
 

HEY, KUJO!  

AUDIENCE DEVELOPMENT PLAN 
 

“Ask questions about the world so you can be kind, be brave, be 
curious -- and most importantly, be yourself!” 

 
 
Welcome to Kujo’s Community Centre, a wonderful, vibrant place in the heart of a bustling, diverse neighborhood, 
managed by none other than Kujo: a warm, friendly and funny guy who’s always ready to help kids with their 
questions. Kujo believes that asking curious questions about the people, culture and experiences in our diverse world 
celebrates its differences and helps each child become who they want to be. 
 
Hey, Kujo! is a new 7-minute hybrid preschool educational show about Kujo, the friendly, helpful manager of the local 
community centre, who helps kids answer curious questions about people, cultures and experiences in their diverse 
community, so kids can become who they want to be.  
 
Combining live action, puppets, green screen, animated moments and song, every 7-minute episode starts in the 
community centre as Kujo works the front desk and is approached by a kid with a curious question. It might be ‘Hey, 
Kujo! What hairstyle should I wear to the picnic?’ or ‘Hey, Kujo! What’s the difference between Kwanzaa and 
Christmas?’ or ‘Hey, Kujo! How can I get to the moon?’ 
 
Hey, Kujo! is about celebrating our differences. The heart of this show is to encourage kids to ask curious questions 
about themselves and the world to become the best they can be. Focusing on the core values of community, curiosity 
and diversity, Hey, Kujo! will be comprised of short-form digital content, as well as supplementary content on social 
media platforms such as TikTok, Instagram, Twitter, and Facebook.  
 

 
DISCOVERABILITY OBJECTIVES AND SALES TARGETS 

 
The underlying objective behind our Discoverability Plan is to promote and bring awareness to our show that will 
show preschool aged children - and their parents and guardians – positive BIPOC role models within their 
communities while also providing a bridge for parents and caregivers to have important and meaningful 
conversations with our young viewers.   
 
On a more tangible level, our objectives are to deliver the content so that it is reachable by our audience via YouTube 
and other AVOD platforms.  We aim to grow our monthly views to 1M by the end of the first 12 months after the first 
release of this new content; 2M monthly views by Year 2; and 5M monthly views by Year 5.  These targets will bring 
in YouTube ad revenues of $20K in the first year, with cumulative revenues of $100K by the end of Year 2 and over 
$650K by the end of Year 5 from the ad revenues generated by content. Our initial focus will be to launch the content 
in North America, targeting Canadian and US viewers.   
 
 
 
 
 
 



 

The following chart outlined our growth projections for a 5-year period beginning in February, 2022, 2 months before 
the release of the new content:  

 

 
 

CONTENT 
 
The release of the initial 13 X 7-minute digital content will mark the relaunch of the Kujo brand with an all-new  Hey, 
Kujo! series. For the production of this content, these stories will be told through a combination of live action, 
puppeteering, animation and special effects, and written in an educational, fun format, making the show’s world 
accessible to all kids. 



 

 
We have written carefully to reflect the world of our audience, catering to this younger demographic by focusing on 
the communities and cultures from their own lived experiences so that the stories are relatable and emotionally 
resonant. The educational components of the show will teach kids about community, self-acceptance, and diversity. 
This success has been seen with competitive and successful family brands including Sesame Street, Mr. Rogers 
Neighborhood  and Yo Gabba Gabba!.  While Hey, Kujo! shares certain characteristics with these shows with their 
community-based setting and a host who talks directly to the viewer, it stands out from these other brands in a 
number of ways. First and foremost is the way that the show will appeal to parents to talk about more sensitive topics 
about social and community issues. There exists an abundance of preschooler content, but a glaring lack of content 
for adults on how to speak to their kids. Secondly, Hey, Kujo! is a great alternative to standard television because the 
caregivers are able to control what episodes the child sees, and free to nurture the child’s understanding of the 
concepts presented. The show also encourages more male involvement in early childhood development and 
challenges the lack of BIPOC representation in early child education. Our current objective is to get the show to a 
larger audience to effect a wider social change. 
 
Hey, Kujo! strives to expand its digital content reach with such initiatives as press releases, as well as invitations to 
co-participate in shows as local media guests. Content will incorporate pre-roll video advertising and sharing 
content, including teasers of next episode, promotion of content, and outtakes. We will continue to invite audience 
members to contribute video questions, art, songs, and testimonials to the show which will be shared on social and 
episode endings in segments such as mail bag and Q&A.  

 

ROLL-OUT PLAN SUMMARY 
 
We plan to release the newly created content with one new episode a week, with shorter supplemental content 
being released between each episode to foster further engagement with our audiences and keep them coming back 
to our site and social media channels.  We anticipate a launch of the new content beginning in April 2022 and 
continuing through July 2022.  This schedule will allow us to take advantage of certain key dates and events that 
occur in this period, allowing us opportunities for themed supplemental content, social media callouts, contests and 
promotions - which will all allow for on-going engagement with our audiences. 
 

