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FFitness is a booming industry. It is much more than just a trend. It has become  a way of life for people around 
the world. If you are thinking of opening a new business, then a fitness franchise can be an excellent idea. 
Those wanting to invest in the fitness industry are faced with a wide range of options. There are many 
well-established franchises out there, as well as a number of more “boutique” fitness trends that can offer 
some amazing returns. Whichever route you choose this can be a lucrative and highly rewarding business.

Investing in a fitness franchise now might be a smart move, maybe the smartest you ever make. Because 
of COVID-19 current interest rates are low although they vary depending on the type of lender or loan. Once 

a vaccine is available, a lot of people will be looking to get out of the 
house and to lose weight. With the high levels of unemployment in 
the United States, staffing your franchise with the best talent will be 
more accessible than ever. 

Even after the turbulence the fitness industry has experienced in 
2020, it is expected to continue to grow in 2021. Annual growth is 
expected to be between 3% and 5%, the same as before the pandemic. 
Don't let this opportunity pass you by; the time to invest in a fitness 
franchise is now.

Looking for the fastest growing fitness franchises? With so many 
different brands, workouts, and trends out there, deciding on the right 
franchise can be a real challenge. In this issue we have a lot of articles. 

The TOP 100 Fitness Franchise list and the Fitness Franchise Industry Report 2020 article are very good 
starting points. Please check them out.  

For this issue, we interviewed BODY20 and Send Me a Trainer cofounders and CEOs. To learn about their 
success story, go to our Meet the People behind the Brands pages. 

"Get more exercise" is one of the most popular New Year's resolutions, second only to "eat healthier." If 
your resolution is to own a business in the new year—a fitness franchise may be for you.

Happy Holidays,

FROM THE PUBLISHER

Fitness Franchise
GET MOVING 

SITKI KAZANCI / Founder-Publisher

LOOKING FOR 
THE FASTEST 

GROWING 
FITNESS 

FRANCHISES? 



By Christopher Conner

T he quarantine combined with the 
ever-popular “lose weight” New 
Year’s resolution didn’t put fitness 
on everyone's mind—it kept it there. 

This franchise marketplace staple has 
always been one of the easier concepts 
to translate into a franchise model and is 
attractive to the health-conscious entre-
preneur. As we’ve seen throughout 2020, 
the demand for fitness stays strong in the 
market despite heavy recession-prone con-
ditions, making it a perfect choice for busi-
ness ownership. Entrepreneur’s list of the 
Top Fastest Growing Franchises in 2020 
shows fitness franchises snagging four of 
the top 20 spots! Let’s take a look at some 
of the keys to this success and why fitness 
franchises just work. 

Natural Lifestyle Integration 
Fitness franchises are unique due to the 
natural inclination to be seamlessly inte-
grated into a franchisee’s lifestyle. Fran-
chisees who have zero fitness industry 
experience, but who do have a manage-
ment background, can be successful at fit-
ness franchise operations. Cycling, boxing, 
rowing, yoga, pilates, running—you name 
it—all of these concepts are represented 
in the marketplace, beckoning the pas-

sionate, organized, 
health-conscious 
owner-operator to 
invest. Plus, they are 
fun to operate!  

Many of these con-
cepts are still up-and-
coming and truly need 
motivated people 

Keys to Fitness Franchise Strength 
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who are ready to engage on a day-to-day 
level. Mile High Run Club, for example, is 
one of New York City’s first and largest 
running gyms. 

 
Can Bend to the Times 
Fitness instruction doesn’t have to be 
done in a gym or studio, which makes it 
a chameleon in trying times. The creativ-
ity we saw during COVID-19 in 2020 is a 
testament to the flexibility that fitness 
franchises provide. FBY YOGA, a vinyasa 
yoga studio that has generated a huge 
following amidst COVID conditions, reori-
ented its model to be virtual and saw its 
membership grow stronger!  There are 
excellent software and virtual training 
platforms available which have taken 
many fitness franchises online and vir-
tual, allowing members to benefit from 

Fitness franchises are adapting to COVID-19.

CONSUMERS 
ARE ENGAGED 
IN FITNESS FOR 
A VARIETY OF 
REASONS. 
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training programs at home through their 
computer or iPad.   

CAP10 Gym in Winston-Salem, NC, is 
another great example of fitness industry 
resistance and flexibility. This concept is 
a part of the quarantine generation that 
expertly rolled trendiness and social dis-
tancing into one, providing members with 
a keycode to enter, scheduled workout 
times capped at 10 members, and personal 
training. Many gyms conducted classes 
outdoors or adjusted class size to accom-
modate social distancing. 
 

More than Just Fitness  
Consumers are engaged in fitness for a 
variety of reasons. Beyond the obvious 
aesthetics, people want improved cir-
culation, better flexibility, and overall 
increased longevity. For example, Keppner 
Boxing, a boxing gym franchise located 
in Athens, GA, has seen incredible expo-
sure due to the publicity of their classes 
that treat Parkinson’s Disease. A unique 
concept with over ten locations in the U.S. 
already is Kika Stretch Studios. This one 
doesn’t only tout flexibility as a perk—the 
brand adds mental clarity and reduced 
stress as additional benefits. Many con-
cepts, like these two, appeal to a broad 
range of ages and lifestyles because fit-
ness isn’t necessarily the goal, it’s just 
the bonus. 

Of course, we can’t ignore the fact 
that people do want to look their best. 
There is always an upcoming season to 
prepare for—holiday parties and pictures, 
summer pool time and beach vacations, 
winter cruises—so the “hurry up and join” 
mentality is always there. Inclusivity in 

the membership population and exclusiv-
ity within the gym and studio are other 
attractive pieces that consumers can’t get 
enough of. According to IBISWorld, health 
club memberships reached 71.5 million in 
2018. There’s plenty of pie to go around!  

Fitness franchises are here to stay and 
have emerged out of 2020 strong, flex-
ible, and resistant to everything the year 
has thrown at them. If you are seeking a 
fitness franchise that will fit your passion, 
lifestyle desires, and financial goals, Fran-
chise Marketing Systems can help. Visit 
fmsfranchise.com for more information. 
There is no better time than now to launch 
into a fitness franchise of your own! w   

Keys to Fitness Franchise Strength 

Fitness franchises are unique due to the natural 
inclination to be seamlessly integrated into a 
franchisee’s lifestyle.

Christopher Conner started his career 
in franchising in 2002 working for a 
franchise consulting firm in Chicago. He 
founded Franchise Marketing Systems 
in 2009 after seeing a need for full ser-
vice franchise development services for 
new and start-up brands.  Today, Conner's 

team has expanded to 27 consultants between the US and 
Canada and has worked with over 200 brands to support 
successful franchise development strategies.  
For more information on Chris Conner or Franchise Marketing 
Systems, visit www.FMSFranchise.com 

EXPERT ADVICE



PH
OT

O 
BY

 A
N

TH
ON

Y 
SH

KR
AB

A 
FR

OM
 P

EX
EL

S

By Kimberley Daly

T he beginning is exciting, the ending 
can be too (or sad, depending), but it’s 
the middle that counts. 

When you first say “yes!” to the dream 
of business ownership, you will be so empow-
ered and excited and feel ready to take on the 
world, but fast forward 9, 18, 24 months. The 
honeymoon is over. You’ve settled in to the 
routine of your business, and so, how are you 
feeling? What are you saying to yourself now 
about your decision to be a business owner 
and about your future? 

What you are saying to yourself has 
everything to do with what you will 
experience in the next 9, 18, 24 months. 

When I was a personal trainer, I saw this 
attitude shift happen every day. People would 
join the gym with high hopes of looking and 
feeling better. They’d start out all gung ho, 
but as the days turned into weeks, they’d start 
missing workouts, making excuses, and little by 
little lose their vigor and put off their dream 
to improve their health and body. Sometimes, 
this did not happen though, and for those 
who stayed the course, there would almost 
always be a super, powerful motivator driving 
their behavior: a potential health hazard if 
they didn’t lose the weight, a wedding, class 
reunion, etc. 

I know many people who won’t even set 
goals because they don’t believe in them. They 
know they won’t stay committed for the long 
haul, so they don’t even bother. But how can 

you grow and achieve anything great without 
clear and specific goals that keep you focused 
and determined?

Building a business will not happen over-
night. There will be good days and bad days, 
strong years and lean years, exhilarating highs 
and challenging lows, but if you’re not commit-
ted to the daily grind, how will you ever stay the 
course, especially if it’s harder than you thought 
it would be or taking longer than you expected. 
Let me save you the heartache—you won’t. 

The middle part of anything is the most 
important part. Successful people have 
successful habits because it’s what we 
do every day that matters the most to 
the achievement of any goal. It’s not 
just what we do physically, but it’s how 
we think. It’s the story we are telling 
ourselves every day and what we see in 
our mind’s eye that like a lighthouse is 
guiding us when the future is off in the 
distance. 

If you’re going to be a successful business 
owner, you must get comfortable and even 
learn to thrive in the grind. It’s really where 
the magic happens.  w

In the Grind… 
Stay the course to be successful.

Kimberley Daly is one of America’s top 
franchise consultants, a motivational 
speaker, business coach, and author. 
With over 22 years of experience as a 
small business owner and franchisee, 
she brings energy, wisdom and passion 
to her candidates as she helps them 
explore franchises matched to their 
background, interests and goals.  She 

thrives on helping people achieve their dreams. She lives 
on the beach in southern NH and can be reached via kim@
thedalycoach.com.
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By Nancy Friedman

We’ve all seen it happen.

A n angry coworker storms into work, 
frowning. He walks through the office 
without saying hello to anyone, sits 
down at his desk, and starts barking 

orders to his coworkers from his office. When 
his phone rings, he picks it up and bellows, 

“Yeah?”
Sad, isn’t it? Something must have hap-

pened before he got to work, and he carried 
it right inside the building. Telephone Doctor 
calls this “emotional leakage,” and we cure 
it all the time.

Hey, it’s no fun to get up on the wrong side 
of the bed in the morning. And it’s sure not 
fun to get a flat tire on the way to work or 
to argue with someone before breakfast. It’s 
unfortunate that some people aren’t able to 
shake it off and go on about their business.

Taking a negative emotion out on someone 
who wasn’t involved—how rude can you get?

If emotionally leaking on coworkers isn’t 
fair, then emotionally leaking on customers 
is even worse than not fair.

The customer or coworker, in most cases, 
wasn’t involved with whatever put you in a 
bad mood, so why take it out on them? Few 
things are more unfair and damaging to a rela-
tionship than emotionally leaking a negative 
experience on someone who wasn’t involved. 
And yet, unfortunately, it happens every day. 
At home, in the office, on the streets, in the 
stores. 

Personal Note: While shopping the other 
day, the person helping me was obviously not 
in a good mood at all. In fact, I think if she 
smiled her face would have cracked. She gave 
me one word answers and usually none, she 
kept turning her head to see who was coming 
or going. (I wasn’t sure.) She was throwing my 
vegetables and fruits into the bag not caring 
how they landed.

Normally, I walk out on that type of service. 

Nancy Friedman, founder and chairman 
of Telephone Doctor Customer Service 
Training, is a popular keynote customer 
service speaker at franchise and corpo-
rate meetings and conferences around 
the country. Now offering and special-
izing in virtual Zoom programs and her 

fun webinars. Visit: www.nancyfriedman.com; email or 
call her:  www.nancyfriedman.com, 314-291-1012, in St. 
Louis, MO, central time.

DO YOU SUFFER FROM EMOTIONAL 
LEAKAGE? 
Getting mad at Peter and 
taking it out on Paul?

It’s just not worth my time to be treated like 
that. But this time, I was in a hurry and needed 
the product. So I did something I don’t nor-
mally do, I asked her if everything was all 
right? Was she OK? I tried to make it sound 
as though I was interested (even though I 
wasn’t). But I sure didn’t want her negative 
emotions leaking on me any longer.

With a big sigh and a sad face she told 
me she and her boyfriend had a big fight the 
night before and she was hoping he’d come 
by and apologize.

“Excuse me,” I said, “was I with you?” Believe 
it or not she smiled and said, “Of course not.” 
Then I nicely told her, “If I wasn’t there, I don’t 
want to be part of that argument.”

She started to apologize, as well she 
should. Then I thought about a vase I had 
once. I dropped it. It broke into several pieces. 
My husband, Dick, and I talked about whether 
we should take it somewhere and have a 
professional put it back together. Dick said, 

“We can do that if you’d like, but it will never 
be the same. You’ll always feel the cracks.”

And so it is with our coworkers and cus-
tomers. You can be in a bad mood—be it an 
argument, a flat tire, or a favorite item broken. 
And you can apologize; however, people still 
remember how you treated them, how you 

made them feel. And they will—for a long 
time, too.

So how do we cure emotional leakage? It’s 
a quick four-step Telephone Doctor process.

Stop what you’re doing.
1. Take a deep breath.
2. Put on a phony smile (yes, you can).
3. Regain your professional composure.
4. And then talk with the person—in-person 
or on the phone.

Emotionally leaking on someone is never 
right, never fair, and never fun.

There are times others emotionally leak on 
us. Think how you feel when that happens to 
you and then remember to never emotionally 
leak on others.

Keep saying it—it's not right, it's not fair, and 
it's not fun.  w
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T
he fitness industry in the United States has been 
booming in recent years. The population as a whole 
has become more health-conscious, resulting in an 
increased number of memberships. While there has 

been a lot of growth within the industry since 2015, due to the 
COVID-19 pandemic, there is expected to be an overall decline 
in revenue for the period. Revenue for 2020 is expected to 
be down 28%, which will majorly impact the figures for the 
entire five-year period, with the industry as a whole expected 
to be down 2.8% to $3 billion.  

