to wipe out one negative 
review—to get it to be less obvious to the person that’s 
looking for a review of a business,” says Tirone. “They 

never really go away, unfortunately.” Indeed, though 
some sites use algorithms to sort reviews to showcase  
the ones they deem most helpful, most review sites will 
not entirely remove any reviews from a page. Instead, the 
best that most small business owners can hope for is that 
the critical mass of the reviews that appear on their pages 
is positive. 

Some of your most loyal customers may think to post 
positive reviews on their own, but it does not hurt to 
occasionally encourage a happy customer to share her 
experience online. Just don’t ask for too many reviews 
at once. If your page is suddenly flooded with positive 
reviews certain sites will push those reviews out of pri-
mary view because they’re designed to discredit anoma-
lies. You also should never pay for positive reviews—in 
fact, most sites expressly forbid it.

The bottom line: Even though online reviews play an 
important role in the overall picture of your business 
online, don’t let yourself be derailed by some occasional 
negative feedback. “Think about it,” says Gerety. “You 
can read reviews of an amazing restaurant in a city like 
New York that everyone loves, with a world-class chef, 
and then you can go online one day and see that one per-
son wrote ‘I didn’t like the soup.’ Does that mean the chef 
should stop cooking? Of course not. You’re not a failure if 
you get a bad review.” 

Colleen Bohen is the editor in chief of dance retailer news.
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W hen asked why he’s spent 32 years teaching 
dance to more disadvantaged kids than he can 
count, Ehud Krauss says he’s got shpilkes. “It’s 

Yiddish for having a fire in your tuches,” he explains. 
“I’ve never been able to sit still.” 

Krauss, 69, studied ballet, jazz and modern while 
growing up on a kibbutz in Israel. He later performed all 
three with various companies and productions in Europe 
and later California and New York City, where he 
continued his training under Gus Giordano, Luigi, Alvin 
Ailey and other major dance artists. In 1977, he settled 
in the Bay Area and founded Zohar School of Dance in 
1979, teaching his own brand of jazz. 

His outreach program, IndepenDANCE, was launched 
a few years later when a middle school teacher in a 
tough neighborhood mentioned that dance might help 
her students. The program quickly expanded to 12 other 
schools and two community centers, with classes split 
among four teachers. Funding came mainly from local 
philanthropies.

 If a school didn’t have a dance studio, Krauss 
installed sprung floors and mirrors in an empty class-
room with the help of school faculty and students’ par-
ents. “The idea was not just to build a dance studio, but 
to get the parents involved in the kids’ education,” he 
says. He invited parents to watch rehearsals, and he put 
on competitions and performances, and taught students 
traditional folklorico dances of their home countries. 

However, students often missed class. “I found out 
many were in juvenile detention for drugs,” he says. In 
1995, a community college where Krauss was also teach-
ing started to offer courses to incarcerated teenagers, and 
he saw an opportunity: “I asked if I could teach dance 
there, too. Everybody said I was crazy.” He kept pushing 
until they agreed, and ended up teaching his Juvie Jazz 
program until he sustained an injury 17 years later. “We 
did all different styles. It challenged their memory, and 
taught them to take direction. They learned to concen-
trate longer; they learned discipline. And they taught me, 
an old Jewish guy, how to dance with street style.”

With Zohar as his base, Krauss’ outreach has con-
tinued to evolve. For the last 15 years, he’s also taught 
classes for children with special needs. The sessions focus 
on movement-based improv—having students mimic 
different animals, for example. The benefits are both 
physical, like improved sense of balance, and personal, 
like improved self-esteem. 

Although California has tightened its laws on who can 
teach the general population in public schools, Krauss 
is still allowed to work with special-needs students. 
While he recovers from knee and shoulder replacement 
surgeries, he’s figuring out how he’d like IndepenDANCE 
to develop. One of his dreams is to spread it to other 
teachers across the country, sharing resources and insight 
among similar programs. “Once you get kids—any kids—
moving to music, the response is amazing,” he says. 

 
Jennifer Stahl is the editor in chief of Dance Magazine.  

Never Sit 
Still
ehud Krauss teaches dance to 
at–risk youth.  
By Jennifer Stahl

“We did all different styles. It challenged 
their memory, and taught them to take 
direction. They learned to concentrate  

longer; they learned discipline.” 
—Ehud Krauss

Zohar School of Dance’s 
Ehud Krauss has taught 
at-risk, incarcerated and 
now special-needs youth.
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