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The Music
Lessons Business

Thirty to sixty dollars per half hour, students who stay for years, and a
studio that fits in your living room. The craft you already have, turned
into tuition.

$150-600 7-21 days 80-90%

START LEAN FIRST DOLLAR TYPICAL MARGIN
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—— THE BUSINESS AT A GLANCE

Is this your business?

Music lessons turn an instrument you already play into one of the steadiest recurring-
revenue models in local business. Families pay monthly tuition, students stay enrolled
for years when taught well, and your overhead is a metronome and a chair. The
economics hinge on one decision most new teachers get wrong: whether you sell
lessons by the slot or run a studio with tuition, policies, and recitals. The second one is

a business.

§150-600 $2,000-5,000 7-21 days

LEAN STARTUP COST STANDARD BUILD TIME TO FIRST DOLLAR
80-90% Yes, fully Yes (zoning permitting)
TYPICAL GROSS MARGIN SOLO-FRIENDLY HOME-BASED

BUILT FOR THESE FOUNDER TYPES

<THE CRAFTSMAN > CTHE STORYTELLER >

I 2/5 difficulty

THE HONEST FIT TEST

You need real proficiency, the patience to celebrate Hot Cross Buns for the four-hundredth time, and the
spine to enforce a cancellation policy with people you like. Your peak hours are 3:30 to 7:30 on school days,
so your afternoons belong to the studio. If shaping a beginner into a performer over two years sounds like
meaningful work, this fits.
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Who pays, and why now.

Parents buy music lessons for reasons that outlast
any economy: discipline, confidence, college
applications, and the dream of a kid who can actually
play something at Thanksgiving. Adults buy them as
the hobby they finally have time for. Private rates run
$30-60 per half hour depending on metro and
instrument, which means a teacher with a full
afternoon schedule is grossing $60-120 an hour from

a spare room.

The structural quirk of this trade is the time window.
School-age students can only come between roughly
3:30 and 7:30 on weekdays, which caps a kids-only
studio at about 35-40 weekly slots. The teachers who
break the cap do it three ways: Saturday mornings,
adult students who book daytime hours, and online
students in other time zones. Knowing this before you
launch is the difference between a full business and a

full Tuesday.

Competition is mostly disorganized. Big-box music
stores rent teaching rooms to rotating instructors with
no retention system. Independent teachers are often
superb musicians and terrible operators: no policies,
no tuition structure, income that collapses every time
a family goes on vacation. A teacher with monthly
tuition, a written makeup policy, and two recitals a
year runs a different business than a teacher selling

Tuesdays one at a time.

Retention is where the money actually lives. Acquiring
a student family costs real effort; keeping one costs a
recital. Students who perform publicly stay enrolled
dramatically longer because the parent sees the
progress with their own eyes and the student gets
addicted to the applause. A 30-student studio that
holds families for three years is worth several times

one that churns every June.

Parents of school-age $140-240 monthly tuition
kids

Adult learners $160-280 monthly,
daytime slots

Homeschool families $140-240 monthly,
daytime slots

Schools and churches $50-100 per hour
contracted

A WELL-TAUGHT STUDENT'S LIFETIME

2-3years

Discipline, confidence, visible progress, a recital video for the
grandparents

The instrument they always meant to learn, zero judgment,
flexible pacing

Arts credit on a weekday morning, often multiple siblings at
once

Sectional coaches, accompanists, and summer camp
instructors they can trust

A student at $180 monthly tuition who stays 30 months is a $5,400
relationship, before their sibling enrolls. Recitals, progress videos, and

parent communication are not extras: they are how you defend a five-figure

asset called retention.




—— STARTUP COSTS

Every dollar, before you spend it.

If you already own your instrument, this launch is mostly paperwork and policies. The lean build
assumes home or online teaching; the standard build adds the gear and the room that let you

raise rates and run group events. Buy books as students enroll, never in advance.

THE LEAN BUILD - START HERE WHY IT EARNS ITS PLACE COST

LLC + city business license Your liability wall. Confirm home-occupation rules at the same time, see $50-500
legal

Liability insurance (first month) Students and parents in your home, or you in theirs. Music-teacher policies $15-30/mo
are cheap

Scheduling + tuition billing Auto-billed monthly tuition is the backbone; free tiers exist to start $0-30/mo

software

Method books + starter materials Two copies of your core method series; students buy their own after that $40-80

Metronome, tuner, music stand, The unglamorous toolkit of a real studio $50-120

bench

Background check on yourself Offer it before parents ask; it closes hesitant families $25-60

Simple booking page Instruments, rates as 'tuition from,' your story, a trial-lesson button $0-100

