
 



Introduc*on: 
Summer is a kid’s favorite 1me of the year! How do you a7ract the most students to your studio 
during the summer months?... By having the best dance camps & programs in your community! 
In this masterclass, you’ll learn how to get ahead of the game and be ready for your families to 
fall in love with your summer camp offerings! This system is applicable no ma7er where your 
studio is located in the world. It can be applied for holiday break camps or workshops, summer 
camps, and other programs. Let’s dive into crea1ng successful summer camps that work for 
your families and crea1ng marke1ng tac1cs to a7ract new families!  
 
Thank you to our IC members who have contributed to this system that the DSOA has created: 
Meghan Retseck, Angela Mannella, Shawna Kwan, Kathleen Kelble, Shannon Denney, Dani 
Archer, and all of our Studio Growth Coaches! 
 
Goals:  
 
By the end of this masterclass: 

1. You will know which teachers to hire for your summer camps and have ideas on the 
most popular and best-selling camp themes/ac1vi1es.  

2. You’ll create a strategic marke1ng plan for adver1sing your summer camps and have a 
launch plan in place.  

3. You can then repeat your system year aVer year for successful summers that take half 
the planning!  

 
Top 3 benefits: 

1. By considering the guidelines in this workbook, you will stand out among your 
compe1tors as the best summer camp offering in your area. 

2. Having a planning/marke1ng/launch system that you know works year aVer year will 
save you and your staff from working over1me, yet you’ll see steady and consistent 
revenue.  

3. Parents and students will be able to see the thought and care that went into planning 
your summer camp, and you’ll likely build a long-term rela1onship that converts into a 
full-season student!  

 
Things to consider before implementa*on: 

• You want to maximize your studio space during the summer so that you con1nue to 
generate a profit year-round. Otherwise, you must plan for your revenue to carry you 
over during the summer months.  

• What worked last year? A great way to refine your marke1ng for this year’s summer 
camps is to look at last year’s data. Digging through data can feel dull and tedious, but 
those numbers will reveal important insights that will help refine your summer camp 
marke1ng and offers for this year. Here are some good metrics for you to dig into:  



o What were the enrollment rates across various camps? Was there a par1cular 
age group, theme, or dance style that really knocked it out of the park? On the 
flip side, which camps weren’t as full as you had hoped?  

o With this informa1on, you’ll know which offers to keep the same and which ones 
you might want to revisit to switch up the marke1ng for this year.  

o Which families and dancers actually signed up? Was it the customer avatar you 
were marke1ng to, or was it a different group than you expected?  

o Understanding who signed up for the camps can help you refine your marke1ng 
copy and offers so you’re directly speaking to your target customer. If it was the 
avatar you intended, how can you lean into their needs even more to further 
increase enrollment? If it was a different type of customer, how can you enhance 
your marke1ng to appeal to them instead?  

o Are you new to camps and don’t know where to start? No problem! Look at the 
metrics described above for your current classes. Which programs/age 
groups/customers currently generate the most revenue for you? Crea1ng and 
marke1ng dance camps to these groups is a great place to start and will likely 
bring you success! 

 
Create your customer avatar: 

• Are you focusing on targe1ng exis1ng students, gaining new students, or both?  
o Keep in mind that summer camps can a7ract a different type of student than 

your regular season dance programs. 
o What is the data from last summer telling you?  

• Create your summer camp student avatar to help you focus on who to market to and 
what their needs are. 

• Create your summer camp parent avatar. 
o Who are the parents of the children you are trying to target? 
o Brainstorm their pain points and use those in your marke1ng (i.e. needs summer 

daycare, socializa1on for my child, release of energy, crea1ve outlet, etc.). 
 

Your customer avatar should dictate your plan: 
Once you’ve determined your customer avatar, you need to build your en1re summer camp 
plan around it. If your plan does not match the needs of those individuals, there will be a 
disconnect. Either they will not sign up at all because the structure of the camp doesn’t work for 
them, or they will sign up and then be disappointed, because it didn’t fully match up to their 
needs. 
 