● Holi Phagwa (March 19) 
● First day of Spring (March 20) 

● Nowruz (March 20) 
● World Down Syndrome Day (Mar 21) 
● Intl.  Transgender Day of Visibility  (March 31) 
● Ramadan / Eid-al-Fitr (April 1-30 / May 2) 
● World Autism Awareness Day (April 2) 
● Songkran (April 13) 
● Deaf History Month (April 13 – May 15) 
● Passover (April 15 – 23) 
● Easter (April 17) 
● Earth Day (April 22) 

● Mother’s Day (May 8) 
● International Day of Families (May 15) 

● African Liberations Day (May 25) 
● Nelson Mandela Day (July 18) 
● Pride Month Events (June) 
● Father’s Day (June 19) 
● National Indigenous Peoples Day (June 21) 
● First day of Summer (June 21) 
● Canada Day (July 1) 

● Eid al-Adha (July 9 – 13)

 
 

 

Detailed Roll Out Calendar for Content & Discoverability 



 

 

MONTH CONTENT DISCOVERABILITY ACTIVITIES 

 

FEBRUARY 

2022 

 

Teaser 
Trailer 

 

● Release teaser trailer 
● Pitch kid’s content reviewers; provide a link to screening              
room 
● Release 3, 2-minute clips and spend paid media on           

                            YouTube to generate initial awareness of the show 
● Post regular tik tok videos targeting our secondary         

                              audiences, speaking to them about important issues 
 

 

MARCH 

2022 

 

Release of 
Official 
Trailer 

 

 

 
● Release official  trailer 
● Release press kit with brand overview, press release,  

                             character and episode descriptions, episodic artwork,           
                              generate initial interest 

● Pitch kid’s content reviewers; provide a link to screening   
                             room 

● Target 2-3 Live appearances in local setting to generate  
                             awareness about show and related social issues 

● Release 3, 2-minute clips and  increased spend on  paid              
media on  YouTube to generate initial awareness  

 

 

APRIL 

2022 

 

Release of 
Episodes 

1-4  

(One Per 
Week) 

 
● Launch of  Episodes, 1 per week.  with supplemental             

                            content posted 2-3 times between each episode 
● Secure a syndicated story to coincide with the debut that              
features the fun and educational aspect of the show                      
             focusing on diversity and inclusion  
● Mailing to key bloggers/ vloggers/ influencers 
● Participate in 1- 2 live events  
● Begin to advertise more heavily on YouTube with pre-rolls                
and banner ads driving click through to the site. 

 

 

 

MAY 

2022 

 

Release of 
Episodes 

5-8 

(One Per 
Week) 

 
● Continue to air new Episodes and supplemental              

                             content  
● Target online lifestyle parenting publications (e.g. CBC  

                              Parent, Today’s Parent) for featured article / content 
●    Participate in 1- 2 live events  
● Maintain consistent  paid media spend on YouTube 

 

 

JUNE 

2022 

 

Release of 
Episodes 

9-12  

(One Per 
Week) 

 
● Continue to reach out to Bloggers and key influencers 
● Reach and enlist caregivers  of preschool age kids on    
              social media  and host contests that encourage “likes”   
                 and “shares” 

● Community outreach with participation in Pride Events 
●  Participate in 1- 2 live events  
● Maintain consistent  paid media spend on YouTube 



 

 

 

 

JUL 

2022 

 

Release of 
Episode 

13 

 
● Release final episode of new content 
● Participate in Live Canada Day Events 
● Participate in Live Calgary  Stampede Events 
● Maintain consistent paid media spend on YouTube 

 

 
TARGET MARKET ANALYSIS 

PRIMARY TARGET AUDIENCE 
 
Our primary target audience will be boys and girls age 3-5.  At this age children are transitioning from toddlerhood 
to pre-school and their mind is hungry for answers as they expand their sphere of learning, observing and self-
awareness. They are beginning to notice similarities and differences between people, how they look, live, eat and 
work.  They are open to new concepts, ideas, ways of learning, and fascinated with bright colours, moving parts, 
animation, sound effects, and storytelling as their minds have already begun developing cognitive and character 
skills. 
 
Why will kids love Hey, Kujo! 
 
● Our viewers are at the age where they are becoming more self-sufficient and are starting to explore things on 
their own, away from mom and dad. Their world is expanding from their own household to their neighborhood and 
wider community and this theme will be reflected with the show’s setting of the community centre and 
interactions with neighbors. 
 
● Where previously their primary caregivers were the ones with the only answers, kids at this age are learning to 
trust other adults, be inquisitive, and contribute to solutions in order to find out more about the world around 
them 

 

● It is now more important that it has ever been for children to be able to see themselves and their cultures 
reflected on screen. Hey, Kujo! aims to push the boundaries of children’s television by being inclusive to all races, 
genders, cultures, ethnicities, backgrounds, abilities, and personalities. 

 
● The show will use a balance between humour and content as studies have shown that humour helps children in 
this age group to learn and feel empowered.  