The franchises that held the largest shares of the market 
were a mix of traditional gyms such as Anytime Fitness LLC 
and Gold's Gym and specialty fitness franchises, which only 
run group classes like Orangetheory Fitness and F45 Training. 
While these franchises all have aspects that set them apart, 
the 2020 Fitness Franchises Industry Report looked at the cri-
teria that all franchises have to address and contribute to a 
franchise's success or failure.

By Elizabeth Adams
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make.  
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Variety of Services
In recent years, specialty fitness has been 
all the rage, with franchises like F45 and 
Orangetheory growing rapidly. Orangethe-
ory was founded in 2010 and ten years later 
has over 1200 locations around the world. 
Members are drawn to the challenging and 
competitive workouts where their real-time 
metrics are taken from a heart rate monitor 
and displayed around the room for everyone 
to see. Yet traditional gyms continue to top 
the market with 55% of revenue stemming 
from these facilities. Many of these facilities 
have begun to offer additional services like 
instructor-led classes either as a part of a 
membership or for an additional fee to draw 
more members to the facility and increase 

revenue. Similarly, gyms that offer special-
ized facilities like an indoor or outdoor pool, 
spa services, or tennis courts can also often 
charge steeper memberships rates and use 
their numerous amenities to entice more 
members to join. 

Target Members
With the increased obesity and obesity aware-
ness in recent generations, there has also 
been an increase in demand for fitness facili-
ties. The Centers for Disease Control (CDC) 
estimates that almost 35% of adults in the 
United States are obese and that by 2030 this 
number will rise to 42 percent. Obesity puts a 
massive strain on the healthcare system,  con-
tributes to numerous health conditions, and 

shortens one's life expectancy. As a result of 
this information and public health initiatives 
like Michelle Obama's Let's Move campaign, 
many Americans are trying to live a healthier 
lifestyle.

The majority of gym-goers are between 
the ages of 20 and 64. Because of this wide 
age range, offering various memberships and 
services will help franchises target more than 
one demographic at once. The older half of 
gym-goers have more money to spend, and 
given their increasing age, they will be more 
likely to go for services like blood sugar, blood 
pressure, and bone density monitoring. Many 
of the more specialty franchises tend to 
target millennials and younger generations 
by having special themed classes such as a 
Taylor Swift or Beyonce class. 

Children under 18 also make up almost 
10% of gym-goers, so targeting families is 
another useful strategy for getting more 
members. This can be done by offering family 
memberships or discounts on memberships 
for the children of existing members. Addition-
ally, offering services like childcare or summer 
camps get young children in the doors of the 
gym and increases the likelihood that they will 
continue to come once they reach the age to 
get a membership of their own. 

Convenience
Convenience is a crucial part of being a suc-
cessful franchise. Members want a gym that 
seamlessly fits into their schedule and lifestyle. 
This sense of convenience can be achieved in 
a few ways depending on the type of fitness 
franchise. 

Many traditional gyms are now open 24 
hours a day. Fitness Anytime is an example 
of a 24/7 gym. The gyms are only staffed for 
a small percentage of those hours, and the 
rest of the time, members use an access card 
to let themselves into the facility. 

Specialty fitness facilities like Orangetheory 
and F45 offer a number of classes throughout 
the week, but when classes aren't in session, 
the gym is closed. Both of these studios offer 
high-intensity workout classes, which means 
that members don't need to spend as much 
time in the gym. A one-hour class at one of 
these franchises will burn far more calories 
than the average person would burn in a one-
hour workout at a traditional gym. w 

FITNESS FRАNСHIЅЕ 
INDUSTRY RЕРОRT 2020
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The COVID-19 pandemic has 
significantly impacted fitness 
franchises in a number of ways. 
Growth and revenue for the 
industry as a whole were down 
in 2020. Many gyms were forced 
to close for months as a result of 
local lockdowns. But the industry 
is expected to bounce back in 
2021 and continue to grow. 
As a result, being stuck at home 
and increased stress, many 
people have put on weight this 
year. This means that more 
people than ever before will be 
making their way into gyms and 
exercise studios in the coming 
months. 
The pandemic has also allowed 
the fitness industry to expand 
how they serve their members. 
Many gyms and franchises 
began to offer virtual classes 
or recordings of past classes 
for members to complete at 
home. These virtual workouts 
have also allowed franchises 
to reach more members and 
even continue to increase their 
membership numbers while 
their brick and mortar locations 
were closed. Virtual workouts 
don't have the same capacity 
limits and offer flexibility that 
in-person classes don't. . 

Investing in a fitness franchise now might 
be a smart move, maybe the smartest you 
ever make. Because of COVID-19, current 
interest rates are low although they vary 
depending on the type of lender or loan. 
Additionally, net worth built over the last 
decade can now be accessed tax and pen-
alty free and used toward franchising. This 
net worth could be in the form of home 
equity, retirement accounts, or even per-
sonal savings. With the high levels of unem-
ployment in the United States, staffing your 
franchise with the best talent will be more 
accessible than ever. 

Owning a franchise puts you in control of 
your own work schedule and income while 
doing something you love. Many franchise 
owners earn multi-six figure incomes and 

only work about ten hours per week. With 
so many different kinds of fitness franchises, 
you're guaranteed to find one that's per-
fect for you. Fitness franchises are ideal 
for first-time franchise investors because 
they receive support from the company 
like training, marketing, and other supports. 
Fitness franchises are also an incredible 
opportunity for business owners looking 
to diversify and absentee franchise owners. 

Even after the turbulence the fitness 
industry has experienced in 2020, it is 
expected to continue to grow in 2021. 
Annual growth is expected to be between 
3% and 5%, which is the same projection as 
before the pandemic. Don't let this oppor-
tunity pass you by; the time to invest in a 
fitness franchise is now. 

PH
OT

O 
BY

  S
HU

TT
ER

ST
OC

K

Why You Should Invest in a Fitness Franchise Now
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MEET THE PEOPLE 
BEHIND THE BRANDS

By Christina Huang

BODY20's mission is to change the way 
people workout by helping EVERY.
BODY. UNLEASH. their super human 
potential to strengthen their body and 

their life through time-condensed technol-
ogy training. In just 20 minutes per week, the 
goal is to materially impact the other 10,060 
minutes in the week.

We interviewed BODY20's founder 
Christopher J. Pena. He talked about 
the company history, services, and future.

How long have you been in business? Does 
your company have more than one location? 
How many other locations are there?
We started BODY20 in the U.S. in November 
of 2017, and we have more than doubled our 
network each year after.  We currently have 18 
studios awarded and award about 2–3 territories 
per month.

Describe your product. What is your purpose 
behind your products and services?
Most people know you only use 10% of your 
brain. But most don’t realize you only use 30% 
of your body. BODY20 is here to change that. By 
combining personalized one-on-one training 
with body gear that sends electrical impulses 
into the deep tissue of your body’s muscles—the 
way your brain does—BODY20 helps every body 
workout to 100%.

What is the level of competition in the market 
and who are the top competitors? What sets 
you apart from your competitors? 
The fitness market is extremely competitive; 
however, we believe that because we are truly 
the first brand to disrupt the industry with a new 
revolutionary way of working out, we have no 
competition of note.

What’s the science behind the fitness program, 
regime and the classes offered at your organi-
zation? How does it work to help people reach 
their fitness goals?
BODY20 knows the workout that will change 
your life doesn’t start with your muscles. It starts 
with your brain. By using EMS technology that 
mimics the electric pulses your brain creates 

during a great workout, and pairing it with the 
personalized attention of one-on-one training, 
BODY20 gives you the equivalent of a six hour 
workout in just 20 minutes. All by using the most 
powerful muscle you have: your brain.

The entire workout is science based. We mimic 
the natural action potentials your brain sends 
to control skeletal muscle to create isometric 
contractions on the muscle while guiding you 
through concentric movements to get the most 
out of your body and your time.

Describe your target market here. What steps 
have you taken to appeal to them?
Our target market is a professional who is con-
stantly looking to improve their body and mind. 
They are busy and understand that time is the 
real currency in this life, and there just isnt 
enough of it.  For this reason, last year (2019), 
BODY20 invested millions of dollars in the brand 
and sophisticated marketing techniques driven 
by data to target our primary and secondary 
customer segements. 

Has your business model, products, or services 
changed over the years? What is leading your 
growth?
Our system has grown significantly in the last 
couple of years. We have intentionally added 
sophistication to not only the brand but also all 
aspects of the franchise business, from market-
ing to sales, operations to training.  BODY20 is 
constantly striving to create the most profitable 
and simple business for our franchises.

REACTIVATE YOUR BODY
BODY20: The Future of Fitness
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Has your company changed its emphasis on 
technology over the last 12 months? What 
kind of technology do you employ?
BODY20 is by nature a technology brand. We 
have always been at the cutting edge of technol-
ogy in the fitness world and over the past few 
months have made a major push into driving our 
actual operations with technology.  Whether that 
be automation in the sales process, simple easy 

-to-use workflow technology, or online training.

Tell us what do you value most about your 
company’s culture as a founder?
We are high performers. We strive for it in every 
aspect of our business and our lives.

What was the motivation for starting the 
business? Why did you think you could be 
successful in the fitness business? How did 
the franchise get started? Please share your 
journey.
There was a gap in the market for something 
that could allow people to be their best selves in 
a short period of time.  Not everyone has 1.5–3 
hours a day to do this. Between meal prep and 
working out, being in shape is time consuming.  

We found this at the right 
time in our life. My fiance 
was looking to move on 
from teaching and super 
passionate about fitness, 
but we found the same 
problem with every con-
cept we looked at.  They 
were all played out, dif-
ferent variations of the 

same thing serving the same segment of the 
market. BODY20 serves the underserved, the 
professionals with a family who just don’t have 
enough time.  They want this as bad as anyone, 
they just dont have the time.

Why are you working in this industry? 
We truly love hearing the stories, not the "I 
lost 20lbs" story. Don't get me wrong. Those 
are great too. However,  when we help a 92 
year old women regain bladder control, or help 
a man injured in a motorcycle accident recover 
the full use of his body when he was supposed 
to be paralyzed because he hit a wall at 110 
mph  that's why we do this.

What motivates you to keep striving ahead?
The ability to help people who normally cannot 
be helped in our industry.

What are your criteria for choosing a 
franchise owner? What are your expectations 
from your franchise owners?
We are looking for someone who has a passion 
for health and fitness, a passion for helping 
people become their best selves.  We'd like to 
see some sales and marketing ability. Really, we 
are looking for good people. There is a saying I 
have used in business my whole life, I can teach 
you how to do your job; "I can’t teach you to be 
a good person."

What support do you offer beyond the initial 
training?  
One-on-one coaching calls weekly and ongo-
ing training for all postions. We offer support 
in hiring with our gymtreprenuer program with 
the National Academy of Sports Medicine, and 
we are constantly adding new processes and 
tools to help maximize profits and enjoyment 
for our franchisees.

What is the success rate of franchisees? 
How do you support underperforming 
franchises?
We have never had to close a location. Even 
through COVID-19, our studios continue to 
grow month over month.  We are hands on 
with any location that begins to underperform.
We catch it early and put them in our «critical 
care» designation, where we meet weekly as 
a team to get them back on track at corporate. 
That translates to the business coach making 
daily support check-ins.

What are franchisees saying about you as 
the franchisor? 
I would hope they are saying that through the 
toughest time in our history with the COVID-
19 pandemic, we have done everything pos-
sible and put our money where our mouth is 
to support them coming out of this pandemic.

What are your plans for the future of your 
organization? (Your aspirations)
500 units in 5 years. Not just 500 units, but 
500 incredibly successful units in 5 years, pref-
erably with no more than 100 really happy 
franchisees. w

For more information: 
10890 Vista Terrace, Parkland, FL 33076
www.bodytwenty.com
info@bodytwenty.com
(970) 313-3603

TECHNOLOGY 
ENHANCED 
TRAINING FOR 
ALL FITNESS 
LEVELS.
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By Christina Huang

Send Me a Trainer is the first in-home and 
live online personal training on-demand 
franchise that is redefining the fitness 
franchising industry.

With over a decade of experience managing 
an in-home personal training service, Send Me 
a Trainer has developed proprietary cutting-
edge technology that streamlines business 
operations.

We talked about Send Me a Trainer with 
Cofounders Muhssin El-Yacoubi and Bary 
El-Yacoubi.

Can you tell us about yourself? How did you 
get started?
Bary: For me, this part of my journey began 
when I was a personal trainer at one of those 
large “big box” gyms in the DC metro area back 
in 2007. Within the first two months, I sold the 
most amount of personal training programs out 
of all of the company’s east coast locations. But
oftentimes clients canceled their personal train-
ing sessions last minute. The reasons varied from 

“I was stuck at work” to “traffic was just too bad” 
and everything in between. I knew these were 
people serious about becoming healthy and 
losing weight, but getting to their appointments 
on a regular basis proved difficult with their 
busy schedules.