Lean total $180-920 all-in

THE STANDARD BUILD - ADD AFTER FIRST WHAT IT UNLOCKS

COST

REVENUE

Studio room treatment Rug, curtains, door sweep, foam panels: neighbor peace and $200-600
better sound

Second instrument or digital piano A decent digital piano with weighted keys serves duets and $500-1,500
theory

Online teaching rig USB audio interface, condenser mic, second camera angle on $250-600
the hands

Recital fund Church hall or library room rental, programs, and cookies, $150-400/event
twice a year

Music-store room rental (alternative) $15-25 per teaching hour or a monthly rate, paid by their $200-500/mo
walk-in referrals

THE RULE

Tuition buys gear, gear does not buy students. Launch with the instrument you have and the kitchen-adjacent room you can

quiet down, fill 15 slots, and let the studio upgrade itself one enrolled family at a time. The $4,000 soundproofed studio with

three students is the music-teacher version of the financed trailer rig.
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—— LICENSING, LEGAL & INSURANCE

Clean from day one.

Music teaching is barely licensed anywhere, but a home studio quietly touches three areas most

teachers never check: zoning, copyright, and minors safety. All three are cheap to get right on

day one and expensive to discover later.

[

[

Form your LLC: File in your home state, get the EIN free at irs.gov, open the business bank account. THE LAUNCHPAD
Module Three walks every step.

Home-occupation permit and zoning check: A home studio means student traffic, parking, and sound. Most cities
allow home businesses with limits on visitors per day, signage, and sometimes employees. One call to your zoning
office, before a neighbor makes it for you. HOAs have their own rules: read them.

Noise and neighbor management: Few things end a home studio faster than a noise complaint. Check local noise
ordinances, treat the room, schedule drums and brass thoughtfully, and introduce yourself to the adjacent neighbors
before they meet your trumpet student first.

Minors safety policy: Teach with a window or open door, a parent waiting area, and a written policy you state to
every family. Run a background check on yourself and say so on your site.

Copyright: buy real music: Photocopying method books and distributing PDFs you bought once is infringement, and
publishers do pursue studios. Each student buys their own books (it also signals commitment). Public-domain
repertoire and properly licensed arrangements are your friends.

Tuition agreement in writing: Monthly tuition reserves the slot, it does not purchase a count of lessons. Put the
makeup policy, the 30-day withdrawal notice, and the recital fee in one page parents sign at enrollment.

1099 vs employee, when you grow: Hiring teachers and setting their schedule, rates, and curriculum makes them
employees in most states. Decide the model before the first hire.

INSURANCE, SPECIFICALLY

General liability covers the twisted ankle on your front step; add professional liability in the same cheap
bundle. If you teach from home, tell your homeowner's or renter's insurer: an unendorsed home business can
void claims. Instrument coverage (inland marine) is worth it once your gear passes a few thousand dollars.

WATCH FOR

The makeup-lesson spiral. Unlimited makeups sound generous and quietly destroy your calendar and your
income: every reschedule cascades into three more. The fix is structural, not personal: monthly tuition holds
the slot, one makeup credit per term, group makeup workshops if you want to be generous. Teachers without
this policy do not have a studio, they have 30 separate negotiations.

Requirements vary by state and city. Verify with your state, city clerk, and a licensed professional. Education, not legal advice.
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—— THE PRICING MENU

Three doors. Real numbers.

Sell monthly tuition, never single lessons. Tuition smooths four-week and five-week months into
one predictable number, kills the per-lesson cancellation math, and frames you as a school

rather than a gig. Anchor on the middle door; most families land there.

RECOMMEND

DOOR ONE

The Half Hour
$150 _170 per month, weekly

30 min

¢ Weekly 30-minute private
lesson

¢ Ideal for beginners and under-
10s

¢ Practice plan sheet home every
week

4 Two recitals a year included

DOOR TWO

The Forty-Five
$210_24O per month, most-

booked

¢ Weekly 45-minute private
lesson

¢ Repertoire + technique + theory

in one sitting

¢ Quarterly progress video sent
to parents

Two recitals a year included

2

¢ One makeup credit per term

DOOR THREE

The Performer

$290_340 per month,

premium

¢ Weekly 60-minute lesson

4 Audition, exam, and competition
preparation

¢ Recording session each
semester for applications

¢ Priority scheduling and summer
slot protection

¢ Duet and ensemble coaching
included

PRICING NOTES FOR THIS BUSINESS

e Tuition is for the slot, not a lesson count: months with five lessons and months with four cost the same. Say

this at enrollment, in writing.

¢ In-home travel teaching carries a 25-40% premium or it is not worth your drive time. Define your radius and

hold it.

e Adult daytime students can pay the same rates as kids and fill hours nothing else can; do not discount the off-

peak, fill it.

e Charge an annual registration fee ($25-50) covering recital costs and materials. Studios do this; hobbyists do

not.