 
We have taken great care to ensure the content will be appropriate and understandable by our primary target 
audience. New concepts will always be explained by a human (Kujo or someone else) and be accompanied by visual 
clues with props, cards or graphics to help viewers absorb new information. We’ll use child-directed speech (e.g., 



 

simple sentences, relevant visuals/audio, and repetition) and provide information in explicit and direct ways, using 
age-appropriate tone, pace and content so that viewers don’t get frustrated. Care will be taken to avoid 
expressions/phrases that a 3-5 year-old might not understand.   These elements will ensure that our target 
audience is engaged and entertained with the show and keep them coming back for more content. 

 
Touch points for this demo consist of home, school, daycares, community centers, online platforms, television, 
social gatherings, and public events.  
 

SECONDARY TARGET AUDIENCE 
 
Our secondary target audience will be comprised of parents, guardians, and caregivers of preschool-age kids that 
come from a variety of ethnic and socio-economic backgrounds.  These individuals are socially conscious with a 
focus on access to social awareness and they place a high value on educating children.  Despite these values, we 
know that busy parents are not involved in teaching their kids as much as they would like. This show aims to bridge 
the gap by providing an opportunity to share discussion on subjects that focus on diversity, inclusion and equity in 
the community, and how to celebrate and understand them – creating an ideal co-viewing opportunity. 
 
Research has shown that when children watch content with parents or caregivers, they retain significantly more 
than when they watch alone.  According to Matt Rouse, a clinical psychologist at the Child Mind Institute, watching 
media together also gives parent and child a shared language with which to communicate when they’re not 
watching. “By really being involved” he explains “you can get more mileage out of those lessons and adapt and use 
it in everyday life.”  When children and caregivers/educators can use the same concepts and language from the 
show to talk about occurrences in the outside world, it allows for things to come together more seamlessly.   
 
Co-viewing also gives adults an important role in active viewing by encouraging children to actively engage with the 
content they’re seeing on screens. Adults talking about what they’re seeing both during the experience and 
afterwards is highly important. The more an adult can encourage conversation around that experience, the deeper 
the experience becomes.  Previous feedback from viewers of the existing Kujo’s Kid Zone episodes indicated a 
positive response to parents not only watching with their children but utilizing the videos as a starting point to lead 
productive discussions.  Since each episode ends with Kujo sharing helpful information, links and resources, parents 
and guardians can then further bond and engage with the children as they further explore together. 
 
Supported by supplemental content created specifically for them, Adults in our secondary target audience will 
receive guidance and tips from Randy/Kujo about how to talk to their kids about specific issues.  This higher level of 
engagement directly with the adults will solidify their confidence in the show’s host and content.  These adults will 
be able to trust that the content is safe and appropriate and will appreciate the show’s tone and honesty.  Since it 
is the adults who curate a young child’s viewing, it is important that they value the content as much as their child. 
 
Touch points for this demo consist of work, home, online platforms, television, community centers, subscription 
reading (magazines, online blogs, etc.), social gatherings, public events, speaking engagements, forums, 
professional or parenting groups.  
 
 
 
 
TERTIARY TARGET AUDIENCE  
 



 

Our tertiary target audience will be comprised of educators, institutions, content distributors and home-schooling 
families. These groups see the benefits of early childhood education and the building of important social skills while 
also having a desire to change the lack of diversity in BIPOC and cultural representation.  They are aware that 
studies have proven that children who are exposed to education earlier in life are more likely to do well in school 
and pursue further education, while less likely to drop out of high school and, as such, are actively searching for 
reliable and credible tools they can use to complement the regular curriculum. We hope that, like Sesame Street, 
preschool educators will use Hey, Kujo! in the classroom to both educate and entertain. 
 
Touch points for this demo consist of teacher and sharing sites, magazines, public events, speaking engagements, 
business forums and professional development, government standards training, licensure standards, newsletters.  
 
YOUTUBE CHANNEL 
 
While currently maintaining the title of the previous version of the show, Kujo’s Kid Zone, this channel will be 
rebranded under the Hey Kujo! brand. Created July 23, 2019, our Hey, Kujo! YouTube channel is the primary home 
of our Kujo content. The channel has a total of 374,670 views and, as of this month, has achieved the 1000+ 
subscribers and 4000+ hours of overall watch time required for monetization.  
 
YouTube: 
https://www.youtube.com/channel/UChOX9g5hWtCJMRUBn-M7n1Q/videos?view_as=subscriber 

On our YouTube Channel, supplemental content will include additional video content that will be of interest to our 
current fans and subscribers.  These will include: 
 

● Compilation videos repurposing content from previous episodes 
● Outtakes videos 
● Story-reading videos  

● Interviews with cast and guests stars from the show 
● Book Reviews – video reviews of submissions from curated publishers   
● Toy Reviews – video reviews of submissions from curated manufacturers 

 
In keeping with the core values of the brand, toys and books reviewed on the channel will always be pro-social, 
emotionally relevant, BIPOC-focused, or educational. 
 