I offered to come to them and suddenly every-
thing fell into place. The convenience of in-home 
personal training allowed them to be consistent 
and ultimately achieved their results sooner.
The concept of an in-home trainer was suddenly 
so popular that one person couldn’t keep up 
with the demand. It was time to find additional 
trainers.
Muhssin: At about this time, I was completing 
my MBA at the Kellogg School of Management 
at Northwestern University with a specialization 

in entrepreneurship. Seeing the momentum that 
Bary was having with in-home training, we 
decided to work on a business plan as part of a 
class project, and the first version of our business 
was born. I continued to work with Bary while 
I pursued a career in Private Equity post MBA. 
After some time, as we received continued vali-
dation and built momentum, it was clear that the 
in-home personal training industry was a prom-
ising market that was very fragmented and we 
both knew that it was time to scale the business. 
At that point, I shifted gears and joined Bary full 
time and we started the journey of transforming 
the business into a fitness technology company.

Tell us about Send Me a Trainers history and 
technology.
Bary: Send Me a Trainer is the first in-home 
and live online personal training on demand 
franchise that is redefining the fitness franchis-
ing industry.
With over a decade of experience managing an 
in-home personal training service, we gathered
a tremendous amount of data and feedback 
from clients and trainers, and put all of that 
knowledge into our technology and product 
development. The result is a franchise business
model that is powered by technology that 
streamlines operations and provides a simple 
user experience for clients, trainers, and the 
franchise owner.

MEET THE PEOPLE 
BEHIND THE BRANDS

IN-HOME & LIVE 
ONLINE PERSONAL TRAINING
Send Me a Trainer is the first in-home and live online personal training on demand 
franchise that is redefining the fitness franchising industry.



Who is your target audience?
Muhssin: As a Send Me a Trainer franchisee, 
you are managing a team of professional per-
sonal trainers, who do all the fitness training. 
You do not need prior fitness experience to 
be a franchisee.

We’re looking for franchise owners who are 
outgoing and have sales, marketing, and/or 
management experience, and who are results 
oriented. A person who can build relationships,
lead a team, and has the motivation to excel!
Our clients are looking to stay in shape and 

want the convenience and accountability of 
working out from home by having a certi-
fied personal trainer come to them, either 
in-person or live online.

How is Send Me a Trainer different than 
others and could you tell us about your pro-
gram? Do
you have any competitors?
Bary: Send Me a Trainer is a technology 
franchise. The modern business owner can 
now own a technology enabled on-demand 

business as a franchise. It’s changing the 
entire concept of business ownership in the 
franchise world. We are first in class to be a 
technology- driven fitness franchise.

Here’s what sets our franchise apart:
●  Low startup costs and low overhead
●  Proprietary technology
●  Scalable and flexible business model
●  Work from home

How has the pandemic helped your brand?
Bary: A startling fact that most people may 
not be aware of is that around 85% of gym 
members don’t actually go to the gym because 
it is just not convenient for them. Now with 
Covid-19 and social distancing, that number is 
only going to get worse. Individuals are now 
realizing that they can get a great workout 
from the convenience of their home and save 
time. No more wasting time driving to and 
from the gym. That can be up to an hour or 
more that you can now spend with family, 
reading, or working on your side hustle.
Even before the pandemic, the shift to home 
fitness was already a rising trend, now with 
Covid-19, this trend has just accelerated even 
further. Consumer preferences are changing 
fast.

Industry experts are projecting that over 
$10 billion in value of the fitness club industry 
is now being redirected to home fitness. Home 
fitness is the new booming category and we 
are just seeing the start of it.
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What’s the typical investment for the company 
to get a franchise with you?
Muhssin: Franchisees can get started with an 
investment as low as $49,599.

What are the company’s franchisee selection 
criteria? Do you offer training to them?
Muhssin: As a franchisee, you are managing 
a team of professional personal trainers who 
do all the fitness training. You do not need 
prior fitness experience to be a franchisee. 
We’re looking for franchise owners who will 
be business owners and work on the business 
and not be stuck in the business. You can do 
this full time or part time and even let it be a 
side hustle. With such a lean and low overhead 
business model, it really allows you to go at 
your own pace.

We provide a comprehensive training pro-
gram that covers all aspects of the business 
and also have a ton of “done for you” market-
ing. Also, our technology really streamlines the 
operations of the business so you can focus 
more on the things that matter and not the 
nitty gritty details.

What are the brand’s further national growth 
plans? What are the brand’s expansion plans 
in the future?
Bary: Honestly…we would like to continue to 
expand our national and international reach. We 
want to grow our market until we’re a household 
name in home fitness. With the sudden shift in 
the market due to Covid-19, we are seeing a 

record number of franchise applications. We are 
even getting candidates who want to reserve 
territories.

Broker and consultant groups are reaching 
out to us regularly. They are telling us that no 
one is looking to get into a brick and mortar 
franchise now, so all eyes are on home-based 
models, and they want to present Send Me a 
Trainer to their clients.

This excites us and further supports our 
expansion and growth plans.

Is there anything else that you’d like to share 
with us about Send Me a Trainer?
Muhssin: ...but it is not just about being a home- 
based franchise that sets us apart. Technology 
has evolved, and we have seen the growth in 

technology and technology-enabled businesses.
However, when you look at the current offerings 
in the franchise world, to the modern entrepre-
neur who is looking to start a franchise, this 
technology component is not there.

In addition to being home based, we are a 
technology-driven franchise. The modern busi-
ness owner can now own a technology-enabled 
on-demand business as a franchise. It’s changing 
the entire concept of business ownership in the 
franchise world. w
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For more information: 
www.sendmeatrainer.com/franchise
(888) 286-9819
support@sendmeatrainer.com
      @sendmeatraine

Chapel Hill, NC, Franchisee Downtown Miami, FL, Franchisee Winston Salem, NC, Franchisee



COVID-19 has made this a challenging time for both our families and 
businesses. Eventually we will get through this situation and the economy 
will get back to normal. Meanwhile a lot of people are looking for new 
opportunities and they have more time to do research. It is time to get 
in front of them.

These are unprecedented times. And we’re taking unprecedented steps 
to help you. We have a huge COVID-19 discount for you when you place 
an ad in Franchise Connect magazine to help you get more leads.

Contact us today for this big opportunity.

Micheline Johnson
Advertising Director
advertising@franchiseconnectmag.com
(703) 665-5507 phone

WE ARE HERE FOR YOU 
AND READY TO HELP
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FranchiseConnect
®

GOOD DESIGN 
Gets Better Marketing Results

1751 Pinnacle Drive, Suite 600
McLean, VA 22102

sk@studiocreativeedge.com
www.studiocreativeedge.com 
703.439.0557 phone

creativeedge designstudio

B E  U N I Q U E ,  B E  A W E S O M E

We are a full service award-winning agency specializing in 
brand development, graphic design, social media marketing, 
website development, and advertising. 
We are devoted to helping our clients shape their brands with 
intuitive designs and by building effective communication that is 
market friendly and impactful.

Finding the right franchisees is one of the most challenging 
and critical aspects of building a successful franchise. 

Let’s talk about how we can work together to help you get the 
leads you need to make your sales goals. J u s t  c o n t a c t  u s .
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TOP 100
FranchiseConnect

®

✪ BODY20 2017 2019 $250,000 - $350,000 Christopher J. Pena (970) 313-3603 www.body-20.com
Anytime Fitness 2002 2002 $98,430 - $523,824 Franchise Development (800) 704-5004 www.anytimefitness.com/franchise
Core Progression Elite Personal Training  2008 2018 $162,000 - $452,000 Jon Cerf  (254) 744-2661 www.coreprogression.com
GYMGUYZ 2008 2014 $100,000  Josh York (516) 627-4700 www.gymguyz.com
PickUp USA Fitness 2012 2016 $407,266 - $999,054 Aaron Magno (626) 315-7225 www.pickupusafitness.com
30 Minute Hit 2005 2006 $120,000 - $200,000 Stacey Firth (778) 828-7755 www.my30minutehit.com
F45 Training 2011 2013 $220,000 - $299,000 Duncan Cork (424) 277-1067 www.f45training.com
Gold's Gym 1965 1980 $2,218,250 - $5,000,500 Ken Phipps (214) 296-5026 www.goldsgym.com
✪ Title Boxing Club 2008 2009 $171,951 - $514,993 James Lloyd (517) 388-1608 www.titleboxingclub.com
Soccer Shots Franchising 1997 2005 $41,034 - $55,100 Ashley Mitchell (717) 616-8587  www.soccershotsfranchising.com
✪ DivaDance 2015 2017 $41,1000 - $57,600 Please contact HQ (254) 307-2781 www.bit.ly/FC-DivaDance
Total Row Fitness 2016 2019 $86,497 - $180,413 Viktoria Healy (404) 247-9328 www.totalrowfitness.com/franchise
IM=X Pilates and Fitness 1996 2004 $86,000 - $195,745 Lauren (212) 997-5550 www.imxpilatesstudio.com
Goldfish Swim School Franchising 2005 2009 $1,300,000 - $3,200,000 Dan Israel (248) 220-5344 www.bit.ly/FC-GoldFishSwim
✪ Send Me a Trainer  2007 2019 $49,599  Bary El-Yacoubi (888) 286-9819 www.sendmeatrainer.com/franchise
✪ Eat The Frog Fitness 2016 2017 $560,000 - 771,500 Jesse Curry (480) 363-3364 www.eatthefrogfitness.com
Retro Fitness 2002 2006 $944,250 - $1,592,500 Eric Casaburi (845) 920-1998 www.retrofitness.com
Fitness Together 1984 1996 $143,600 - $258,100 Matt Stanton (303) 663-0880 www.fitnesstogether.com
Crunch Franchise 2010 2010 $255,500 - $2,320,500 John Morrison (800) 669-7162 www.crunchfranchise.com
Orangetheory Fitness 2010 2010 $563,529 - $999,121 Dean Adelstein (954) 618-6631 www.orangetheory.com
Jazzercise Inc. 1969 1982 $2,405 - $17,155 Sally Baldridge (760) 476-6750 www.jazzercise.com
The Bar Method 2001 2003 $218,964 - $427,405 Franchise Development (800) 704-5004 www.barmethod.com/franchising
TRIB3 International 2015 2016 $90,000  Vaughan Maiden 44 (114) 268-0895 www.trib3.co.uk/franchise
THE8BLOCK Fitness Studio 2016 2019 $150,350 - $307,428 Annette Serrano (718) 924-4675 www.the8blockfitnessstudio.com
Baby Power Forever Kids / Linda Searles 1980 2014 $110,000 - $135,000 Linda Searles (800)  365-4847 www.babypower.com
Pure Physique 2007 2019 $135, 000 - $185, 000 Mike Lipowski (914) 302-2022 www.purephysique.com
Delta Life Fitness  2010 2015 $330,000 - $425,000  Josh Cherry (409) 651-0010 www.deltalifefitness.com
UFC GYM 2009 2012 Call Mike Apple (949) 838-7024 www.ufcgymfranchise.com
Athletic Republic 1990 2007 $272,000 - $569,000 Lindsay Simpson (435) 647-9000 www.athleticrepublic.com
SKfit 2011 2018 $50,000 - $80,000 Sly King (619) 508-0250 www.skfitstudios.com/gym-franchise
CycleBar Franchising 2004 2015 $402,650 - $498,700 Kate Kwon (949) 245-1828 www.cyclebar.com
Basecamp Fitness 2013 2020 $500,760 - $734,848 Franchise Development (800) 704-5004 www.basecampfitness.com/franchise
SPENGA 2015 2016 $304,082 - $705,027 Carin Skowronsky (402) 382-1466 www.spenga.com
fit20 USA Franchising 2019 2019 $98,900 - $183,200 Ben Litalien (833) 348-4620 www.fit20usafranchise.com
Zooga Yoga 2012 2017 $100,000 - $260,000 Tom Dufore (770) 628-2828 www.zoogayoga.com
Bodytek Fitness Franchising Inc 2010 2016 $250,000  Michael Verdugo 954) 770-6929 www.bodytekfitness.com
NinjaKour 2013 2018 $472,000  Dr. Robert Pruni (404 ) 831-1400 www.NinjaKour.ninja
Red Effect Infrared Fitness 2017 Oct. 2017 Oct. $150,000 plus Allie T. Mallad (954) 559-2117 www.redeffectfitness.com
9Round 2007 2009 $99,675 - $143,075 Shannon Hudson (480) 621-5740 www.9round.com
Fitwall 2013 2014 $310,600 - $626,200 Michael Webb (949) 679-0872 www.fitwall.com
Sudore Wellness 2017 2017 $230,000 - $437,500 Jim Belanger (951) 310-8322  www.sudorewellness.com
Hardcore Fitness Boot Camp 2007 2017 $225,335 - $354,300 Lawrence Nolan (951) 501-6070 www.hardcorefitnessbootcamp.com
Snap Fitness Inc. 2003 2004 $149,771 - $462,800 Peter Taunton (952) 474-5422 www.snapfitness.comus
Welcyon, Fitness After 50 2009 2011 $259,100 - $363,000 Suzy Boerboom (952) 873-7900 www.welcyon.com
Workout Anytime 24/7 1999 2005 $555,500 - $996,400 Randy Trotter (770) 809-1401 www.workoutanytime.com
Oxygen Yoga & Fitness 2011 2012 $250,000 + Donna Tack (604) 916-7625 www.oxygenyogaandfitness.com
Orange Shoe Personal Fitness 2004 2009 $81,500 - $271,000 Martin (608) 270-9480 www.orangeshoe.com
Pro Martial Arts Franchise Corp. 2000 2008 $142,750 - $199,550 Jon McLeod (610) 722-5600 www.promartialarts.com
Live 2 B Healthy Senior Fitness LLC 2008 2010 $37,695 - $48,135 Cory Czepa (612) 702-4256 www.live2bhealthy.com
Last Real Gym 2003 2018 $487,600 - $965,400 Frank Kole (619) 795-9712 www.lastrealgym.com
Fit4Mom 2001 2005 $6,205 - $24,285 Lauren Shaver (866) 348-4666 www.fit4mom.com

FRANCHISOR  FOUNDED FRAN. SINCE       INITIAL INVESTMENT                         CONTACT                                         PHONE                                            WEB ADDRESS

✪ SEE THE COMPANY AD IN THIS ISSUE TO GET MORE INFORMATION.