A profitable schedule:  
When is the best 1me to offer your summer camps to make a profit and serve most of your 
marketplace?  

• These are the things you should consider when deciding on the best 1me: 
o Look at only doing certain weeks during the summer. 
o Ask for input on what 1mes would be best (half day or full day). 



o Consider which age groups your program would appeal to the most. 
  

• Once you know what your parents’ needs are, create a camp schedule that will work for 
them. Consider if you need to provide: 

o Full day camps 
o Half day camps  
o Before-camp care 
o AVer-camp care 
o Lunch (You can provide for an extra cost or just have a supervised lunch hour for 

those students that stay.) 
 

Some studio owners design a schedule that allows families to opt-in to a half day or full day. 
Here are 3 different scheduling examples.  
 
Pricing structure: 
To create a profitable pricing structure, you need to be clear on all the expenses needed to run 
them. Here are things you will want to factor in for: 

• The teacher’s labor for the dance classes 
• Childcare/addi1onal staff labor 
• Cost of materials for craVs, props, etc. 
• Lunch (if included) 
• Proper compensa1on for planning 
• Any other costs necessary  

 
From there, you will want to determine what profit margin you would like to make and figure 
out your pricing accordingly.  
 
Click here for a spreadsheet you can use to help you figure out pricing.  
 
Keep in mind that your marketplace will heavily influence your costs. You need to research 
other kids’ camps, specialized programming, YMCA offerings, and childcare when comparing 
costs.  
 
Example pricing (this depends on your marketplace):  

• $150 - $200 for half day  
• $300 - $375 for a full day  
• Early drop off - $100 for the week  
• AVer care - hourly $20/hour or set price $100 for the week 

 
Click here for a full example of summer camp considera1ons in regard to pricing from Studio 
Growth Coach Annie Leese Thistle.  

https://www.canva.com/design/DAF0s26cYzQ/OaVpWbZR7sV5S3K6oJDZaA/view?utm_content=DAF0s26cYzQ&utm_campaign=designshare&utm_medium=link&utm_source=editor
https://dsoa-innercircle.s3.amazonaws.com/Masterclasses/DSOA+I+Summer+Camps+Pricing+Calculator.xltx
https://clintsalter.s3.amazonaws.com/Summer+Camp+Offerings+%26+Pricing+Considerationsf42dfeb9d6479d9f000fd19b64b091ebfc2be5d29208f6f47570010163ff515d.pdf


 
Selec7ng staff for summer camp: 

• First, think about the teachers at your studio who are high-energy, really love kids 
(especially younger ones), and are overly crea1ve inside and outside of the classroom.  

• Summer camps can involve more babysihng, games, arts, and craVs so choose staff 
members that are well-rounded and understand what it means to be more of a “camp 
counselor.” 

• You can hire specifically for summer camps. This is a great trial period to see if they 
would be a good fit during your regular season. 

• When hiring your year-round teachers, talk about your camps and choose hires that will 
fit into your regular dance season as well as your summer programming.  

 
Other ideas for hiring summer camp staff: 

• Consider your high school students as assistants for your camps as they can cater to your 
younger dancers and, if done right, be mentors/role models to your younger students.  

• Maybe you hire dance teachers for the dance instruc1on por1ons and non-dancers at a 
lower rate for the camp sessions.  

 
Once your summer camp staff is final, share your expecta1ons, studio-wide camp schedule, and 
other references so everyone is on the same page. Here’s an example.  
 