YOUTUBE OPTIMIZATION 
 
We have budgeted to engage an experienced YouTube channel manager to improve organic viewership on existing 
content and consult and strategize the release of the new content.  Strategies they will employ will include: 
 
(i) Optimization of channel tags, and the 'about' section for the channel;  
 
(ii) Adding channel sections 

 
(iii) Advise on 'negative keywords' that may be included in the metadata for the videos that may be hindering 
the visibility of content to ensure there are no implications that the content might not be what it is, or that it might 
not be kid-friendly;  
 

https://www.youtube.com/channel/UChOX9g5hWtCJMRUBn-M7n1Q/videos?view_as=subscriber


 

(iv) Review tags at the bottom of description boxes and work them in to complete, reader-friendly text;  
 
(v) Utilize Google trends to find high-volume search tags: and only use highly-relevant keywords (dominating 
a low-volume keyword is a lot better than getting lost in a high-volume, irrelevant term) 
 
(vi) Advise of the development of supplemental content that is broad-reaching, easy-to-produce videos that 
are built to directly serve highly popular searches. Views from these videos can then be funnelled into the main 
series content. 

 
In addition we have budgeted for a graphic designer to create custom thumbnails for each of the videos to lead to 
an increased click through rate and more promotion from the YouTube algorithm.  

 
 
SOCIAL MEDIA AND OUTREACH 
 
In addition to our presence on YouTube, we currently maintain dedicated accounts on Facebook, Twitter and 
Instagram under the Kujo’s Kid Zone name and these channels will be updated as Hey, Kujo! to match the new title.  
These sites are important to our discoverability as they are the primary way in which we can have ongoing and 
meaningful interactions with our child and adult fans. These sites aim to fulfill the following objectives: 
 

● Boost viewership and increase viewer loyalty  
● Encourage viewer discourse, feedback and voting  
● Allow us to answer viewers' questions and address their concerns in real-time 
● Allow us to gain a better understanding of our viewers' preferences 
● Allow us to connect with viewers on the platforms they use most 

 
These accounts have been created and can be found at the following links: 

 
Facebook:  https://www.facebook.com/kujoskidzoneshow 
Twitter:   https://twitter.com/kujoskidzone  
Instagram:  https://www.instagram.com/Kujoskidzoneshow/ 

These accounts will be monitored regularly in order to address concerns and respond to viewers in a timely 
manner. The content we post will be short and engaging and will aim to be timely, topical and relevant. We 
intentionally launched these accounts ahead of the episodes as we recognize that fostering audience engagement 
early on is key. In this pre-launch phase, our primary objective is to build curiosity and excitement about the series. 
 
As the new content is launched, daily or weekly information will be hosted on all social media feeds as well as on 
the website. While the content will often be the same, each platform will also have exclusive content to motivate 
fans to participate on multiple platforms. Release of content will be strategically timed to keep fans engaged 
between the release of each new episode which will also encourage frequent visits to the website and other social 
media platforms. When applicable, we will have a coordinated release so new content is available at the same time 
across all platforms. We currently engage our audiences with regular and consistent messaging, including new 
episode releases, business activity and personality announcements, and respond in kind with a reply or inquiry. 

 
Hey, Kujo! will implement an "always now" approach to present the Kujo brand as ubiquitous and continuous.  
Steady and consistent participation in initiatives and events will help execute this new model. 

 

https://www.facebook.com/kujoskidzoneshow
https://twitter.com/kujoskidzone
https://www.instagram.com/Kujoskidzoneshow/


 

Supplemental Content: 
 
Hey, Kujo! is fresh and innovative not only for its featured BIPOC talent, but through its reimagining of early 
education and entertainment for kids. Our goal is to make Hey, Kujo! more than just a show, but a movement. Hey, 
Kujo! provides an opportunity to use the brand as a conduit for education around social issues through social 
media.  

In addition to the 13 X 7-minute episodes, we are in the process of creating supplemental content that will be 
released across our social media platforms to increase our reach and viewership while providing further opportunities 
to engage with our audience. Releasing trailers, clips, and other supplemental content prior to the launch of the 
series will create buzz about the show while also increasing the channel’s subscriber base in advance of the launch 
of the new content. 
 
When it comes to social media, each platform has its own uniqueness. Therefore, repurposing the same content for 
multiple platforms is not effective. With this brand, we are building a way to communicate values of inclusivity 
broadly. We are committed to tailoring our content to its most suitable form for each social media platform, with 
the ultimate goal of motivating parents to seek out HK and the insight it has to offer on the social issues taking 
place today.  

