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Appendix 5 Strategy
Appendix 5/1 – Major Risks And Multiple Advantages of Entering Into The Children’s Market
The major challenges and the risk we recognised was the matter of other people
understanding what we actually do, how unique, and how important were our programs
for us and for our children. Once we have demonstrated and explained the whole
concept, confusion was always replaced with praises and compliments. What our
business is creating is one of the biggest necessities in the world today and if we explore
this opportunity and execute the plan perfectly we can become the market’s leading
experts in health, wellbeing and personal growth tapping into multi-billion revenue.
Entering and becoming a trusted and loved brand in children’s market has multiple
advantages. The first one is the fact that before we know the children will be the adults,
and the decision makers for their families and for their businesses and the lifelong
customers of our products for adults. The second advantage is that by engaging children
we have to engage the parents because they are the ones who pay. And, as we engage
the parents in the conversation, we have the chance to turn them into our customers,
which will allow us to penetrate the market even further and make the best possible use of
the marketing and our customers.
Appendix 5/2 - Adults Market
American consumers will pay lots of money for self-improvement products and services.
This is especially true at this time of the year. Each January, we set resolutions to lose
weight, improve our relationships, make more money, mange stress better, become a
better salesman, increase productivity, read faster, etc.
The U.S. self-improvement market was worth $9.9 billion in 2016. It is forecast to post
5.6% average yearly gains from 2016 to 2022, when the market should be worth $13.2
billion. This “industry,” has many sub-segments to deliver this knowledge to us:
infomercials, holistic institutes, self-help books & audiobooks, motivational speakers,
websites, apps, public seminars, personal coaching, weight loss programs, and training
organizations.

How the self improvement industry is changing
The industry has been supported traditionally by Baby Boomers, who relied upon experts
and gurus that are household names: Tony Robbins, Jim Rohn, Marianne Williamson,
Wayne Dyer, Stephen Covey, Deepak Chopra, Oprah Winfrey, Zig Ziglar, Robert Kiyosaki
(Rich Dad, Poor Dad), Louise Hay, and Brian Tracy, to name a few. (Note: Wayne Dyer,
Stephen Covey, Zig Ziglar, Louise Hay, and Jim Rohn are deceased.)
However, the demographic is changing. Baby Boomers are aging, and these older gurus
are dying or retiring. A new generation of self-improvement experts will have to emerge to
take their place. And technology is shifting how these gurus distribute their advice to
consumers — increasingly via the internet, podcasts, online courses and “academies,”
telesummits, MP3 downloads, apps, websites, masterminds, phone coaching, and
webinars.
“Old school” methods such as in-person 3-day seminars, week-long retreats, and
infomercials carry much higher overhead costs and are harder to scale up. The multi-city,
one-day free, or low-cost seminars held in a 10,000-person auditorium, with 5-7 speakers
from sports, politics, the military, and business have all but disappeared.

Top 5 trends in the self-help industry
1. Shifting demographics.
Traditionally, the Baby Boomers have been the main consumers of self-improvement. They
still are an important group, but the tide is shifting. Millennials now are the largest
population group and represent the future for this market, but there are few experts now
catering to them.

2. The Internet is playing a larger role.
More content (such as MP3 downloads, e-books, webinars, online courses, “academies,”
“universities,” and masterminds, etc.) is being delivered online, and self-help apps are
starting to take off.

3. Personal coaching is growing strongly.
This is the 2nd fastest-growing industry worldwide. The latest ICF and
PriceWaterhouseCoopers’ global coaching study found that the U.S. coaching market was
worth $955 million in 2015. Marketdata expects this to rise to $1.02 billion in 2016. The
“average” U.S. coach makes $62,000/year. Nearly all motivational speakers offer coaching
services now. However, the field is loosely regulated and incompetence is a common
complaint. Just about anyone can call themselves a life coach.

4. Convenience and cost are key.
It’s harder to get consumers to take a flight to a seminar or retreat, get three days off from
work, and pay the registration fee and hotel stay. This costs thousands. Consumers today

want 24/7 access to personal development programs, at home, with no travel. Especially
Millennials, who generally have limited budgets. That’s why the internet has become the
preferred distribution method. It’s also good for gurus, who can reach more people more
cost-effectively and more profitably.

