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WHAT WE WILL COVER 

✓ Establishing your target audience  

✓ Identifying your marketing platforms  

✓ Identify your USP 

✓ Content suggestions  

✓ Content organising  

✓ Creating graphics  

 

ESTABLISHING YOUR TRAGET AUDIENCE 

Before you begin any form of marketing you need to establish your target audience so you can cater 

the marketing accordingly to your audience. For example, a studio in Chelsea based on holistic health 

with yoga classes and a smoothie bar may have a different a target audience to an eccentric studio in 

an underground basement. Your studio might solely be an exotic pole studio or it might combine aerial 

work with circus exercises too. Consider if your studio has a niche. Or perhaps your studio doesn’t 

have a niche and can be easily marketable to multiple audiences. If this is the case, it is worth knowing 

that your marketing audience may change depending on the service you are offering. This will help 

guide you with your branding. For example, if you are trying to create marketing material for a 

children’s aerial class this will be a different audience to offering a service for hen do parties. 

Therefore, there needs to be flexibility and creativity within your marketing if you are offering two 

very different services.  

 

 

 

 

 

 

 

 

 

SERVICE TARGET AUDIENCE BENEFIT TO THE STUDIO 

Private parties Hen parties – women mid 20s-
40s 

One-off class that may create new 
regular clients 

Children’s parties – children 
aged 7 and up 

Might expand marketing of the studio 
via word of mouth via the parents to 
other families. 

In-house workshops Core customer base that attend 
regular classes on a weekly 
basis 

Opportunity to test out a different style 
of class without having to commit to 
adding it to the weekly timetable. 
Might get students interested in cross-
training in another discipline. 

External workshops 
by an industry 
professional 

Core customer base and fans of 
the pro coming in to teach 

Creates a buzz for regular students, 
good for motivating them to attend 
more classes leading up to the 
workshop. Might bring in folks from 
other local studios and build new 
connections.  

List all the services you offer and what services you may consider offering in the future. Take 

some time to visualise the type of people who already visit your studio (or who you imagine 

would if you are just starting up a studio).  

Identify your target audience and demographic. Describe them in detail. 

Here are a few examples to get you started! 
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IDENTIFYING YOUR MARKETING PLATFORMS  

Once you’ve established your target audience, you then need to consider what platforms will reach 

them best.  

For example, perhaps you are in a rural area and so in addition to any digital marketing you may also 

consider local marketing such as posters in coffee shops, local newspaper ads, flyers, word of mouth, 

open days etc. Or maybe your target audience reacts best to solely digital marketing such as social 

media, blog features, ads etc. Does your studio offer social events or wellness/exercise activities for 

corporate businesses? If so, then it may be worth also marketing on LinkedIn. 

 

 

 

 

 

TARGET AUDIENCE PLATFORM 

Hen Parties – women mid 20-40s Facebook, flyers in local coffee shop 

In-house workshops Newsletter, Facebook Group/blog 

External workshops Instagram, Facebook groups (e.g. UK Pole and 
Aerial Workshops) 

 

 

IDENTIFYING YOUR UNIQUE SELLING POINT 

What is your USP (Unique Selling Point)? Perhaps your studio is beautiful with high ceilings, 

spectacular views from the windows with lots of natural light flooding it. Perhaps your studio is really 

cool and underground with neon lights. Or maybe you have a really strong community associated with 

your studio. Whatever it is (and there may be multiple things) this is what you want to showcase on 

your social media. For example, if you have a beautiful studio with architectural features or nice views, 

get good quality photos and videos to post. If you have a strong community you can showcase this on 

your social by reposting your students, showcasing your instructors, posting pictures of the 

community activities you all do.  

 

 

 

 

 

 

 

 

 

 

 

CONTENT SUGGESTIONS FOR SOCIAL MEDIA 

Things to consider: 

➢ Student progression, student spotlights, introducing your instructors  

➢ Events held at the studio  

➢ Highlights – what do you instantly want to draw your followers to for quick information? 

e.g having a highlight that brings up a list of your timetable or services, a highlight for your 

student showcases etc.   

Think about your target audience and list all the platforms you would like to use to reach them.  

 

 

What are your USPs?  

You may want to also ask your students, instructors or studio manager for their opinion. 