 
  

Tik Tok  
  
We will be creating a brand TikTok account as we see this as a valuable platform to connect directly with parents 
and caregivers by speaking directly to them, separate from the show. Every parent is confronted with the same 
universal question at one point in their caregiving experience: “How do I talk about _____ with my kids?” These 
issues can range from bullying to being mixed race to political events taking place in the present. The goal of our 
TikTok account is to directly engage with parents and guardians about these topical issues on a weekly basis, with 
Kujo delivering insight and guidance for how adults can broach difficult conversation topics in a way that is 
accessible for children.   People will then be able to share and link to the video, and continue the online 
conversation and commentary. We will also put our efforts into addressing user questions and directly engaging 
with parents and caregivers on the platform. This will have the effect of solidifying Kujo as an education expert to 
those gatekeepers of children’s content, speaking directly to those core demos of parents and teachers, and 
creating a platform where Kujo can become a regular part of their lives. This strategy and approach differentiate us 
from other shows and fills a gap in the market for educational content around social issues.  These videos will not 
directly promote the show, but rather speak to the community directly and drive people to organically seek out the 
show on their own.  
  
  
Facebook 
  
There is a large presence of parents of young children on Facebook who are active in many groups, communities 
and conversations. Facebook is an ideal platform to have a combination of promotional content driving traffic to 
our website and YouTube channel. Content will be that which parents can share with their children, including:  
  

·       Poll questions for surveys and responses 
·       Giveaways for prizes and custom Kujo merchandise  
·       Shoutouts for social causes and current events  
·       Volunteers and ideas from fans     



 

·       Callouts and infographics for parents and kids 
  
  

Twitter 
  
Twitter’s function is for its users to add to the conversation through short tweets. Our strategy for this platform will 
consist of engaging with trending topics in accessible ways for parents and kids. This will consist of:  
  

·       Kujo’s Take - a weekly Tweet from Kujo to give his own explanation or input on a topical event in a 
digestible form for children   

·       Answering fan questions and comments from viewers through Twitter 
  
  

Instagram 
  
Instagram is a highly visual platform and as such, our strategy will be focused on colourful attention-grabbing posts 
with simple, accessible information:  
  

·       Viewer submissions for art, photos, testimonials, and user generated content 
·       Use of hashtags to brand Kujo content  
·       Regular cast/crew shoutouts and features           
·       Regular fan shoutouts and features  
·       Daily challenges or activities for parents and children to do together – on-theme with the content that 

Kujo regularly engages with         
·       Merchandise giveaways 

  
Eventually, as the series rolls out, Hey, Kujo! will provide opportunities for caregivers and educators to send in their 
own questions and create videos in response to our supplementary content. This way, users are part of the Kujo 
ecosystem; the brand becomes incorporated into the daily lives and routines of our primary target audience. We will 
also create tools for kids to create their own content and stories for their parents to post on TikTok, Instagram, 
Twitter, our YouTube channel, website and dedicated social media sites. Kids love to share their work and, in the act 
of sharing their creations, it will drive new traffic to these sites.  

  
We intend to create a secondary broadcast product/channel for parents and educators in addition to the formal 
child-driven content. This content will be generated by shooting short in-studio clips (30 to 60 seconds) in which 
Kujo directly addresses the parents.  
  
We also intend to establish a parental podcast to be consumed as an accompaniment to the show’s content, 
exclusively for parents and caregivers.  
 

 
 
FAN BASE 
 
Our current fan base snapshot consists of 378,219 views on YouTube, 1.37K subscribers on YouTube, 308 Facebook 
followers, 454 Twitter impressions – 31 Followers, 117 Instagram posts, 658 Followers.   
 
 



 

 
Paid Media Campaign 
 
Social Media is increasingly becoming a “pay to play” space in which you need to invest in paid campaigns in order 
to ensure your content is seen. Our paid media campaign will include Facebook Page Promotion Ads, Facebook Video 
Boosts, YouTube Ads, and Search Engine Optimization. These ads and boosts will increase our exposure exponentially 
and will allow us to reach a highly targeted demographic. We will be able to react and optimize our strategy based 
on the data we have gathered from the analytics on our efforts in the preceding weeks. As we expand globally, we 
will use localized agencies to promote the series on social media platforms and our website with customized sites for 
different languages. 
 
We will use the “targeting” feature in Facebook Ads to select the appropriate age and geographic region of the 
audience we would like to attract. We will also use the platform’s “Detailed Targeting” option to target those with 
specific hobbies / interests in topics related to our property and also parents with children in our primary target 
group. By creating targeted content, we can ensure that our content is being promoted to the right demographic 
while maximizing our opportunities to engage with our audiences. 
 
In addition, we will have traditional promotional content to encourage engagement and promote sharing of our 
content, which will consist of the following: media and distributor promotion, Facebook interactive with games and 
apps, and expanded advertising and adword promotions (PPC/CPM).  
 
We have budgeted for a 12-month spend on these paid media campaign activities, which will be focused primarily 
on the activities that have the highest short-term return for views per cost such as paid media buys on YouTube. 
Additional amounts have been included for activities that will generate less direct views but will have a longer term 
effect of driving organic viewership over the long term such as engagement of influencers for promotion and social 
media drives and facebook ads. 
 