FITNESS Franchises
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Atlas Fitness 2010 2018 $184,200 - $707,500 Christopher Cupi (202) 525-5183 www.atlasfitnessdc.com
Iron Tribe Fitness 2010 2012 $300,000 - $433,500 Dr. T Foster Bryant (205) 226 8669 www.irontribefitness.com
LetsLose Weight Loss Franchising Inc. 2003 2009 $23,400 - $65,700 Anita Gibson (205) 670-5355 www.letslose.com
Sasquatch Strength 2014 2019 $67,300 - $175,700 Troy Morse (206) 730-7746 www.sasquatchstrength.com
My Personal Trainer 2004 2010 $49,700 - $122,200 Jeffrey Stone (440) 838-8400 www.ohiomypersonaltrainer.com
The Joint 1999 2003 $211,400 - $339,900 Peter Holt (480) 245-5960 www.thejoint.com
RedLine Athletics 2013 2014 $400,000 Steven DeBiase  (480) 788-3506 www.redlineathletics.com
Fitness Together 1984 1996 $143,600 - $258,100 Matt Stanton (303) 663-0880 www.fitnesstogether.com
Epic Hybrid Training 2012 2015 $64,650 - $142,300 Alexander Nicholas (646) 450-2405 www.epicintervaltraining.com
Tough Mudder Bootcamp 2009 2018 $280,000 Will Dean (702) 706-1155 www.tmbootcamp.com
TruFusion 2013 2015 $1,495,930 - $3,640,400 Michael Borden (702) 982-2930 www.trufusion.com
My House Fitness Franchise Inc. 2009 2011 $115,445 - $213,298 Jen Wherrell (888) 524 4047 www.myhousefitness.com
Fit Body Boot Camp 2009 2011 $136,000 - $198,000 Lance Farrell (888) 638-3222 www.fitbodybootcamp.com
Charter Fitness 2002 2011 $577,708 - $1,201,802 Dan Collins (888) 827 9262 www.charterfitness.com
Endurance House 2007 2011 $411,850 - $647,750 Nick Gonino (904) 374-4725 www.endurancehouse.com
Tiger-Rock Martial Arts 1983 2008 $89,900 - $197,600 Bert Kollars (913) 725-0777 www.tigerrockmartialarts.com
High Altitude Personal Training 2009 2015 $261,270 - $365,520 Joey McDonald (928) 225-9707 www.haptonline.com
YogaSix 2012 2018 $283,300 - $452,800 Anthony Geisler (949) 346 9794 www.yogasix.com
Club Pilates Franchise 2007 2012 $167,967 - $280,446 Anthony Geisler (949) 346-9794 www.clubpilatesfranchise.com
Total Woman Gym + Spa 1965 2013 $860,500 - $1,483,500 Amanda Green (858) 217 3920 www.totalwomanspa.com
Kaia FIT 2004 2013 $34,000 - $99,765 Melissa Bruce  (757) 870-4488 www.kaiafit.com
Alkalign Studios 2015 2015 $168,250 to $491,000 Lizzie Hammerman (415) 952-7882 www.alkalignstudios.com
Row House Franchise 2014 2017 $257,700 - $400,800 Anthony Geisler (857) 702 2769  www.therowhouse.comfranchise
Planet Fitness 1992 2003 $969,600 - $4,242,500 Sara Grotheer (603) 750-0001 www.planetfitness.com
Regymen Fitness 2017 2018 $431,000 - $870,500 Donnie Jarreau (225) 256-4488 www.regymenfitness.com
LaVida Massage 2007 2007 $284,750 - $476,400 Mark Davis (248) 366 4611 www.lavidamassage.com
The Exercise Coach 2000 2010 $113,149 - $297,749 Brian Cygan (248) 847-3923 www.exercisecoach.com
Massage Green Spa 2008 2009 $170,000 - $282,000 Allie Mallad (248) 849-9600 www.massagegreenspa.com
Legacy Fit 2008 2014 $217,650 - $391,450 Denise Diaz (305) 469-4797 www.legacyfit.com
Fitness 1440 2009 2012 $100,000 - $837,000 Jason Alles (321) 948-5223 www.fitness1440.com
CKO Kickboxing 1997 2007 $112,997 - $378,447 Joseph Andreula (347) 335 0995 www.ckokickboxing.com
iLoveKickboxing.com 2009 2012 $214,944 - $559,494 Fredrik Mertens (516) 882 7182 www.ilovekickboxing.com
Max Muscle Sports Nutrition 1991 2001 $114,600 - $281,300 JON MEYER (530) 626-0239 www.maxmuscle.com
Burn Boot Camp 2012 2015 $142,330 - $349,150 Diamelen Splain (704) 763 7533 www.burnbootcamp.com
Self Made Training Facility 2010 2016 $263,982 - $725,737 Corey Jones (760) 505-4160 www.selfmadetrainingfacility.com
The Camp Transformation Center 2010 2016 $167,000 - $326,500 Erick Salgado (909) 325-6011 www.thecampfranchise.com
Hard Exercise Works 2008 2011 $136,273 - $466,483 Randall Greer (772) 529-0108 www.hardexerciseworks.com
Shred415 2011 2017 $423,480 - $920,800 Matt Micheli (773) 360-8228 www.shred415.com
EnVie Fitness 2012 2012 $84,600 - $292,900 Ryan Bernal (778) 549-4717 www.enviefitness.com
Get In Shape For Women 2006 2007 $71,412 - $172,675 Dave Dembinski (781) 812-2870 www.getinshapeforwomen.com
Tapout Fitness 2014 2015 $93,800 - $566,500 Marc Tascher (800) 598-8872 www.tapoutfitness.com
The Max Challenge 2011 2013 $146,868 - $295,592 Scott Ferrari (800) 670-0263 www.themaxfranchising.com
D1 Sports Franchise 2001 2015 $235,250 - $670,290 Michael Abramson (615) 224-8242 www.d1training.com
Legends Boxing 2013 2017 $276,852 - $472,128 Rob Scott (801) 471-6068 www.legendsboxing.com
Airtime International Franchise 2012 2014 $1,297,000 - $1,999,000 Samuel Lundy (248) 671-1700 www.airtimetrampoline.com
Blink Fitness 2011 2015 $606,800 - $2,119,288 Todd Magazine (646) 941-9248 www.blinkfitness.com
Xtend Barre 2008 2010 $162,785 - $516,870 Andrea Rogers (212) 240-9800 www.xtendbarre.com
Mayweather Boxing + Fitness 2018 2018 $199,850 - $566,300 James Williams (833) 629-9328 www.mayweather.fit
StretchLab Franchise 2015 2017 $171,375 - $290,625 Anthony Geisler  (949) 346-3000 www.stretchlab.com/franchise

DISCLAIMER: Our magazine is not an offer to sell a franchise, and is not directed to any reader to buy any franchises. The companies are not listed by rank. Our team carefully 
researched the listed information. The company information may change please make sure to check and contact the company directly.
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By Jesse Curry

W hew! What a way to end the 
decade and start a new one. 
While every new decade brings 
its own set of unique chal-

lenges and can create a bit of uncertainty 
for the future, history has taught me to 
embrace the new while staying wise of 
the past. This crazy start to 2020 reminded 
me of a popular quote, “never let a crisis 
go to waste.”

So, in that light, let’s talk fitness and 
franchising and how to not let this crisis 
go to waste. Whether you are an existing 
franchisee or exploring the possibilities of 
becoming a franchisee for the first time, 
you probably have a lot of questions. As 

you evaluate your future opportunities, my 
hope is that this article will address key 
questions or concerns you may have, while 
highlighting the potential opportunities of 
a fitness franchise.

QUESTIONS TO CONSIDER
● What is the current state of the fitness 

industry and what segments of the 
industry have the most opportunity?

● How can I capitalize on the upside of 
the COVID-19 environment?

● How do people feel about returning to 
their gym or studio?  

● How are people viewing their own 
personal health and well-being?  

● What future trends will differentiate 
one gym or studio from another?

● What role will technology play in the 
future of fitness?

● How innovative (i.e., sales, retention, 
digital technology, software, etc.) is 
the franchisor in this very competitive 
space? 

● What is the experience level of the 
franchisor’s leadership team?  

OPPORTUNITIES 
(Real Estate / Members / Employees)
REAL ESTATE: Today’s real estate market 
is drastically different than just a few 
months ago. Due to the rise of companies 
like Amazon and the impact of the 2020 
global COVID-19 shutdowns, businesses 
that could not adapt quickly are perma-
nently shutting their doors.
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It’s a New World 
Take advantage of opportunities in these unique times.

FITNESS AND FRANCHISING  



should negotiate with the franchisor to 
credit a portion of those expenses back 
to you. 

● In your franchise agreement, there will 
likely be a number of fees. It is wise to 
ask for those fees to be capped. You 
don’t want to leave any fees open-ended. 

JUST REMEMBER
If you remember just one thing after read-
ing this article, let it be this: “Never let a 
crisis go to waste.” Although the COVID-
19 pandemic has been turbulent and left 
us with a little uncertainty, it presents 
industry opportunities that we have not 
seen in years.  Don’t waste this moment, 
be prepared, and capitalize on the oppor-
tunity! w
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Tragic, right? Well, not necessarily. 
Remember what I mentioned previously, 

“never let a crisis go to waste.” I heard a 
great illustration of this in a conversation 
I had with an Olympic gold medalist. We 
were speaking about how he rebounded 
from setbacks and his response was epic. 
He stated that “every setback is an opportu-
nity in disguise… it’s all about perspective.”

So, with that, I say, location, location, 
location. Scower your area. Do you see 

any closed retail 
store fronts? Unlike 
a few months ago, 
you are now in the 
driver’s seat when 
it comes to real 
estate. Due to the 
current economic 
circumstances, the 
supply of available 
retail store fronts 

is growing rapidly while the demand for 
those spaces is on pause. Landlords will 
likely be more favorable in rent rates, free 
rent, and tenant improvement compensa-
tion. Over a 5- to 10-year period that can 
equal thousands of dollars in monthly and 
annual savings, which, of course, positively 
affects your bottom line.  
MEMBERS: An unforeseen but welcome 
opportunity resulting from the unfortunate 
circumstances of 2020 is the number of 
gyms and studios that have closed loca-
tions permanently due to the lack of fran-
chisor support, heavily leveraged credit 
lines, and insufficient cash reserves. What 
does this mean for you? Members! A smart 
digital marketing and advertising strategy 
along with local grass roots efforts and a 
strong social media presence is all you 
need to capture these newly orphaned 
members of now-closed operations. 
EMPLOYEES:  As a result of the industry-
wide closings, many gym and fitness studio 
employees will face unemployment. The 
silver lining for you as a fitness franchisee 
is the market will be flooded with very tal-
ented and experienced employees. As a fit-
ness employer, having your employees take 
a personality profile or predictive index 
profile is a great resource for furthering 

the interview process and selecting the 
best employees.  Look for top talent on 
your sales team. Strong sales results and 
healthy retention are the life blood of your 
fitness business.  

FINAL POINTS
Whether you are a franchisee purchasing 
additional licenses or a franchisee pros-
pect, remember, you never get a no if you 
don’t ask.
● Due to the current economic circum-

stances, ask your franchisor for an 
additional 30–90 day extension of 
your opening date per your franchise 
agreement. Pushing out your opening 
timeline will provide you with room to 
address the “what “ifs” and give you a 
bit more room for comfort.

● If there is a transfer fee (typically 25%–
50% of the existing franchise fee), ask to 
have that waived if an immediate family 
member takes over the business. This 
could save you thousands of dollars in 
transfer fees. 

● Travel-related expenses for training, 
etc., are pretty much guaranteed. You 

BUSINESS ADVICE

It’s a New World 

Jesse Curry has over 40 years of senior 
leadership in both the fitness and 
franchise industries. His participation 
with multiple franchisors rather than 
through employment or consulting 
has led to his success with brands like 
Massage Envy, The Joint Chiropractic, 
RedLine Athletics, and Eat The Frog Fit-
ness. He has been and is a franchisee 

and regional developer.  www.etffitness.com

DON’T WASTE 
THIS MOMENT, 
BE PREPARED, 
AND CAPITALIZE 
ON THE 
OPPORTUNITY!
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By Sara Jensen

T he number one fear that people 
have when investing in a home 
treadmill (or any piece of exercise 
equipment) is that they won’t use it.

You know the story. It gets delivered, you 
set it up and enjoy it for a few days, and 
then it sits and waits.

A few months down the road, you notice 
how dusty it has become and how much 
space it’s taking up. And you remember how 

much weight you were determined to lose 
by using it faithfully every day. But now, 
unfortunately, it doubles as a clothes rack.

Never fear. This article will help you 
make sure that doesn’t happen.

A treadmill provides the best overall 
cardiovascular workout, and it’s still the 
number one exercise machine for those 
who want to lose weight. So it’s an invest-
ment in your health that will pay large 
dividends—if you are prepared to get the 
maximum benefit from it!