Deciding fun themes, cra>s & props:  
The themes you choose should resonate with your customer avatar. Here are good ways to get 
ideas: 

• Look at current trending kids shows and or movies.  
• Look into popular toys, games, musicians and musicals.  

o Places to order craVs from:  
§ Oriental Trading Company  
§ Michaels  
§ JoAnn Fabrics  
§ Unicorn Smiles  
§ Five Below 

 
Ideas for themes:  

• Trolls  
• Unicorns & Rainbows  
• Descendants  
• TikTok  
• Movie Time Magic  
• Popstar Princess  
• Pirates & Princesses  
• Sports  
• On Broadway  

https://docs.google.com/document/d/1xBWmwClxkwt0ETD6_UKffHl1-X9Rshrho7E4Cvj5vho/edit?usp=sharing
https://www.orientaltrading.com/web/browse/homePage?ii=1&BP=PS542&source=bing&ms=search&cm_mmc=BingBrand-_-52532575-_-2434376708-_-orientaltrading%20com&cm_mmca2=Brand&cm_mmca4=kwd-15506484800:loc-190&cm_mmca8=e&cm_mmca11=orientaltrading%20com&msclkid=e3f5caadd89d175b520aab742f1afedc
https://www.michaels.com/
https://www.joann.com/?adlclid=b826d637887719681622b7ee7071f42a&msclkid=b826d637887719681622b7ee7071f42a&utm_source=bing&utm_medium=cpc&utm_campaign=%5BADL%5D%20%5BBrand%5D%20Stores%20-%20General%20-%20(Exact)&utm_term=joann%27s%20fabric%20store&utm_content=joann%27s%20fabric%20store
https://unicornsmiles.com/
https://www.fivebelow.com/


• Cheerleading  
 
New and upcoming releases:  

• Wednesday Addams, The Addams Family 
• Taylor SwiV’s The Eras Tour  
• Barbie 
• Spider-Man: Across the Spider-Verse 
• The Garfield Movie (May 2024) 
• Inside Out 2 (June 2024) 

 
Trending on Nenlix:  

• The Boss Baby  
• Minions  
• Sing 2  
• Puss in Boots: The Last Wish 

 
Popular TV Shows:  

• Bluey  
• Gabby's Dollhouse  
• Fraggle Rock: Back to the Rock  
• Beat Bugs  
• My Li7le Pony 
• Peppa Pig 
• Paw Patrol  

 
Ideas for making your own props:  
Crea1ng craVs and props is a great way to add more value during summer camps and to fill 1me 
during a schedule. Again, what you select should be appealing to your customer avatar and 
work with the theme you’ve chosen. 
 
Here are some ideas to get you started: 
 
Cra$: Popsicle S0ck Wand  
What You’ll Need: Popsicle s1ck (or a straw), Paper, Scissors, Crayons/Markers, Glue/ Tape 



 
 
Cra$: Princess Crown  
What You’ll Need: Paper, Scissors, Crayons/Markers, Glue/Tape 

 
 
Cra$: Rainbow Bu:erfly  
What You’ll Need: Toilet Paper Roll, Paper, Scissors, Crayons/Markers, Glue/Tape 

 
 
Cra$: Make Your Own Playbill!  
What You’ll Need: Paper, Crayons/Markers 

 



 
Cra$: Microphone  
What You’ll Need: Toilet Paper Roll, Aluminum Foil, Crayons/Markers, Glue/Tape 

 
 
How to WOW the parents:  
If your summer camp par1cipant is brand new to dance and to your studio, remember to make 
them feel special and welcomed just like you would a new regular season family. Make sure to 
include extra touch points so they feel prepared and know what to expect:  

• Send out a summer camp info email to parents prior to the first day and then send an 
SMS on the first morning of camp star1ng with reminders for what students need for 
camp - click here for the templates.   

• Hand out camp cer1ficates at the end of each camp day congratula1ng them on staying 
the length of the day and for trying new things. 

 
Here is a checklist template to keep you on track during the: 

• Planning phase 
• Marke1ng phase  
• Execu1on phase 

 
Crea*ng your summer camp marke*ng plan 
 

1) Decide on when you will launch: 
We recommend communica1ng about camps in January. Most other camp op1ons share their 
offers in January/February, and if you launch too late, people may have already made 
arrangements.  
 

2) Decide on key offers between your launch and when camps start: 
When you launch your camps, your first offer should be the best offer. You can create other 
addi1onal offers along the way to create urgency. These should not be as good as your first-1me 
offer. 
 