 
WEBSITE 
 
The current website for the show is a simple interface with links to YouTube content, sponsor page, Contact Us page, 
media coverage section, About Us page, and page for Toy and Book Reviews:  
 
https://kujoskidzone.com 
 
Hey, Kujo!’s website is currently undergoing a revamp to reflect new activities, achievements, and features. 
Expansion of pages will include a section for Downloadable Tools and Activity Elements for Kids/Parents which will 
include colouring pages for children/parents to share, learning activities based on episode lessons for 
parents/children/educators and downloadable wallpaper set with cast/episodes. 

 
Additional expansion of the website will include sections for Cast, Employee, Advisory Board, Volunteer and 
Viewer/Big Fan profiles, E-Commerce Products (including Autograph, virtual appearance, and other items) and a 
Partners and Associations page which highlights newly formed agreements with companies, distributors, 
advertisers and organizations.  
 
Eventually the site will be expanded to include additional video content - including those submitted by viewers, online 
apps and games, information about live events and contests and a robust social community / membership club where 
fans can engage with each other. As much as possible, website content will be accessible via tablets and smart phones 

https://kujoskidzone.com/


 

since this is where much of a target audience spends their time. The site will also serve as an interface on which we 
will be able to interact with our audience and gather data. 

 
 

Community Outreach 
 
We will seek community festivals across the country, podcasts, guest speaking opportunities, the tour of some form 
of in-person performance, educational conferences, provincial boards, panels, live event appearances, local 
interviews, kid sections at live events, and a variety of other experiences that engage parents and speak to their 
children. We intend to engage our potential audiences in places that aren’t overrun and find opportunities to 
promote the show through sharing the powerful narrative of Kujo. 
 
There are many local opportunities for Kujo to connect with other kids through participation in community events 
and local festivals such as Stampede, a popular cowboy festival in Calgary, and indoor play park Flying Squirrel. Other 
opportunities to connect with kids include in-character school appearances, book readings at local libraries, pop-up 
shows in popular parks, and drop-ins at various community centres. 
 
We know that children associate tactile experiences with an onscreen emotional connection. As such, live 
appearances and the opportunity to meet Kujo in real life will foster a lasting connection between children and the 
brand.  Our plan focuses on the continuation of physically and emotionally connecting with an audience.  
 
Through this hands-on strategy, the Kujo brand will cultivate child engagement which resonates by providing a tactile 
experience with a brand or character. Kujo / Randy will make appearances at various events to talk about the story 
behind the show and connect with adults, gearing his insight toward parents, caregivers, and educators who are 
hungry for a fresh new approach to child/student engagement and teaching techniques. These appearances can 
range across a variety of events, from school board panels and conferences to diversity celebrations such as Carifest, 
Afriday, Caribanna (Toronto), and Orange Shirt Day.  
 
We are also keen to initiate partnerships and collaborations that can elevate our brand. Our partnership angle is 
huge, as there are many places where there are opportunities to talk about early childhood development, and there 
is an appetite for conversations of that nature.  

 
Participation in various live and virtual events have already proven to be beneficial to our YouTube Channel views 
and subscribers.  In May of 2021, Randy (Kujo) participated in the 23rd Annual Fairy Tales Queer Film Festival that 
was put on by the Calgary Queer Arts Society.   At this virtual event a video featuring Kujo was played to kick off the 
Youth and Family Short Film Night.  In the days that followed the YouTube channel saw a significant boost to both 
video views and subscribers. For each of the 5 days following the event, views jumped from less than 100 views per 
day to well over 30,000 views per day and the site gained 30 new subscribers.  Continued participation in these types 
of events will continue to drive traffic and views and bring more awareness to the brand. 

 
Other events which have contributed to exposure and the growing interest in the Kujo brand consist of Randy’s 
participation in the Calgary Black Filmmaker’s discussion panel, the Ally Toolkit Conference hosted by the Calgary Queer 

Arts Society, and a guest speaking role at the 2020 Calgary International Film Festival (Family Affair Package). The show 
has also been the recipient of The Calgary Black Chambers Achievement Award (2021).  

 
Appearances on news media is also great exposure for the brand. Kujo has already been featured on local and national 
media, including CTV Morning News, Calgary Herald, Global News Calgary, and CBC News Calgary. It has also received the 
KidSafe Seal from Shaw Rocket Fund, confirming that it is safe for children’s viewing.  

 



 

Our goal is to have Kujo appear at larger events once every 4-6 weeks with additional smaller appearances 2 -3 times 
per month.  

 

 
NEWSLETTER 
 
https://www.theverge.com/2021/1/29/22255876/facebook-newsletter-tools-independent-journalists-writers-
substack-revue 
 
We plan to develop a subscriber network and provide relevant newsletter-based announcements, links, product 
placement and event/promotion information. These can be distributed through the YouTube Channel(s), Facebook, 
TikTok, Instagram, Twitter and other social channels.  