 Raise tuition $10-15 each fall with sixty days' notice. Announce it alongside the recital schedule and almost no

one blinks.

PLAYBOOK NO. 45 -

THE UPSELL THAT PAYS THE RENT

Summer. June enrollment collapses in studios that only sell weekly lessons, so sell something else: a four-day

songwriting or rock-band camp at $180-250 a head, group theory intensives, or a flexible summer punch card at

slightly higher per-lesson math. Summer programs defend your income and your fall roster at the same time,

because campers enroll.

PRICING
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—— YOUR FIRST TEN CUSTOMERS

Names, not strategies.

Your first ten students come from being visibly, audibly musical in your own zip code. Every gig,
every church service, every school concert you touch is a room full of parents watching you do
the thing they want their kid to do.

] Perform where parents already are
Play the church service, the farmers market, the school fundraiser, free if needed. Put a small sign by the

case: now accepting students. You are auditioning for thirty families at once.

2 School band and orchestra directors
Directors are asked weekly for private teacher recommendations and most keep a list. Email a short bio, offer
to coach a sectional free, and get on the list. One director can fill a studio.

3 The local music store

Stores rent teaching rooms and their walk-ins literally ask at the counter for teachers. Renting a room one
afternoon a week buys you their referral flow while your home studio fills.

4 Parent Facebook groups + Nextdoor
'Piano teacher recommendations?' appears weekly in every school-zone group. Answer warmly and fast, then
post an introduction with a 30-second video of you playing. Video outperforms every text post.

5 Your current students' recitals
From recital one, every audience is half siblings and friends' parents. Print a simple program with a 'now
enrolling for spring' line. Recitals are retention and acquisition wearing the same outfit.

THE EXACT ASK

"Hi [name], I'm [name], [ teach [instrument] here in [neighborhood]. I'm opening my studio roster this month and
laking five founding families: weekly lessons on monthly tuition, two recitals a year, and I send parents a progress
video each quarter. I'm holding founding tuition at $20 off for those five spots. Does [child's name] ever talk about
wanting to play?”

THE FOUNDING-CUSTOMER DEAL

First ten families: $20 off monthly tuition locked for their first year, in exchange for a Google review after the
first recital and permission to use performance clips. Retire the deal publicly at ten. Lock the discount to the
family, not the price list, so your posted tuition stays whole.
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—— THE MARKETING ENGINE

Owned, earned, then paid.

This is a trust-and-proof trade where the proof can literally be heard. Your engine is

performance footage, parent reviews, and relationships with the three people every music

parent asks: the school director, the music store counter, and the other parents.

CHANNEL,
RANKED

WHY IT WORKS HERE

THE FIRST MOVE

Google Business
Profile

Short-form video of
you teaching

School music

directors

Parent groups +
Nextdoor

Recitals as public
events

'Piano lessons near me' is a high-intent
search parents run once and decide from

Thirty seconds of a real lesson
breakthrough out-converts any flyer ever
printed

The most-trusted referral source in the
entire niche, asked constantly

Teacher recommendations are requested
weekly; recency wins the thread

Every recital is a showcase your families
market for you, free

Claim it day one; post student recital clips
(with permission) and collect a review per
recital

One clip a week: a student nailing a passage, a
teaching trick, a before-and-after of eight
weeks

Coach one sectional free per semester; keep
your name on three directors' lists

Answer every thread within the hour;
introduce yourself with video, not paragraphs

Two a year, filmed, programs with an
enrollment line, clips posted everywhere after

FIVE CONTENT PIECES THAT WIN THIS
NICHE

THE REVIEW MACHINE

Ask on recital night, while the applause is still in

* What 8 weeks of lessons actually sounds like: the parents' ears: 'lt means everything to see

a before-and-after from one student (with them up there. If you have two minutes this

permission) week, a review helps other families find us: I'll
e How to get a kid to practice without a fight: text the link.' Recital nights generate more five-
the 10-minute rule star reviews than the entire rest of the year

. . . . combined; harvest every single one.
¢ Renting vs buying a first instrument in [your

city]: real numbers

¢ Is my child ready for lessons? The 3 signs
that matter more than age

e 60 seconds of recital night: what families get
out of performing
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One unit, one month,
no fog.

Two honest snapshots: what one enrolled student is actually worth each month, and what a
healthy solo studio of 32 students looks like. Tuition here is mid-market; big-metro studios run
20-40% higher.