Try making a list of what you thin is unique about your studio then consider running a poll or 

survey with your student body and instructors. Compare the outcomes to see if there is 

anything you missed that you can follow through with. 
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➢ Competitions, giveaways  

➢ USP – showcasing what makes you special and stand out 

➢ A regular email newsletter to keep people updated  

➢ Promoting your accounts - Instagram and Facebook Ads –establish your budget, local 

marketing if required 

➢ SEO for your website  

➢ Collaborations with other businesses, influencers etc. For example, you could collaborate 

with a gym to do a joint giveaway or offer their members a free trial class. 

➢ ‘Takeovers’ perhaps an instructor or influencer takes over your social media page for the 

day  

➢ Polls, debates 

➢ Live videos / demonstrations   

 

 

ORGANISING YOUR CONTENT AND MAKING USE OF TOOLS 

It is important to have consistent content to keep people engaged and get your brand out there! 

Having a lot of content can be very overwhelming especially for multiple platforms so it may be worth 

investing in a content calendar.  Here is a list of great tools for content creation and organising. Some 

of the tools below offer free trials or subscriptions at low cost.  

 

➢ Content Calendar – create this yourself in a way that works best for you. Excel works great 

if you like to filter through columns and hide dates or platforms. Word is good for simple 

formats. Or you may prefer writing this yourself on a printed calendar or a whiteboard. 

Find what works well for you. Have two calendars – one for the content schedule and one 

to follow for your own personal ‘to do’ content creation. 

➢ Content scheduling tools upload on your behalf so you can schedule all your content for 

the week, month, year –however long you want! (Hootsuite, ContentCal, TweetDeck).  

➢ Write in key dates relevant to your marketing in your calendar –e.g. world dance day, big 

pole or aerial events/competitions, mental health awareness week etc  

➢ Use editing apps to create professional looking photos or videos on a budget – (videoshop, 

planoy, snapseed, splice).   

➢ Consider offering free content if you are able to – this can attract new followers and builds 

trust before they commit to you. For example, you could offer free trials / virtual classes.   

➢ Ensure any images you use that are not your own are free from copyright. Stock images 

that are free from copyright can be found in: pexels, shutterstock, negative space, death 

to stake, hubspot’s free stockphoto library and unsplash. Some of these images may be 

covered under a Creative Commons licence (making them free to use) and others might 

require payment to use.  

 

Whatever content you decide to put into your content calendar, it is important to ensure it is high 

quality. Use a style guide to help you map out your branding guidelines – you can create your own 

style guide using an online tool like Frontify, which will help you keep track of your brand’s colour 

scheme, preferred fonts and store your media library. Stick to this guideline when creating any 

graphics and share it with any external parties who do design work for you. Check out 

https://www.frontify.com/en/styleguide-examples/ for some examples. 

 

 

  

https://www.frontify.com/en/styleguide-examples/
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CREATING GRAPHICS 

Use quality images  

• Images can be used to clearly deliver a message 

• Quality images build credibility and trust with customers  

• People process images more quickly than written words  

 

Pixlr and Canva are useful graphic designing tools  

 

Four key elements when creating a graphic:  

1. Typography 

• Use fonts that are familiar with audiences.  

• Don’t use more than 2-3 font families within a webpage or social platform. 

 

2. Colour  

• Choose complimentary colours to create contrasts to catch people’s attention or help 

guide them to a particular button or navigation. 

• Choose colours for graphics wisely and consider what emotions the colour may evoke in 

the viewer. For example, red can be associated with power and urgency and so can be a 

useful colour to use for sales. However, it can also be associated with danger and 

avoidance so is can be confusing when used for buttons such as ‘buy here’ or ‘accept’ 

which are usually in green. 

 

3. Composition  

• Make the design as simple as possible. Remove the clutter and visual noise and make sure 

your content is ordered in a clear and logical way to help users focus on one task at a 

time.  

• Consider the purpose of the content? Is it to guide users to a button, focus on an image 

or news story? Organise your content towards your purpose. Even if you have multiple 

purposes try to boil it down to one.  

• White space helps focus the user’s attention, try not to fill every space in the graphic. 

 

4. Imagery  

• Most web traffic comes from a mobile device so make sure you test images on mobile 

devices too. You may need to create a separate image to upload from a mobile device to 

the platform. 

• People respond well to images with people in them as it helps to create an emotional 

connection. 

• Images should be high quality. 

• Overlay responsive text on the image to help with mobile accessibility and localisation to 

accommodate translations. If you need to add text directly to an image, ensure there is 

colour contrast to make text legible. 