 
PRINT / ONLINE ARTICLES 

  
The Kujo team is always looking to create opportunities for regular content postings to have more regular brand 
exposure. In order to remain relevant, there will not only be important PR leading up to the launch of the show, but a 
continuous stream of activity and engagement with our audience which will allow the Kujo brand to stay at the top of 
people’s minds well beyond the Hey, Kujo! premiere.  

  
We will approach publications such as Today’s Parent with an offer to pitch a PR story about Kujo’s mission and the 
reason behind the show, with the ultimate goal of having a regular article about the importance of diversity and 
inclusion in children’s television. Today’s Parent has a wide reach, with traffic both within and beyond Canada.  
  
We are also interested in writing a short article to be included in the CBC Parents website on a regular basis, detailing 
how parents can speak to their children about current issues and sensitive topics. CBC Parents has a following of over 
1 million users, making it a great opportunity for engagement.  
  
 

INTERNATIONAL REACH 

 
Because Hey, Kujo! is focused on diversity, it is our intention to explore international markets/channels to deliver 
full representation and unification of Western and international culture. Since our diversity is displayed within our 
program with our host, guests and content, we plan to capitalize on this and expand our focus to profile global 
cultures for local representation as well as international locations.  
 
Our plans include expansion to promotion, channels and platforms in international territories, however, our initial 
launch has targeted our most important market – the North American child and their caregivers, the majority of 
which speak English and a percentage of French. 
 
We are exploring areas where our program would be welcome, and ensure that our reach continues on free 
platforms such as YouTube, which has a significant global reach to all or most socio-economic situations.  
We also plan to promote our learning tools/episodes to teachers/school boards and educational/literacy 
organizations around the world to promote diversity, unity, tolerance and learning. 
 
  
ESL  
  



 

Randy leads an hour class as an instructor, every Wednesday at midnight MST to kids that are 12 years old with a 
low level of English (Shimen Junior High School in Shimen, Taiwan). They are assigned to watch an episode before 
each class, they discuss the principles of the episode in conjunction with Kujo and practice the lesson with items on 
their end in the classroom. Randy (Kujo) teaches a class of 7 students and it is conversation based over Zoom.  The 
students have gained confidence in their ability to speak and they learn about Western culture and Indigenous and 
immigrant traditions, languages, histories, etc., in the process. It’s a very safe, non-judgmental environment that 
pushes them past their own comfort zones and previous abilities. 
  
Western culture and Taiwan culture are discussed and shared. Randy gives them 5 new English words based on the 
episode, then they teach Kujo a word in their language. He struggles pronouncing and they laugh, showing that 
everyone has a hard time learning a new language. It also demonstrates that learning is a two-way street.  
  
Plans are to expand to more schools in Taiwan, as well as offering language sessions for adults and children in Japan 
and Vietnam. We will offer more BIPOC ESL instructors of all backgrounds as this division of the company expands, 
in order to add variety and diversity to the mix. This busts the myths and perceptions some individuals from mono-
cultural countries about what they see online on in the media is not all there is. There is so much more to share. 
  
The episodes are also a great tool for teachers in schools where Kujo cannot attend, teaching concepts and using 
materials the complement the lesson. The focus is to leverage the episodes to start the conversation, and introduce 
diversity into the classroom with a live speaker.  
  
We plan on also having multiple agents around the world facilitate agreements with schools to add more breadth 
and depth to our offerings, as well as reach for people of all ages and stages of ESL. 
 
 
THE TEAM 
 
The solid and experienced management and production team at Hey, Kujo! has a dedication to growing our channel 
in a lean and dynamic manner. Our advisory board for the show consists of experts and professionals in education, 
psychology, science, technology, production, and communication.  
 
The current Hey, Kujo! team has functional and specific experience in the fields of marketing, advertising, social media 
and branding. We plan to budget for contract strategy and execution services in order to allow our core team to focus 
on production and distribution.  Our production team, who was responsible for the creation and production of the 
digital series and supplemental content, will be able to provide content support and additional creative materials and 
direction for social media and other outreach campaigns.  Further details about our team can be found in the Series 
Bible. 
 

 

PROMOTIONAL MATERIALS 
 

We have budgeted  for the creation of promotional assets that can be used at live events in the period leading up 
to and throughout the launch of the content. Since we will be able to source a large number of 
these items we can distribute amongst non-targeted audiences to create awareness and buzz 
about the show. Within our budget we will also be able to create a limited amount of higher-cost 
items that will be used for promotional giveaways and contests.  These items will all reflect the 
quality of the brand, be appropriate and fun for children or families and/or useful for parents, 
providing both with a positive impression of Hey, Kujo! . Our goal is for parents to trust and for kids 



 

to love Kujo. The promotional items will give kids an opportunity to take their friend(s) home with them (in the 
form of the promotional asset) and further strengthen their connection to the brand. 
 

Current promotional items include t-shirts and facemasks for both adult and children that were used in our 
Kickstarter campaign and at other live events. 