Here are two examples (for each example, let’s say the camp is in July and these are the first 
offers are going out in January): 
 
Example A: Full day -- $350 / Offered over 5 days 

https://docs.google.com/document/d/15ZdwMFUAx-wpvbXNxnGDghxv2lLBDTg44pWIoHYqeWc/edit?usp=sharing
https://docs.google.com/presentation/d/1v2Rqwgu_vAT04vHCXjTOxb6ptyG5FlWBgDX5W0ebqEY/edit?usp=sharing
https://www.canva.com/design/DAF0srWmO3M/qiGVe1kII4ReDtjHWNyzxw/view?utm_content=DAF0srWmO3M&utm_campaign=designshare&utm_medium=link&utm_source=publishsharelink&mode=preview


• Deal 1 –  
o Register for 4 days by Jan. 31st and receive the 5th day FREE 

• Deal 2 – 
o Register for 1 day of camp by Jan. 31st and receive 30% off your 2nd day 

 
Example B: Full week -- $1,500 / 5 days of camp  

• Deal 1 – 
o Register by Jan. 31st and only pay $1,000 

• Deal 2 – 
o Pay in full by Jan. 31st and receive a $200 credit towards your Fall season tui1on  

§ This is a great way to en1ce the students to be thinking ahead and 
encourage them to become repeat customers. 

 
Here are examples for your second-best offer: 
 
Example A:  Full day -- $350 / Offered over 5 days 

• Deal 1 – 
o Register for 4 days by April 1st and get your 5th day ½ off 

• Deal 2 – 
o Register for 1 day of camp by April 1st and receive 10% off your 2nd day  

 
Example B: Full week -- $1,500 / 5 days of camp  

• Deal 1 – 
o Register by April 1st and only pay $1,250 

• Deal 2 – 
o Pay in full by April 1st and receive a $100 credit towards your Fall season tui1on  

 
Then your final offer can s1ll offer some discount or incen1ve, but it will be closest to the full 
amount.  
 
Example A:  Full day -- $350 / Offered over 5 days 

• Deal 1 – 
o Register for 4 days by July 1st and receive $50 off your 5th day 

• Deal 2 – 
o Register for 1 day of camp by June 1st and receive 10% off your 2nd day  

 
Example B: Full week -- $1,500 / 5 days of camp  

• Deal 1 – 
o Register by July 1st and get a free camp T-shirt 

• Deal 2 – 
o Pay in full by July 1st and receive a $50 credit towards your Fall season tui1on  

 



As you can see, there is always some incen1ve to register. Build this into your budget. Your first 
offer should be what the camp costs plus your desired profit margin. Then, your following offers 
are going to ensure even more profit gain for you!  
 

3) Determine deadlines for each offer:  
Like the example above, these need to be set and clear. If you move deadlines around, it will be 
very confusing to the customer. 
 

4) Decide on a marke7ng campaign schedule: 
1. Decide on which days you will send emails and texts: 

a. 2 touchpoints per week is recommended. 
b. As you approach a deadline to your offer, you can increase the number of 

touchpoints with 48-hour and 24-hour reminders. 
2. Decide on which days you will post on social media: 

a. You can include teaser posts for a big reveal announcement. 
b. The number of posts at the beginning of the launch should be higher. 
c. They can be less frequent once you have announced (2-3 per week). 
d. They should increase in frequency as the deadline approaches. 

 
Here is a schedule of an email/Facebook post/SMS cadence during April’s peak summer camp 
enrollment season. You can use this cadence as a reference for the months leading up to and 
following April to maximize your communica1on.  

 

 
 
 



5) Decide if/when you will launch Facebook ads: 
First, determine what your offer will be on Facebook ads. Here are two Facebook Ad copy 
examples you can use when star1ng to adver1se for your summer camps. You’ll want to change 
details to reflect your studio, area, and the offer but these are examples of copy that actually 
work!  

• Example A for between now and New Year’s: 
o Thinking about joining [STUDIO NAME’s] summer 2024 season? Registration 

opens in January. Subscribe to our email list today and be the first one to 
know about all upcoming details! 