Here are five easy ways to get the best 
use from your home treadmill:

01 Do Your Research First
Make sure you look at what each tread-

mill offers, and compare it to your unique needs.
For example, if you live in a condo and/or 

like things neat and clean, a folding treadmill 
might suit you best. If you want a folding tread-
mill, do you prefer a manual folding treadmill 
(like most folding treadmills) or do you want a 
shock-assisted folding treadmill with wheels 
on the bottom that’s easy to move?

If you like to drink water during your work-
out, make sure there’s a water bottle holder 
included in the treadmill console (it might 
surprise you how many treadmills do not have 
this feature).

Do you get bored easily and need a chal-
lenge? What about getting a treadmill with lots 
of user programs or one that is iFit compatible?

These things may seem little, and it might 
cost you a bit more, but if it means you’re actu-
ally going to enjoy your workout, it will be 
well worth it!

02 Place the Treadmill in a 
”Happy” Spot.

By happy, I mean well-lit, open, and stimulating. 
Don’t place it so you face the bare wall when 
you walk or run. I’ve tried this, and the workouts 
don’t last long! If you get bored easily, put it 
facing the television or a window where you 
can have an attractive view while working out.

Rooms and spaces have a definite feel to 
them, and that will affect the success of your 
workouts. Make sure your treadmill is placed in 
an area that makes you feel energized, happy, 
and mentally stimulated.

03 Get Your Exercise Arsenal 
Ready before the Treadmill 

Arrives.
Do you like listening to fast music when 
you exercise? Do you like watching your 
favorite movies? What about reading maga-
zines? What inspires you to work out and 
feel your best?

Get these things ready even before your 
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5 WAYS TO GET THE BEST USE OUT OF 

 Your Home Treadmill
These tips will help ensure your home treadmill 
gets a lot of use.



Freddy O’Pry, Franchise Development
Franchising is our business-Our only business
Phone (281) 342-7474

CONTROL YOUR FUTURE AS A FRANCHISED 
NUSPINE CHIROPRACTIC AREA REPRESENTATIVE
Own the rights to a geographical territory, hire 1-3 licensed 
chiropractors, open your very own franchised NuSpine Chiropractic 
Clinic(s), and offer NuSpine franchise licenses to other financially 
qualified prospective franchisees within your territory. 
Earn as much as $14,500 in the initial upfront Franchise Fee 
Commissions for each Franchise Fee sold as well as ongoing weekly 
Royalty Fee Commissions from EVERY franchised NuSpine Chiropractic 
Clinic within your own territory.

No industry experience necessary. Complete training and financing 
available for financially qualified Area Representatives.  

Go to www.franchisedevelopment.com/contact-us 
NOW while the best territories are available!

treadmill arrives and you’ll be three-
quarters of the way there. Have several 
workout or favorite CDs around. Get your 
favorite movies or shows on tape. Gather 
your favorite magazines.

By having an exercise stash around your 
treadmill, you’ll be inspired to workout, 
and you won’t be stuck running around 
looking for something to do when you 
want to start exercising.

Again, this may seem simple, but it 
works. Why do you think gyms have maga-
zines, televisions and CD players handy?

04 Make an Exercise Plan.
Before you start working out, try 

making a plan, a “roadmap to your rock-hard 
body” so to speak. By writing down how long 
and what kind of workout you’ll be doing in 
week 1, 2, 3, 4, etc., you’ll get yourself psyched 
up for success.

Remember that every time you workout, 
you are planting the seeds for the kind of 
dream body that you want.

By having a plan, you can see just how 
many seeds you’ve planted (and even how 
long it will take to start reaping the results)! 
Have fun with it, and you’ll be motivated to 
achieve your health goals (and get maximum 
benefits from your treadmill)!

05 Track Your Progress.
This is related to  no. 4, but it’s more 

of an ongoing thing. By tracking your prog-
ress every day, you get a major sense of 
accomplishment, which snowballs into even 
greater fat-burning results.

I suggest you have minimum goals like, 
“I’ll walk for at least 10 minutes,” or “I’ll do 
5–30 second intervals.” These are easy to 
do, and you’ll probably go beyond them, 
which will encourage you even further and 
heighten your sense of accomplishment.

And of course you’re also getting maxi-
mum benefit from your treadmill!

Those are five ways to get the best use 
from your home treadmill. Just remember 
that even a little bit of preparation will pay 
off large dividends in the long run.  w
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By Christina D. McAmis, Esq.

W e have all been operating under 
the COVID-19 pandemic since 
mid-March. Many of us, includ-
ing me, have been occupied 

by everything COVID—lockdowns, hand 
sanitizer, face masks, and in-home school-
ing—that we haven’t kept up with any of 
the other, normally interesting but not 
mind shattering happenings. Well hey, 
that is completely understandable. Due 
to all of these unprecedented events on a 
global scale, it has been a really difficult 
year. Even if your sales have boomed, your 
family has been untouched, and everything 
went right for you, this year has been tough, 
really tough. If you weren’t a lotto winner 

and everything didn’t go perfectly for you, 
this year could have been one of the most 
challenging of your life. 

Boom! Just like that, this year is almost 
over. What else happened while we have 

been, so to speak, behind the mask? Well, 
for one thing, the landscape of trademark 
law has been shifting. We are starting to 
see movement at the United States Patent 
and Trademark Office (USPTO) in the wake 
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the Trademark Landscape Shifted 
Supreme Court rejects “descriptive” argument.

WHILE YOU WERE MASKED,  
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landscape alters what marks make it to 
registry and who will be able to seize the 
opportunity and capitalize in this changed 
legal environment. Can you believe this 
sleeping giant went largely unnoticed? I 
can. Stay safe, stay sane, and Expand Your 
Brand!  w

of a Supreme Court of the United States 
ruling in United States Patent and Trade-
mark Office et al. v. Booking.com B.V., June 
30, 2020, decided shortly before the late 
Justice Ginsberg’s passing. 

The Booking.com case was the first tel-
ephonic oral argument the Supreme Court 
ever heard, showing once again how things 
have changed during this pandemic. The 
Booking.com case asks the fundamental 
question of whether adding a “.com” or 
other top-level domain name to a generic 
term will make a protectable mark. Why 
does it matter? Let’s start with the land-
scape of this case. 

The USPTO drew a strong boundary 
between a mark that is merely descrip-
tive, meaning that it doesn’t identify the 
source of the product but rather describes 
the product. There are some brand names 
that have lost their protected mark due 
to the brand name becoming descriptive 
rather than identifying. Some that come 
to mind include Band Aid, Slip ‘n Slide, 
Jet Ski, and (my personal favorite) Bubble 
Wrap, among many others. Booking.com 
sought protection by registering Booking.
com as a federally protected mark. The 
USPTO refused registration on the basis 
that “booking” is merely a descriptive term; 
adding the top-level domain name to the 
generic term does not make it identify the 
source of the goods or services. Under the 
previous rule, the top-level domain name 
did not create a protectable mark, and 
therefore the USPTO refused registration. 
In its decision, the USPTO stated that the 
top-level domain name merely signified 
the use of the phrase as a domain name.

 Booking.com appealed the case all 
the way to the Supreme Court, arguing 
that consumers who are familiar with the 
system would identify the domain name 
as the source of the services. Justice Gins-
berg, writing for the Court, held that the 
Booking.com mark was entitled to federal 
trademark protection, thus rejecting the 
long-standing USPTO rule against “.com” 
protection. Booking.com successfully 
argued that when consumers see “booking.
com” they think of the company specifically 
and not just booking services generally, 

and that although “booking” and “.com” 
are two generic terms, when they are put 
together, they identify the source of the 
booking services. The court held that the 
mark had to be considered as a whole not 
just the sum of the parts. Further, the court 
concluded that as only one entity has the 
right to use a domain name, consumers 
who are familiar with the offering would 
identify the domain name as the source 
of the services. 

This holding truly shifts the landscape 
for trademarks similar to Booking.com. The 
USPTO will be forced to issue federal reg-
istration and protections to trademarks that 
make the combination. Booking.com shows 
brands that there is a shift away from per se 
rules when it comes to combining generic 
terms with top-level domain names. Every 
application will need to be examined to 
determine whether the term identifies the 
source of the service or goods as indicated 
by the Supreme Court decisions. 

Thus the landscape shifted, all while 
we were busy behind our masks. It will be 
interesting to see how this change in the 
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the Trademark Landscape Shifted 
Ms. McAmis is a franchise attorney 
and CFE candidate. She is proud to be 
part of the Shelton Law & Associates 
Franchise Team. As part of the team, 
she works alongside clients offering 
guidance and support as they achieve 
their franchise goals. 
Shelton Law & Associates (SLA) attor-
neys have 50+ years of business consult-

ing, franchise, and trademark experience. Their knowledge 
facilitates an understanding of a large variety of businesses, 
services and technologies. They help businesses protect their 
brands through trademark, copyright, and business contrac-
tual transactions. These services allow SLA to “Expand their 
Brand®” through franchising.  For franchisors, SLA provides 
full outsourced in-house counsel. 
SLA additionally works with entrepreneurs buying franchises by 
assisting with business creation, industry evaluations, franchise 
disclosure document review, fairness factors, opinion letters 
and negotiations.
For more information or to schedule a customized consultation 
for your business, you can write to franchising@SLA.Law or 
call (866) 99-FRANCHISE.



WHAT MAKES US DIFFERENT?
●  New! Semi-Absentee Ownership Model.
 High Margin. Low Overhead

●  All the bells and whistles of an established
 brand with systems and support

●  Corporate runs 12 locations with over 150 
 employees, over $30MM in system-wide revenue

●  Large protected territories - 250K in population

●  30 corporate office employees to support 16 Franchisees

●  Quick Ramp Up, Highly scalable

●  Proven! 100% Recession-Proof Business

●  Majority of Franchisee Marketing Done In-House

●  New Executive Team: Operations, Development 
 and Marketing Best in The Industry!

Hire, Manage employees
Focus on Driving the business
Business B2B Networking

Results Driven
Sales and Marketing Mategerial/ 
Executive not “chunck in truck”

ROLE OF OWNER:

IDEAL CANDIDATE:

MINIMUM REQUIREMENTS
Networth: $150,000

Liquid: $50,000

Credit Score: 680+

SBA: Yes

ITEM 19:
AVE. CORP. REVENUE

531
TOTAL JOBS

AVE. FRANCHISE REV

301
TOTAL JOBS

$3,335
AVE. JOB

$145,648
LARGEST JOB

$1.732 MILLION

$3,335
AVE. JOB

$16,746
LARGEST JOB

$1.251 MILLION

New Franchisee Over
$100K in 1st 3 Months, 17 Jobs

Canada Franchisee
Over $1.2 Million
Total Revenue
in 2nd Year

TERRITORY CHECKS AND LEAD REFERRALS
franchisesales@unitedwaterrestoration.com  ●  (386) 492-6904

Our FranDev Team has over 70 years 
of Franchising Experience
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FEATURED FRANCHISES

MATHNASIUM

(888) 763-2604
fdsales@mathnasium.com
mathnasium.com/franchise

THE TUTORING CENTER

(562) 984-0430
shaunhagopian@tutoringcenter.com

www.tutoringcenter.com

BODY20

(970) 313-3603
info@bodytwenty.com
www.bodytwenty.com

EAT THE FROG FITNESS

 (800) 841-8363
franchise@etffitness.com
www.frogfranchise.com

DIVADANCE

(254) 307-2781 
HQ@divadancecompany.com
www.divadancecompany.com

SEND ME A TRAINER

(888) 286-9819
support@sendmeatrainer.com

www.sendmeatrainer.com/franchise

SEE PAGE 53 SEE PAGE 2 / INSIDE FRONT COVER SEE PAGE 3

SEE PAGE 5 SEE PAGE 4SEE PAGE 6



By Susan Boresow

I t’s no secret that the fitness industry 
took a hit in 2020, but it has also shown 
perseverance at the highest levels. 
Franchisors have worked day in and 

day out to keep franchisees operating at 
profitable levels, and franchisees have 
poured everything they have into keeping 
their gym- or club-going experience safe 
for all. The fitness industry as a whole had 
to quickly pivot to continue to provide a 
great workout experience during a health 
crisis, but it did so in a resounding fashion. 

Here are a few of the ways fitness fran-
chisors and franchisees have stayed strong 
in the face of a pandemic and kept mem-
bers working out:  

Going Where the Customer Is  
Both metaphorically and literally, fitness 
clubs everywhere have gone directly to 
their members, and even brought in some 
new members. We’ve seen many clubs shift 

classes to Zoom or Facebook Live so that 
the instructors can be in the living rooms 
of their members. 

We’ve also seen a move to an on-demand 
experience. With a younger generation of 
fitness club members, one that grew up 
on the Internet and playing video games, 
many gyms and clubs have introduced a 
virtual, on-demand experience. 

Additionally, in states where allowed, we 
saw myriad classes move outside to parks, 
rooftops, or in the streets. Clubs utilized 
any space they could to keep members 
and fans healthy and active. Many differ-
ent organizations in the fitness industry 
made sure that members never lost access 
to their trainers or to their beloved daily 
workouts. 