5. Accountability will be more important.
The personal development field has had a rocky past. Many personal coaches are not
qualified. Suze Orman’s financial advice has been criticized, Robert Kiyosaki filed for
bankruptcy for one of his companies. People died at James Ray’s sweat lodge programs.
The Ubiquitous infomercial pitchman Kevin Trudeau is in jail. His widely seen infomercials
promoting his books were filled with unsubstantiated health, diet, and financial remedies
that earned him a fortune.
Consumers are jaded and are questioning guru credentials more often. Future gurus will be
held to a higher standard, and must produce real, measurable results and practical skills.
Much of the past self-help marketing created unrealistic expectations. And, self-help may
be most useful for people who don’t actually need self-help.
The U.S. Market for Self-Improvement Products & Services by Marketdata. The study was published in August 2017
as an independent "oﬀ-the-shelf" market research report. It is 390 pages in length, with 100 guru and competitor
firm profiles and 72 tables/charts.

In addition the businesses like Amazon, which have all-under-one-roof and use AI to predict

our needs, show us exactly what the market wants; personalised, high quality services,
easy access, good prices and most important everything in one place. Apple on the other
hand teaches us that brand is everything. Customers want a brand they can trust, brand
that is innovative and dedicated to deliver what they promise.
Wellness, meditation, exercise, nutrition, mindset, self-development, education, leadership,
health consultancy (and the list goes on), all this belongs and should be under one roof;
Lifestyle, Prevention & Personal Growth. And while it is impossible to estimate the true
value of the market, taking in consideration only few players such as fitness, nutrition, and
self-development allow as to look at revenue of UK and US adults market of $66bn.
Appendix 5/3 - Children’s Market
Analysing the market demand for children’s books, children’s animation, as well as
children’s educational games reveals that there is a very large and still growing demand
which we will cover in more detail. The success of the children’s TV series such as Doc
McMuffins which has continued to season 4, the children’s series teaches kids about
health and introduces them to concepts in medicine show that there is demand for
educational shows for children’s health in TV. The same is true for the successful Kids

Doctor app which received over 10 million downloads, which teaches young toddlers the
basics of medicine, hospital care, and health.
Little Baby Bum (also known as LBB and LittleBabyBum) is a youtube channel that
specialises in 3D animation videos of both traditional nursery and their own original
children’s songs. Founded in 2011 with only few initial songs, by 2014, Little Baby Bum
was the 36th biggest channel on Youtube with more than 1bn views, but that masks its
rocketing growth towards the end of the year: 140m views in September, 189m in
October, 221m in November, and 319m in December. By January 2015, Little Baby Bum
was the fifth most popular channel, and part of a wider surge of viewing for children’s
videos on the service with more then 2bn views. London based Derek Holder teamed up
with his wife to design videos that reflected classic nursery rhymes, with a modern
aesthetic. Little Baby Bum is also available in seven additional languages; Spanish,
Brazilian Portuguese, Russian, German, French and Japanese. LBB Junior, a spin-off from
LittleBabyBum, aimed at older children (4 to 6 years) was launched on 3 June 2016.
With over 2.0 billion views, Little Baby Bum's “Wheels On The Bus | Plus Lots More
Nursery Rhymes | 54 Minutes Compilation”[4] is the twentieth most viewed video of all
times, the second most viewed non-music video of all time. This video has the highest
watch time of any video on YouTube, surpassing Psy’s Gangnam Style, and was the first
non-music video to reach 1 billion views. It has also officially been recognised as the
number one educational video of all time by The Guinness World Records 2017.[8]
LittleBabyBum signed a licensing deal to launch a set of plush toys of its main characters,
extracted from the traditional English nursery rhymes. This deal has been signed with
Commonwealth Toy. This is the first time that a children's YouTube channel makes the
move to physical toys. The plush toys went on general release on 18 May 2016. Parragon
Books have signed a multiple book deal with initial release dates for end of 2016. Little
Baby Bum is now available on other video platforms including Netflix, Sky TV, Ketchup TV.
The best way to communicate with children and teach them healthy lifestyle and the
importance of personal development is by giving them what they love; books, games,
animations.

• There is a high demand for children’s books in the UK and the US for physical books as
well as e-books
• The UK Market book market is the fifth largest in the world

• There is a growing demand for children’s educational games and apps on mobile
smartphones, iPhone, iPad from $1.9 billion in 2015, to $2.1 billion in 2016, to $2.2
billion in 2017
• Smartphone ownership has grown to 85% or 41 million people as of 2017 in the UK
• UK is the 5th largest video game market in 2017
• There is a growing demand for children’s animation, with $254 billion in the overall global
animation industry in 2017

Appendix 5/4 – Strategy, Trend Centres Will Manage The Outsourced Team
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