 

LICENSING & MERCHANDISING  

 
While some brands are created with a toyetic mindset - building a show around the licensing and merchandising 
opportunities – this is not the case with Hey, Kujo! We intend to build the brand and focus on the release of the 
content on a wider level allowing us to build a larger international following ahead of any merchandising push.  
Discussions surrounding L&M opportunities are expected to commence in 2022 with an anticipated launch of some 
initial items in Q3 2023. 
 

We see the initial focus for the brand in publishing.  These books could involve retelling the narratives from the 
series, as well as new original adventures, as well as learning resources that mirror the episodic themes.  The 
question nature of the episodes would lend itself well to a series of books following a similar format.  Additional 
books could target parents, guardians and teachers with a focus on how to speak to your children about the 
themes and issues raised throughout the series.  Books also add another tactile experience for children, which will 
strengthen brand loyalty while also opening new doors for different experiences with consumers and viewers.  The 
books and show will be able to cross promote each other and introduce new audiences to the brand.  Book tours 
and reading events also offer another avenue for promotional opportunities for the brand as a whole. 
 
We could also look to expand on the traditional book experience, through the creation of an interactive app that 
offers an interactive reading experience. With options for listening to a story narrator, reading aloud or being read 
to by a parent or friend, these interactive stories will be able to incorporate themes from the series, in addition to 
new content as well as include simple animations that will bring the stories to life on the screen.   
 
Other merchandising categories with potential for this property include Toys (plush, interactive plush, bath toys, 
musical instruments); Apparel; Domestics (Bedding, Drinkware); Social Expressions (Birthday Party Decorations); 
and Consumer Electronics.  Exploitation of these opportunities will extend the Hey, Kujo! brand into new categories 
enhancing its overall accessibility. Most importantly they will promote the core property of the show content, 
increasing exposure and the overall longevity of the brand. Within a crowded marketplace for children’s brands, 
licensing and merchandising can increase awareness and buzz to provide ancillary support and promotion for this 
property to gain global traction. Broadcasters and other buyers are ultimately interested in properties which will 
bring viewers to their platform. A complimentary licensing and merchandising strategy will encourage continued 
fan engagement, drawing them back the broadcaster’s platforms again and again.  

 
As the property and L&M program launches, merchandise will be available on the show’s dedicated website, online 
retailers, and from other merchants including traditional brick and mortar retail stores and their corresponding e-
commerce websites. 
 

We are currently negotiating a deal with Epic Story Media Distribution, who will be able to tap into their 
experience, knowledge, and connections to brand to suitable L&M partners. This partnership will allow us to get 
into the market sooner and with more impact than we could accomplish on our own. 



 

 

Epic Story Media Distribution’s key senior team of Ken Faier, Jessica Labi, and David Sztoser have a combined a 
history of attending Licensing Expo annually for the last 25 years. Ken has successfully closed multiple licensing 
deals with global toy companies including Jakks Pacific, Inc (Slugterra, Mega Man), Alpha Group (Rev & Roll, 
Massive Monster Mayhem), Mattel (Lunar Jim) and Spin Master (Storm Hawks).  David Sztoser has represented 
some of the biggest toy brands including Nickelodeon’s Teenage Mutant Ninja Turtles and 4Kids Entertainment’s 
Yu-Gi-Oh! He’s secured deals in the hard goods categories for Toys, Video Games, Sporting Goods, Consumer 
Electronics, and high-end collectibles. David will be attending various licensing and merchandising shows including 
the Sweets and Snacks Expo, E3 Video Game Expo, Comic Con, GamesCom, Outdoor Retail Show, Home and Gift 
Show (Lifestyle), Hong Kong Toy Fair and Brands Licensing Europe. 
 
At the 2019 expo, Epic had a major presence with a booth over 1,500 square feet located across from Spin Master 
and also had a booth at Brand Licensing Europe (London). With the return of in-pserons markets throughout 2021 
and 2022, The Licensing Expo, BLE Hong Kong Toy Fair, and  L.A. Previews, will provide great opportunities discuss 
Hey, Kujo! and secure deals and partnerships with international buyers and toy companies. 

 

PROJECTED REVENUES AND SALES TARGETS 
 
Revenue connected to the project and exploitation of the content in the first two years following the launch of the 
content will be primarily sourced from the Production and Distribution of the Content with revenues from L&M 
efforts coming in 2024.   
 
The following charts break down the anticipated 5-year projected revenues and recoupment potential: 
 
 
 

 



 

 
 
 
SUMMARY 
 
Hey, Kujo!’s competitive edge is that it is rooted in the foundation of reality combined with the preschool zaniness - 
opening the door to a world where, with curiosity, kindness, and self-love, anyone can access this world of inclusion 
and diversity. Against this backdrop, Hey, Kujo! creates a world that is also a canvas to build the viewer’s perception 
of the world and acceptance of others’ differences, allowing them to be the best that they can be. We have no doubt 
that this powerful content will resonate with our audiences. We hope to take the show to a level that it becomes a 
household name and becomes the go-to safe space for kids to be kind, be brave, be curious, but most of all, be 
themselves! 
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