Comes Back Stronger  
Franchises are adapting to keep members safe.
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Shift to Contactless Fitness
For members who felt comfortable and 
craved the opportunity to get back into 
the fitness club of their choices, brands 
were quick to update their workouts and 
cleaning regimen to allow safe and sanitary 
access to the gym or club location. Trends 
seen throughout the industry that allowed 
franchisees to open safely include a more 
stringent and more frequent cleaning or 

disinfecting process, 
hand sanitizer sta-
tions throughout the 
club, introduction of 
a touchless check-
in process, moving 
equipment a mini-
mum of six feet apart, 
changing the work-
outs to rely less on 
shared dumbbells or 
kettlebells, and limit-
ing class sizes. We’ve 

also seen franchisors working with their 
franchisees to prepare trainers and instruc-
tors on how to teach a class with a mask on. 

The fitness industry has done a great job 
of keeping its member’s health and safety 
in mind in 2020, and research has shown 
no connection between infection rates and 
gym check-ins. 

A Positive Outlook for the Future 
The outlook for the industry is bright as 
fitness franchises across the country are 
anticipating a strong 2021. More than ever, 
people are looking to the fitness industry to 
help ease anxiety, get in better shape, and 
live a healthier lifestyle, and for an overall 
sense of community. Members of fitness 
organizations everywhere are yearning to 
get back to their routine, and the fitness 
franchise industry will be there for them 
with open arms. w

Susan Boresow, President of TITLE 
Boxing Club, started her career in fran-
chising with McDonald’s. After 17 years 
of learning from the best, Susan took 
her skills learned in the food industry 
to service-based and wellness brands, 
eventually leading her to TITLE Boxing 
Club in 2015 where her expertise in fran-
chising continues to shine.

THE FITNESS 
INDUSTRY HAS 
DONE A GREAT 
JOB OF KEEPING 
ITS MEMBER’S 
HEALTH AND 
SAFETY IN MIND 
IN 2020.
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By Sara Jensen

B rian La Cour and his book Start 
Here offer a revolutionary 
approach and innovative ideas 
toward helping established and 

new businesses and entrepreneurs to 
succeed in today’s competitive world. 
He is a seasoned global business advi-
sor, who has been helping hundreds of 
businesses over multiple decades at 
home and abroad to grow. He has also 
taught new business owners unique 
methods and approaches to grow and 
succeed rapidly. Based on his exten-
sive experience, La Cour has written 
a masterpiece to help readers under-
stand and learn how to start a business, 
tackle obstacles, and handle hurdles 
along the way. Keeping in mind the 
effects that the recent pandemic has 
had on the business world, La Cour 
is sharing his expertise and innova-
tive ideas with business owners who 
have endured loss. His advice has 
helped readers recover and run their 
businesses more efficiently and cost 
effectively than ever. 

COVID EFFECT
The world has been brought to a stand-
still. Beginning in February 2020, the 
United States experienced its worst 
macroeconomic shock since the 1930s. 
As a direct result of the arrival of severe 
acute respiratory syndrome coronavi-
rus 2 (SARS-CoV-2) and consequent 
measures to contain and mitigate viral 
transmission, real output was on pace 
to contract by as much as 8% in 2020, 
marking the worst economic contrac-
tion since 1932. With the S&P 500 
index facing its worst decline since 
the financial crisis of 2008–9 from 
February 19 to March 23 (–33.9%), the 

Start Here for Business Advice 
and Financial Help
In his book and his Post Pandemic Fund, Brian LaCour 
provides a path to success, even in hard times.

BOOK

median private sector forecaster was 
projecting that unemployment would 
reach 19.0% in May 2020, its highest 
level since the Great Depression and 
almost twice its peak in the aftermath 
of the 2008–9 crisis.

Now it is up to us to find ways to 
save ourselves and help all those who 
find no hope in what is left. La Cour has 
committed to donating proceeds from 
his book Start Here to a Post Pandemic 
Fund created by the International Fran-
chise Group. The fund will assist new 
business owners with initial start-up 
costs, as in franchise fees and lease 
deposits. The fund is also geared to 
assist current small business owners 
who are struggling to keep the doors 
open. It will not only help small busi-
ness owners with financial assistance, 
but the business owners will also have 
access to a business advisory service 
that would normally cost between 
$250 and $500 an hour at no charge. 
His book Start Here is currently available 
on Amazon and Barnes & Noble as a 
prerelease. The full release of the book 
on all national platforms is coming soon. 
Order here: https://bit.ly/BrianLaCour



36  FRANCHISE CONNECT  |  NOV-DEC 2020

Holly A Ford is the founder and CEO of 
international business brokerage Zarian
Firm and author of best-selling book 
Create Your Own Wealth—A Collection
of 2-Minute Topics on Franchising. Ford 
is a member of the Forbes Communica-
tion Council, contributor to 12 publica-
tions, and cohost of blog talk radio show, 
Pillars of Franchising. Ford's mission to 

"Empower Humanity with Creative Force" has ignited an initiative 
to leverage franchising worldwide  as a social entrepreneurial 
catalyst for global change.

By Holly A Ford

P lay it again Sam is arguably the most 
misquoted line in cinematic his-
tory. Cited from the 1942 romantic 
drama, Casablanca featuring Hum-

phrey Bogart and Ingrid Bergman, the line 
is actually, “Play it once, Sam. For old times’ 
sake.” Later Bogie, as Rick, says; “You played 
it for her, you can play it for me!” And thus, 
the repetition of the timeless classic; “As 
Time Goes By”.

Repetition of success in business is a 
certain indicator of wealth creation. And 
franchising specifically, with its ease of rep-
lication, is often a more stable option for 
companies and individuals who are trying to 
protect and grow their wealth. This has led 
to a greater sophistication in the multi-unit 

arena, where it is not uncommon for multi-
unit franchisees to be a larger and more 
experienced company than the franchisor 
they are investing in.

Typically, a multi-unit franchisee engages in 
an area developer agreement, which specifies 
the number of units that the multi-unit fran-
chisee will open, in what time period, and in 
what specific territory. This territory is almost 
always protected. Additionally, an individual 
franchise agreement between the franchisor 
and franchisee is consummated for each unit 
that is opened. Typically, there is a schedule 
or required time in which each individual unit 
must be opened under the umbrella of the 
area developer agreement. If the franchisee 
does not adhere to that schedule they can 
risk losing their rights to open any further 
locations under the agreement.

A multi-unit franchisee can be purchased 
by an individual, single-unit franchisee, but 
more often in recent years, that multi-unit 
franchisee is a corporation of its own. Many 
such corporations have multiple franchise 
brands in their portfolios and leverage a 
robust and often sophisticated backend, 
that is able to efficiently operate dozens, 
and sometimes even hundreds, of locations 
under one franchisor. Such corporations will 
typically only invest in well-established and 
proven franchise systems.

While a multi-unit franchisee requires a 
higher investment level, the benefits are 
numerous. These companies have much 
more stability and a higher expected rate 
of success as they don’t play all their cards on 
a single location. There are also significant 
benefits stemming from the efficiencies of 
having one back-end operational support 
for multiple locations.

Additionally, franchisors will often offer 
reduced fees and royalty breaks for multi-
unit franchisees to entice them to invest at a 
higher dollar amount initially.  For example, 
many franchisors will require that a multi-
unit franchisee pay an initial portion of the 
franchise fee for each location specified in 
the agreement to be opened.

This is similar to a deposit, but really it is 
a fee paid to keep other prospective loca-
tions off the market during the duration of 
the development period.

So, “just remember this” as time goes by 
“the fundamental things (still) apply” –wealth 
creation is most easily obtained by the rep-
etition of successful systems and procedures, 
which is most easily obtained through multi-
unit franchising. w
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Franchisors will often offer reduced fees and 
royalty breaks for multi-unit franchisees to entice 
them to invest at a higher dollar amount initially. 
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By Brian LaCour

B outique fitness is personalized and 
tailored fitness. Studios tend to spe-
cialize in a particular type of fitness 
and generally have small classes. This 

means that the instructor has more time to 
give you individual attention, ensuring greater 
individual results and membership retention. A 
boutique fitness studio is small, approximately 
700–3400 square feet, focuses on group exercise, 
and specializes in specific fitness areas. One 
of the incredible aspects of boutiques is their 
premium membership fees. 

TYPES OF BOUTIQUES 
Yoga. Yoga is a mind-and-body practice with a 
5,000-year history in ancient Indian philosophy. 
Various styles of yoga combine physical pos-
tures, breathing techniques, and meditation or 
relaxation. Since yoga studios have low square 
footage requirements, a good rule of thumb is 
roughly 20 square feet for every practitioner. This 
estimate takes into account a two-by-six-foot 
mat and still allows appropriate space per person.
Spinning. A spin class is traditional in its 
approach to teaching, simulating road cycling 

on the fitness focus and equipment require-
ments. However, you need to make sure you do 
everything right. If you choose the wrong loca-
tion or messaging, charge the wrong prices, or 
pay for ineffective marketing, you risk losing your 
dream. If you have experience with real estate 
selection, strategic marketing, and are efficient 
at building business models, congratulations! 
You may have the knowledge and skill set to 
develop your own brand. Those of you who may 
not have the experience or skill, fret not. If you 
possess basic business skills that can manage 
and motivate a team, have sufficient financial 
resources, and are willing to follow the blueprint 
of a proven business model, then there are sev-
eral fitness franchises brands with great support 
staff to choose from at each investment level.  w

The field of boutique fitness offers a variety of options.
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IS BOUTIQUE FITNESS FOR YOU?
BOUTIQUE 
FITNESS STUDIOS 
CAN BE HIGHLY 
PROFITABLE. 

Brian LaCour is a certified franchise 
consultant. He has more than 20 years 
of business leadership experience in 
driving fiscal results, strategic plan-
ning, saving costs, increasing revenue, 
streamlining processes, and developing 
top performing teams. LaCour’s passion 
for helping people led him to the role as 
president of the International Franchise 

Group. Call LaCour at (561) 502-7283 or email him at blacour    
@internationalfranchisegroup.com.

with endurance rides, 
hills, and sprints. A 
highly effective way 
to build cardiovascular 
strength and endur-
ance. Designed for all 
ages and fitness levels, 

spin offers a challenging 60-minute ride with 
fun energizing music. Fitness minded individuals 
find it a perfect opportunity to get their heart 
pumping while they burn some serious calories.
Boxing. Boxercise is an exercise class based 
on the training concepts boxers use to keep 
fit. Classes take a variety of formats like shad-
owboxing, skipping rope, hitting pads, kicking 
punchbags, push-ups, shuttle-runs, and sit-ups. 
Many boxing boutiques provide actual boxing 
fighting techniques which individuals can use 
for self-defense. Boxercise is appealing to many 
since boxing provides an extremely effective 
workout that tones, builds muscle, and burns 
body fat. 

Boutique fitness studios can be highly prof-
itable. You can expect to turn a profit within 
6–18 months. The average investment for a 
successful fitness business ranges from as low as 
$150,000 and as high as $700,000, depending 
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By Sara Jensen

T o lose weight and get in shape, you 
must have a good diet and exer-
cise regularly to burn fat. First, just 
because you are burning calories 

does not mean you are burning fat. Your 
main focus when you exercise should be 
losing body fat, and you can’t lose body 
fat just from burning calories. When we 
exercise, our bodies will start burning calo-

ries, but the calories 
that are burned are 
the calories from 
carbohydrates in 
our system. To 
burn calories from 
your stored fat, 
your body requires 
oxygen. There is a 
certain amount of 
oxygen that your 
body needs to start 
burning fat, and the 
only way to mea-
sure the amount 
needed for your 
own body is to keep 
up with your target 

heart rate during exercise. If you continue 
to burn only calories from carbohydrates, 
you will lose mostly water weight, which 
leads to a decrease in your metabolism. 
Also, think of the calories burned from car-
bohydrates as your energy calories. If you 
lose too many energy calories, then your 
muscles will not receive enough energy to 
increase your metabolism, which indirectly 
burns fat. Therefore you must increase your 
calorie intake when you are on an exercise 
program to replace your burned energy 
calories.

Not all exercise is alike.

BURNING FAT 
V. BURNING CALORIES

YOUR MAIN 
FOCUS WHEN 
YOU EXERCISE 
SHOULD BE 
LOSING BODY 
FAT, AND YOU 
CAN’T LOSE 
BODY FAT JUST 
FROM BURNING 
CALORIES.
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EXPERT ADVICE

BURNING FAT CALORIES DURING 
EXERCISE
During aerobic exercise, your body goes 
through several stages before it reaches 
the point where you are burning fat. You 
will hear people say that you are burning 
only sugar (carbohydrates) not fat during the 
first 10 minutes of exercise. This is true to 
a certain extent. You will continue to burn 
sugar past the 10 minute mark if you are not 
working out hard enough for your body to 
want more oxygen, or you are working out 
too hard, and you can’t supply your body 
with enough oxygen for burning fat. When 
you exercise, you must move at a steady 
pace (not too fast, not too slow) so your body 
will use your stored fat (not carbohydrates 
or sugar) as its energy source. Just because 
you reached the fat burning stage does not 
mean you will stay there. Staying at the fat 
burning stage once again depends on if you 
are moving at a pace that is right for your 
body. Make sure that you are within your 
target heart rate range.

BURNING FAT CALORIES AT REST
The only way to continue to burn fat calo-
ries hours after you have finished working 
out is through the anaerobic exercise of 
weight training. Weight training is the key 
to burning fat at rest. Weight training is 
an anaerobic activity that will cause you 
to burn more calories than aerobic exer-
cise. The calories that you are burning 
during weight training exercises are mostly 

calories from carbohydrates (meaning you 
must eat even more calories per day for 
energy); but the calories you burn at rest 
are mostly calories from fat. You burn fat 
at rest because weight training increases 
your metabolism, which uses your stored 
fat as energy.