• Example B for New Year’s (adjust pricing to fit your offer): 
o Parents in [AREA] are lining up for our incredible New Years’ DEAL where 

they will save over $1200 on their child’s summer camp membership! Instead 
of the normal price of $2,697 you can save your child’s spot for only $1497! 
Dance, crafts, games, snacks, and much more is included for ages 5-12! Visit 
our website for more details!   

By starting to build anticipation around your studio and summer camps and building your new 
customer list, you’re able to take time to communicate with potential customers adequately 
and appropriately about why they need to choose your summer camp.  

Always pair your Facebook ads with an enticing visual component. We discuss visual assets a 
little further down.  

Then, you’ll need to decide on your overall budget and daily budget (minimum of $5 per day). 
 

6) Create a registra7on page:  
Your registra1on page must restate the offer and allow people to sign up. Less is more; be clear 
and concise! Make sure it’s a user-friendly online registra1on process all the way through 
providing payment.  
 
Look at Studio Growth Coach Jodi Shilling’s 2023 Summer Camp registra1on page.  
 

7) Create copy for all your marke7ng touchpoints: 
1. Your copy should include: 

a. Dates 
b. The value  
c. Benefit(s) of your program 
d. Pricing  
e. Your special offer 
f. Schedule 
g. Explain “What you get!”  
h. CTA Link 

https://www.relevestudios.com/summer-camps?fbclid=IwAR3NnXTtS7byfZdxQUubAkwA%20oCu46pxsYJYyJbnJ7C1wmH7XPX48grdmsh0


2. Your messaging should be consistent across all your communica1on channels! This is oVen 
overlooked! 

 
8) Create visual assets for your marke7ng for ads, social media, your website, and your 

emails: 
Try to use real images of your dancers if possible. We suggest not adding text to the images. Let 
the images do the talking for how wonderful your studio is!  
 

9) Schedule all your communica7on and watch it do the work for you!  
1. Facebook Ads - Be sure you’re looking at your ad data regularly. You may need to swap out 

images or copy depending on what is working best.  
2. Emails – Be sure people are taken out of email sequences once they’ve registered. People 

don’t like to be marketed to once, they’ve taken you up on your offer.  
3. Social Media – No1ce what posts are doing well and have the most engagements. This is a 

good indicator that this would perform well as a Facebook ad. 
 

10) Build excitement with your current students: 
Build excitement within your studio by crea1ng a Summer Camp Theme Week at your studio in 
late January or early February and celebrate open registra1on of summer camps all week long: 

1. Promote for 2 - 4 weeks leading up to this special week. 
2. Give students leis when they come into the studio and take a photo by a summer theme 

decorated photo wall. Have parents/students post their photos and use your hashtag 
(#YOURSTUDIOsummercamp2024).  

3. Play summer-themed music in class and make it more of a fun-oriented week.  
4. Give summer-themed s1ckers or stamps.  
5. Send kids home with a summer camp flyer or packet and a QR code to register.  

a. Check out Kathleen Kelble’s “Why Summer Dance” info: 
 

 
 



6. Create a promo1on for any current students who register for summer camp within the 
Summer Camp Theme Week.  

 
Keeping students into your dance season:  

• Promote your Fall session/dance season at the end of each camp.  
• If you do a show at the end of your camp week, talk about your Fall session/dance 

season.  
o Have a script about why dance is important!  

• Give a deal to summer camp parents to get them to enroll for the Fall session.  
o Example Offer: 

§ Get a $50 credit towards costumes when you register for Fall session 
during summer camp! 

 
 
Evalua*ng your summer camps:  

• Meet with summer camp staff to do a debrief. 
o Go over the project plan and do a “grows & glows” debrief on your summer 

camps.  
• Survey parents  

o Make the survey short!  
o This is another 1me to make an offer for early enrollment for the Fall season. 

§ Example Offer: 
• Fill out this survey and get a FREE pair of 1ghts when you register 

for the Fall session.  
 
WINS: 
 



 
 

 
 



 
 

 
 



 