Tuition revenue $160 Tuition revenue (avg $170)
Materials + recital fund share -S6 Studio rent or store room split
Payment processing (auto-bill) -$5 Books, materials, recital fund
Software + overhead share -$6 Software, phone, insurance
Gross profit (2-2.5 teaching hours) $143 Marketing

Tax reserve (27%) -$39 Pre-tax profit

Yours, per student, per month $104 Tax reserve (27%)

Owner take-home

BREAK-EVEN

3-5 students

The lean build is repaid by your first month of three to five enrolled families.
From there the studio compounds on retention: every family you keep through a
second year is acquisition cost you never spend again, which is why the recital
budget is the best marketing money in this entire playbook.

$5,440
-$400
-$160
-$100
-$80
$4,700
-$1,269

$3,431



THE 30-DAY LAUNCH PLAN

Pre-decided, so motivation

is never consulted.

WEEK ONE: FOUNDATIONS
[] LLC filed, EIN issued, business bank account open

[ ] Zoning and HOA home-studio rules confirmed in
writing

|:| Insurance bound; homeowner's insurer notified

[] Tuition structure and makeup policy finalized on
paper

[] Booking page live with a 30-second playing video

WEEK TWO: DOORS OPEN

[ ] Enroll 3-5 founding families (network, groups, store)
[] Tuition auto-billing live from student one

[] Introduction post with video in two parent groups
[] Emails sent to 3 school music directors

|:| Teaching room treated: rug, sweep, neighbor hello

WEEK THREE: MOMENTUM

[

O 0O O O

First weekly teaching rhythm locked; practice sheets
home

Music store room or referral conversation held
First parent progress notes or videos sent
Adult and daytime slots marketed separately

Spring recital date and venue penciled in

WEEK FOUR: THE SYSTEM

[

O 0O O O

Founding tuition retired publicly; posted rates live
First reviews requested at the first visible win

Weekly content cadence locked: one clip, every week
Month-one P&L done; one growth lever chosen

Summer program concept drafted before you need it

DAY 30 VERDICT

Green light: 8+ enrolled families on auto-billed tuition, a recital date on the calendar, and a director or store

referral channel opened. Yellow: students enrolled but on per-lesson payment or no policies signed: fix the

structure now, while the roster is small. Red: under 3 enrollments after 20+ real asks: lead with video proof

and trial lessons for two more weeks before touching the price.
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PITFALLS & THE PATH UP

How this business fails,
and how it grows.

THE FIVE KILLERS

X

Selling lessons instead of tuition

Per-lesson pricing invites per-lesson
cancellation, and your income becomes the
weather. Monthly tuition for the slot, stated at
enrollment, is the entire financial foundation of
a studio.

Unlimited makeup lessons

Generosity without structure eats your calendar
alive. One makeup credit per term, or a group
workshop. The policy feels strict exactly once,
then everyone relaxes, including you.

Ignoring zoning until the complaint
Student parking and a 4 p.m. trumpet are how
neighbors discover your business before city
hall does. One zoning call and two neighbor
conversations in week one prevent the only
shutdown risk this trade has.

Photocopying your way to a problem

Copied method books are infringement and
look amateur on the music stand. Families buy
their own books; it costs them $12 and commits
them more, not less.

Skipping recitals to save effort

No recitals means no proof, no peak moments,
no review harvest, and quiet June withdrawals.
Two a year, filmed, every student plays. It is
retention dressed up as a Sunday afternoon.
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THREE SCALE PATHS

1

The multi-teacher studio

Add teachers in instruments you do not play,
keep enrollment, billing, and the recital brand
yourself, and earn the spread on every teaching
hour. Compliance on the hiring model decides
whether this is an asset or a liability.

Group programs

Rock band camps, early-childhood music
classes, and theory intensives turn one teaching
hour into 5-10 tuitions. Groups also feed your
private roster: camp kids convert to weekly
students every September.

The online studio

A polished remote rig breaks the 3:30-7:30
ceiling with students in other time zones, adult
learners on lunch breaks, and niche instruments
that travel badly. Same tuition model, national
pond.

YOUR FIRST HIRE

A second teacher on the instrument you turn
away most, usually piano, voice, or guitar, paid
properly per teaching hour while you keep the
families and the standards. They are your
system test: if your tuition policies, recap habits,
and recital machine survive a teacher who is not

you, you have a school, not a schedule.



THE STAIRCASE CONTINUES

The playbook is the map.
The machine is waiting.

Everything this playbook describes, Epic Advisory Group can build with you: the
brand, the cinematic website, the entity, the engine. Describe your idea to the

Launch Engine and see your business real in about sixty seconds, free.

= The Launch Engine: your idea, built free, in about a minute
= THE ASCENT: Founder Edition: the eight-module course
= Launch-in-a-Box: entity, brand, site, and first campaign, one flat price

= Growth, capital readiness, and the path to the public markets

"There is no right age. There is only the decision. "

<C> Epic Advisory Grou
p ry p EPICADVISORYGROUP.NET