To make your body the ultimate fat burn-
ing machine you must do aerobic (cardio) 
and anaerobic (weight training) exercises. w
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By David N. Smith

W hen I eat out, I want it to be spe-
cial; consequently I don’t eat 
out often. You may have seen 
advice on how to shave calo-

ries at restaurants, but really, do you want 
to pay high restaurant prices for undressed 
salads and plain steamed vegetables? If not, 
how then can you solve the dilemma of too 
many calories when you eat out?

Here are seven tips for getting the 
calories out of restaurant meals 
while still ordering your favorites.

1. SAY NO TO SUPER SIZING. 
The size you ordered is already too big. 
Stop super sizing and you’ll save money. 
Better still, order one dinner and ask for 
an extra plate. Many restaurants will do 
this for a dollar or two, and it’s well worth 
it. Then share the meal with your friend 
and you split the cost straight down the 
middle. Another option is to order from 

the so called “appetizer” menu. Two people 
could order three entrees, one dessert and 
split the whole thing and it’s still a ton 
of food!

2. SKIP THE BREAD AND ROLLS. 
Many family restaurants still serve a bread 
basket with your meal. Unless it’s a fresh 
baked loaf or some really special bread, just 
skip it. You don’t need to fill up on ordinary 

bread when you’re paying good money for a 
meal. Just ask for it to be taken away if you 
can’t resist, but frankly, you’re an adult, you 
can resist, if you want to. You can simply 
choose not to put a roll on your plate. Try 
it just once, and see if you don’t walk out of 
that restaurant feeling strangely powerful.

If you can’t skip the rolls, at least skip 
the butter. That’s right. Eat it plain. Whole 
grain bread is delicious all by itself.

   
 7 TIPS TO GET CALORIES 
OUT OF RESTAURANT FOOD
What to avoid when eating out.
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HEALTH

3. STOP ORDERING DRINKS. 
Soft drinks are a huge cash cow for restau-
rants. For pennies they sell you a squirt of 
syrup and carbonated water and act like 
they’re doing you a big favor by only charg-
ing you $1.29 for a giant 64-ounce soda. 
Start saving those dollars. Especially if 
you’re ordering “to go” skip the drink. If 
you’re eating it there, ask for water, or at 
least switch to diet drinks. Never drink “fat 
pop.”

4. SLOW DOWN. 
You Eat Too Fast! What’s the rush? Take 
your time, savor the moment, enjoy the 
flavors. A big part of getting in touch with 
your hunger signals and learning to eat 
what really will satisfy is learning to recog-
nize the subtle signs of hunger. You won’t 
know when you’re approaching satisfaction 
if you’ve gobbled everything down in five 
minutes. Take a bite then notice how many 
times do you chew before you start wanting 
to swallow? Once, twice? Make an effort 
to chew your food and your body will be 
much happier. A very large part of diges-
tion begins in your mouth, not to mention 
you’ll get much more pleasure if you let 
the food linger.

5. TRIM VISIBLE FAT AND SKIN. 
I know, you really love the skin. Of course 
you do; it tastes good. It should; it’s pure 
fat. Do you want to get leaner, or do you 
want to eat fat? You choose. I never eat 

chicken skin and never eat the visible fat 
hanging off a steak, good taste or no. You 
have to decide what you want more, the 
second’s worth of pleasure of a yummy 
taste, or a lifetime of carrying around an 
extra 40 pounds? I know this is counter 
to the low carb crowd’s belief that fat is 
good, carbs are evil, but I’ve maintained an 
80-pound weight loss for 18 years without 
dieting, and I don’t eat visible fat or skin. 
Enough said.

6. ASK FOR A DOGGIE BAG AT 
THE BEGINNING OF THE MEAL. 
When the food is served, immediately por-
tion off some to take home for tomorrow. 
Most restaurants in the U.S. serve way too 
much food. There is no law you have to eat 
it all. Do this frequently and soon you’ll 
find you’re getting an extra lunch out of 
that meal.

7. GET A COPY OF THE BOOK 
RESTAURANT CONFIDENTIAL. 
Michael F. Jacobson and Jayne Hurley help 
you check out how many calories you’re 
really eating. If you eat out frequently and 
you carry extra weight, then that’s probably 
the problem right there. This little book can 
help you realize why it seems you don’t eat 
that much yet you can’t lose any weight. 
Hardees recently introduced a new burger 
that clocks in at just under 1,200 calories 
all by itself! Now that’s frightening.

If you really want to get a handle on 

your weight problem, look first to where 
you eat, second at what you eat, and third 
how much you eat. Where, What and How 
Much? Try these steps choosing one tip at a 
time, and see how easily you can take some 
of the calories out of restaurant food. w
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HOME EQUITY LOANS
By Mary McHugh

A home equity loan is among the 
most popular home loans avail-
able. It is a second mortgage 
loan with characteristic prop-

erties of a secured loan. Its popularity 
has attracted many people to the home 
equity loan. In general, equity loans have 
not triggered many complaints. However, 
home equity loans have two sides. Hence, 
a detailed analysis of the home equity 
loan is essential to differentiate its fea-
tures. The cross analysis of the pros and 
cons of the home equity loan helps to 
avoid stepping into these home loans 
with false expectations.

PROS
The benefits of the home equity loan usu-
ally outweigh other secured and unse-
cured loans since it is a risk-free loan for 
the lender. The home equity loan provides 
maximum amount, in proportion to the 
value of the equity. For good houses situ-
ated in high demand locations, home equity 
lenders provided high appraisals of up to 
125%. Most cases bring at least an 80% 
appraisal. 

An attractive inter-
est rate is another 
advantage of home 
equity loans, usually 
a fixed rate.

The most pro-
nounced benefit is 
the tax deduction. 
The amount taken as 
a home equity loan 
below $100,000 
is exempted from 
the tax payment. 
Hence, the equity 
loan can be used 
to raise money for 
any purpose such as 
emergencies, debt 

consolidation, medical bills, home improve-
ments, education, or any personal reasons. 

The repayment schedule of the home 
equity loan can be 10 years or more, even 
up to 30 years. 

Moreover, home equity loan processing has 
become easy and less time consuming with 
the introduction of the Internet and online 
lenders. The verification of the title deed and 
the credit score are usually the time-consum-
ing steps. However, in the online processing, 

these verifications have become limited, and 
the home equity loan approval is done in a 
minimum period of time.

CONS
However, home equity loans are not devoid 
of cons. One of the major cons is the risk of 
losing your favorite home if you default in the 
payments. The lenders will not be bothered 
much about the repayment because they can 
foreclose on the property. Hence, the bor-
rower is advised not to take out a large home 
equity loan. 

Home equity loans are also not advanta-
geous for people at the beginning of their 
career since they cannot easily shift their posi-
tion if they have a liability. However, people 
close to taking their pension also cannot 
manage a long-term home equity loan. 

For home equity loans, borrowers have to 
keep in mind the fact that the long repayment 
schedule will cost you more in interest. If you 
are unlucky, home prices will drop, and when 
you sell the home, it will be a loss.

It is clear that home equity loans will be 
advantageous for the ability to take out a 
larger loan amount. However, you have to 
be careful about the interest rate and other 
conditions involved in the deal. w
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Consider your situation before signing up for these loans.

PROS AND CONS OF 

THE CROSS 
ANALYSIS OF 
THE PROS AND 
CONS OF THE 
HOME EQUITY 
LOAN HELPS TO 
AVOID STEPPING 
INTO THESE 
HOME LOANS 
WITH FALSE 
EXPECTATIONS.
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By David N. Smith

Who would forget the ever-famous line of Peter 
Parkers' grandfather, “With great power comes 
great responsibility”? The society expects Spider-
man, a comic book, TV, and movie superhero, to be 

responsible for saving his town, or even the world, in some 
instances, because he has superpowers.

In all the episodes, he never let us down. With the power 
he possesses, he makes sure to be responsible in using it for 
the good of the people around him.

Leadership is not at all different from being a superhero. Yes, 
you may not have superpowers like Superman and Spiderman, 
but you have the authority to lead other people toward success. 
This is so much greater and stronger since it is a power that 
can be used by real people in this real world.

Hence, being a leader requires a great sense of responsibility, 
the second quality a successful leader should attain.

The power to lead your people toward your vision comes 
with responsibilities like making sure they are on the right 
track, being aware of each and every one’s tasks and mistakes, 
and putting them back on the right track when they get lost.

Who said it is easy to be a leader? Well, it is not. It comes 

with tons of responsibilities. True leaders are willing to accept 
them all.

Sometimes it makes us feel better to blame somebody or 
something else when things go wrong. However, this should 
not be practiced, especially by a good leader!

A leader should take full responsibility for a task—not just 
before he takes it on, but also after it has been accomplished. 
As much as he is responsible for his team’s success, he should 
also be responsible for any failure. He represents the whole 
team, so whatever happens to it, he is the one responsible.

Making excuses and blaming something or someone else 
for failed jobs is not a quality of a good leader. What he 
should do, instead, is to accept that something went wrong 
with the organization, even if it is not directly his fault. It is 
normal to make mistakes. In fact, mistakes are opportunities 
to learn something better.  A leader must ensure that the 
team members learn from these mistakes and that these 
errors will not be repeated.

You may not have full control over other people and are 
not expected to have full control over their actions, but you 
have full control of your own reactions. Knowing what to do 
over unexpected and unpredictable situations will make you 
responsible, hence giving you the feeling of power.  w

BUSINESS ADVICE

Excuses and blaming play no role in leadership.

A LEADER SHOULD 
TAKE RESPONSIBILITY 
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By David N. Smith

Here are seven ways you can 
instantly access your natural 
creativity and create anything 
you like.

01 Think like a Child. As adults we tend to 
think in a conditioned way aimed at 

showing how clever we are. Yet, as children, 

we were simply spontaneous and far more 
creative in our thinking. To recapture your 
childhood curiosity, allow yourself to just 
wonder at things, to be completely present 
in the here and now, and to detach yourself 
from what you thought was real.

02 Make New Connections. To be inno-
vative doesn’t require a univer-

sity degree; it simply requires making a 

connection between existing ideas. For 
instance, did you know that ice cream was 
invented in 2000 B.C., yet it took another 
3900 years for someone to come up with 
the idea of a cone? It’s when you take two 
seemingly unrelated items and use the spark 
of creativity that genius happens.

03 Be a Little Illogical. It is a peculiarly 
Western trait to want to tie things 

up in neat bundles. We prefer solutions to 
problems, and answers to questions. To be 
creative, you need to be comfortable with 
things that don’t fit. The Eastern tradition is 
more in tune with incongruence. As in this 
Zen koan, or problem: what is the sound of 
one hand clapping?

04 Laugh More. Tom Peters says that 
the creativity of a workplace can be 

measured by a laughometer, i.e., how much 
workers laugh. Humor is one of the great-
est creative devices. It jolts us out of our 
normal patterns and puts ideas together 
that shouldn’t go together. It has been found 
that after listening to comedy tapes, students’ 
ability to solve problems rises by 60%.

7 Keys to Your Creative Genius
 Stalled? Try these tips to move in a new direction.
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05 Think Outside Your Limits. Many of the 
products we take for granted today 

are the result of people thinking outside 
their limits. John Lynn recalls attending a 
computer conference in the 1980s, when 
someone joked that the next thing they’d 
be thinking of would be computerized doors. 
When he went back to the same hotel 20 
years later, all the doors used computer-
programmed key cards.

06 Adopt and Adapt. To be creative doesn’t 
require blue-sky thinking. You can 

still be creative by adapting what works 
elsewhere. An American airline that wanted 
quicker turnarounds on their flights adopted 
the techniques of Formula One pit crews. 
Another source of ideas is nature. Georges 
de Mestral adapted the way certain seeds 
stick to clothing and invented Velcro.

07 Remember Your Dreams. Dreaming and 
daydreaming can create a rich seam 

of ideas, because that’s when we relax and 
let the subconscious mind work by itself. The 
Roffey Park Management Institute calls this 

“washing-up creativity” because most flashes 
of inspiration come when we are walking 
the dog, sitting Archimedes-like in the bath, 
or washing up.

Apply these seven creative thinking tech-
niques and make them part of your daily 
thinking, and I guarantee that new solutions 
to your problems will open up to you with 
ease and speed.  w

7 Keys to Your Creative Genius

By Kimberley Daly

C andidates are always questioning the value of royalties in a 

franchise. So, let me try this analogy. Why do you pay member-

ship dues at a gym? You pay dues for access to all that the gym 

offers: training, expertise, classes, amenities, not to mention 

the camaraderie and social aspects of belonging to a club. When you 

quit the gym, what do you get to take with you? The body you were 

building while you were paying dues and a member of that club. So 

why do franchisees pay royalties? For access to all the franchisor has 

to offer: training, expertise, advanced learning, vendors, technology, 

not to mention the camaraderie and social aspects of belonging to a 

business that is a brand. When you leave the franchise, what do you get 

to take with you? The equity you were building while you were paying 

dues and a franchisee of the franchise. In both scenarios, you get out 

what you put in, but you pay for what you have access to. Royalties, 

then, are like membership dues.

The Value of Royalties
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The Most Personalized Group Training in the world! 
Combining the best of personal training with group fitness

Our co-founder, Olympic Gold Medalist Bryan 
Clay, readily admits that the biggest difference 
between him and everyone else was his team. 
Trainers, nutritionists, coaches, and sports psy-

chologists all influenced his training over his almost 20-
year professional career. To reach new heights in your fit-
ness and performance, you also need expert guidance. 

Eat The Frog Fitness is the only personalized group 
training program that combines athletic-inspired training 
and the science of your body to achieve incredible results.

Live Coached & Virtual In-Studio Training
Eat The Frog Fitness is known for our live-coached and 
virtual in-studio sessions - offered 24 hours a day, 7 days 
a week. Most recently, we launched Frog On-The-Go for 
members to workout from the comfort of their homes. 

Minimal Staffing
In-studio virtual sessions eliminate coach-led sessions 
up to 50% per day, reducing your overall payroll expenses 
since the studio can remain open with no staff needed - 
all while you are fully operational during non-peak hours. 

Technology Driven Company
With custom heart rate technology (no one-size-fits all 
algorithm here), 24/7 access, best in class security, global 
delivery of workouts, a proprietary algorithm to deliver 
personalized workout training plans, and the Eat The Fit-
ness app - we use technology to deliver the most person-
alized workout experience available. 

Immersive Experience
With oversized IMax style screens, it is easy to follow 
along with the session instruction. Plus, lights and music 
change to match suggested heart rate training zones for a 
fully immersive experience unlike anywhere else. 

Our Equipment 
Our world-class equipment consists of Concept 2 rowers, 
Kaiser spin bikes, TRX bands, Trigger Point Foam Rollers, 
Alpha Sand Bags, and the Nubell weight system, all of 
which are low impact, biomechanically sound, and pow-
ered by your body - reducing your initial investment and 
long term maintenance costs. 

Position In The Market – Net Promoter Score
Our membership experience is reflected in our world-class 
Net Promoter Score®, or NPS®, which measures customer 
experience and predicts business growth. We are very 
proud of our 90+ average and believe it is a positive indi-
cator of Eat The Frog Fitness's future growth.

Industry trends favor boutique Fitness. 
Over the last five years, consumers who reported being 
members of boutique studios grew by 121%, significantly 
more than the 18% growth experienced by commercial fit-
ness facilities over the same period (IHRSA). 

22619 SE 64th PL
Issaquah, WA 98027

1 (800) 841-8363
franchise@etffitness.com
www.frogfranchise.com

EAT THE FROG FITNESS
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101 Plaza Real South
North Unit 210
Boca Raton, FL 33432 

(970) 313-3603
info@bodytwenty.com
www.bodytwenty.com

BODY20 

In the Global Pandemic, One Fitness Franchise Concept is 
Taking Advantage of Its Unique Position in the Market.

BODY20, the leading Electro-Muscle Stimulation (EMS) Fitness Concept in 
the United States is enjoying record growth due to its Pandemic Proof Business Model

T here are very few significant technological break-
throughs in fitness, especially one as fundamental 
as how the human body builds strength and muscle. 
BODY20 is disrupting the $90 billion dollar fitness 

industry and is going to change the way people workout let-
ting EVERY.BODY.UNLEASH their full potential. Using the pro-
prietary BODY20 electro-muscle stimulation (EMS) training 
method BODY20 can give its clients the benefit of a 2 hour full 
body workout in just 20 minutes with no needs for weights or 
added resistance.  Even more importantly, in a time when so 
many gym-goers and group fitnesss buffs are shunning their 
crowded gyms and classes for at home workouts, BODY20 is 
thriving due to its one-on-one private EMS training model.  A 
business model, that through its revolutionary technology, al-
lows its members to build strength and muscle without even 
touching a single piece of gym equipment and while maintain-
ing a safe distance between trainer and client.

While BODY20 and EMS workouts are new to the United 
States, they are wildly popular across Europe with over 1,700 
EMS Fitness studios in Germany alone. So why aren't there 
thousands of EMS studios in the United States? With recent 
FDA Clearance of the BODY20 devices, the company believes it 
is only a matter of time before EMS will be as common place 
in the United States as Pilates, Barre, and HIIT workouts.

Considering opening a BODY20 Studio and want to know if 
it’s right for you? Are you obsessed with fitness? Are you driven, 
motivated and a self-starter who wants to jump on board with 
the future of fitness technology? Are you a leader or entrepre-
neur looking for something more? Well, you’ve come to the 
right place. BODY20 is looking for high performance minded 
and motivated individuals with a passion for fitness and the 
requisite business experience. While not required we focus 
on management experience, sales experience and a strong 

understanding of service businesses. Prospective franchisees 
must have liquid capital in excess of $100,000 and be ready to 
make a full time commitment.

So while Humans have built muscle the same way for thou-
sands of years…….. lifting heavy objects. BODY20 has a better 
way. With no strain on tendons, ligaments, or joints, BODY20 
allows its customers to get 36,000 muscle contractions in just 
20 minutes while building muscle, burning fat and toning up. 
If you want to be part of the fitness future and love the idea 
of working for yourself while also helping people look and feel 
great, BODY20 would love to talk to you about joining their 
growing team of Independent Franchisees.
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DivaDance
Dance choreography classes for adults.

T he mission of DivaDance is to change lives while in-
spiring confidence and building community through 
dance choreography classes for adults! Now in 20 
cities across the country (and a robust online class 

offering), DivaDance makes dance class accessible, inclusive, 
stress-free, and FUN. The DivaDance franchise is a unique 
model with no required facility build out or long term lease, 
as DivaDance franchise owners identify local partnerships 
and facilities where they can consistently hold classes such 
as rec centers, children’s dance studios, community cen-
ters, and even Jazzercise facilities! This makes the initial 
investment even more accessible and the model recession-
resilient. Founded by former music executive, Jami Stigliano, 
DivaDance was created after she left a dance class at a fa-
mous New York City studio - feeling frustrated by the stress-
ful and competitive environment. Determined to redefine 
the dance class experience for those who aren’t Broadway or 
Beyonce-backup bound, she began curating her own classes 
for Manhattanites looking for a fun way to do what they love 

and to find community. While weight loss and health/fitness 
goals are a benefit of dance cardio classes, DivaDance focus-
es more on body positivity, inclusivity, and the self-care ben-
efits of committing to dance as a lifetime hobby. And fran-
chisees are loving what this does for the ladies in their area. 
Says Rashaida Melvin, owner of DivaDance Washington, DC, 

“I wanted to be a part of an inclusive dance community, one 
that is completely free of competition and welcomes every-
one. I have danced since the age of 3 and I love being able to 
provide community for people with varying ranges of dance 
experience. As an adult, especially in DC, it is easy to get 
lost in professional (and personal) goals. At every class, we 
are able to offer ourselves and our clients a break from real-
ity and an opportunity to invest in themselves.” DivaDance 
Franchising is headquartered in Austin, Texas and actively 
looking to expand to even more cities nationwide!  The to-
tal investment necessary to begin operation of a DivaDance 
Franchise is between $41,100 and $57,600. This includes 
$28,000 that must be paid to the franchisor.

3823 Airport Blvd, Ste D
Austin, TX 78722

(254) 307-2781 
HQ@divadancecompany.com
www.divadancecompany.com

DIVADANCE HQ
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Own the World’s #1 Math Tutoring 
Center for Under $150K 

Mathnasium 
offers a low-
cost investment, 
simple startup, 

and a solid business model 
with a successful track 
record. For less than $150K, 
you’ll receive an exclusive, 
protected territory, the 
Mathnasium@home online 
learning system, extensive 
training, and ongoing 
national and regional support 

— no math or education 
background required.

You’ll gain access to our 
proprietary assessments, 
curriculum, and methodology, 
which have been 
continuously honed by math 
and education experts for over 40 years. You will 
also have access to our web-based math tutoring 
service, Mathnasium@home, which took three years 
to develop and provides the same live, individualized 
instruction as the in-center learning experience.

As a franchise owner, a startup specialist will help 
you with every aspect of getting your business 
up to speed. Throughout the life of your franchise 
agreement, a dedicated franchise business consultant 
and online support systems will foster long-term 
success. You’ll learn how to take advantage of our 

proven marketing system, with its cost- effective tools 
and easy-to-execute strategies.

Mathnasium’s global brand represents quality and 
excellent customer service. Our Net Promoter Scores 
(a highly regarded measure of customer satisfaction) 
are the best not only in our own industry, but across 
multiple industries. 

Mathnasium’s mission: Teach children math so they 
understand it, master, and love it. Math can change 
their lives, and they can change the world.

*Grades K-1 optional

5120 W. Goldleaf Circle 
Suite 400
Los Angeles, CA 90056 

(888) 763-2604
franchisedev@mathnasium.com
mathnasium.com/franchise

MATHNASIUM
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5400 College Blvd.
Overland Park, KS 66211

(517) 388-1608 
www.franchise.titleboxingclub.com 

TITLE Boxing Club, International  

TITLE Boxing Club Franchisees Find Success 
Helping Others Life Their Best Life

Boxing Fitness Franchise Engages Members with Life-Changing Fitness Experience

T ITLE Boxing Club was established in 2008 as a pioneer 
in the boutique fitness space. Over the years we’ve 
taken the oldest sport in the world and shaped it into 
something new and exciting and uniquely ours. Our 

boxing and kickboxing classes engage the body, mind and spir-
it by channeling the fundamentals of a true boxer’s workout. 
Our members have become so passionate about their fitness 
family through TITLE Boxing Club and the workout they receive, 
we call classes at our clubs The Best Hour of Your Day.

We are known for being a high-quality, premium concept 
that offers life-changing fitness experiences to members and 
tremendous potential for growth and ROI to franchisees. Our 
franchisees make a great living while helping others live their 
best life.

Our leadership team has unprecedented franchising experi-
ence that is put to work for our franchisees every day. At TITLE 
Boxing Club, you’re truly getting access to the best people and 
the best partners. We understand that when you’re running a 
business, you need someone in your corner.

As a franchisee, your success is our success! You don’t need 
experience running a business, and you certainly don’t need to 
be a boxer. We can show you how to make a great living help-
ing others live their best life while creating passionate, loyal 
members that champion your cause.

We understand an important component of our franchisees 
achieving their personal and financial goals is receiving ongo-
ing support from our support team. That’s why we are in your 
corner from day one. We help you navigate the pre-opening 
process so you launch your TITLE Boxing Club strong. We’ll give 
you guidance and support on all of the important decisions. 
Our team provides franchisees with real estate, design and 
construction, training, marketing and operations support. 

In 2020, TITLE Boxing Club has shifted its franchise sales to 
best suit prospective franchise partners. While there’s been 
an emphasis on health and wellness and a high demand for 
franchise ownership, the franchise has offered several virtual 
Discovery Days and virtual training so new owners can open 
successfully when restrictions in their area begin to ease.
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4300 Long Beach Blvd.
Suite 510   
Long Beach, CA 90807

(562) 984-0430
shaunhagopian@tutoringcenter.com
www.tutoringcenter.com

THE TUTORING CENTER FRANCHISE CORP
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Which approach do you prefer 
for your child?

Sus acepta cor mi, saectatqui nus mo quae parcias 
velland erumque ma none sim nullore pelecul 
lignime nderae pe velitas rae cus est landae 
labore que nis acerore mostibus et volende 

ssuntia nes et volo cus, nuscil minctas audi vellabo. 
Nequi blaborum et labore sequi natusam, nis cusa que sit 
fugia inctem nos cus, ommoles aliquae audist, im auda 
aut aut quam et faccupta a deliatiuris ad ulles doluptae 
sitecuptaqui cupturibus, tem que aut endia veriberro to 
magniscia in consequi nis et, as ut esed quis est, tecus 
rendam aut ad moditiam etus poreicabore magnis et 
pereptatat volessus samet harum sunt mollori oreici 
simust hil et exceprem evenis moloriam, que consedigni 
de qui sinusto dellab ipientur, te nonsent ut oditatur 
sequatur? esti volorep eliquam eatquod istrum volupta 
speroruptur? Tet, quist volorumquate nonsequ atemosam, 

earum rende nimagnates ex essinve lenisquibus, id 
maioreperunt lam qui voluptasi beaquasperro il event aut 
voluptaquunt ipiendaes mos estis nonse omnitatur, sed 
utetur mosti dolupta cus plitio dolutaspid quo moluptati 
te proritam faccum audanisin num esci totatem quat 
ut odit il il iducimi lliqui que niae volorehent occabori 
dolenim volorio riaturit pedissit adi vit ullam non nates 
exeriaest vit, quis ut laudandus nobitate min rerchilia vel 
iur sustibus, occum faccupta exerchi cipsae eruptatem 
quundae rae volupta sam aut volorit aesequibus 
soluptatum et dolo verae pa int as nimagnihicid quis 
volluptaspe nost laboreperit molorerum quodia quiscim 
usanien imodigenecae volentioria dolut moloriam, que 
consedigni de qui sinusto dellab ipientur, te nonsent ut 
oditatur sequatur? esti volorep eliquam eatquod istrum 
volupta speroruptur? Tet, quist.

4300 Long Beach Blvd.
Suite 510   
Long Beach, CA 90807

(562) 984-0430
shaunhagopian@tutoringcenter.com
www.tutoringcenter.com

THE TUTORING CENTER FRANCHISE CORP

ONE-TO-ONE
INCREASED

DISTRACTION!

The Tutoring Center® Franchise, Invest in Yourself and the 
Children of your Community. 

Entrepreneur Franchise 500 Ranked #37 in 2020, Top Franchises Under 100k 
Join us and start changing children’s lives… Forever! 

ONE-TO-ONE INSTRUCTION
Rapidly Increase Academic Skills 
Research-Based Educational System 

Increase Concentration Span 
All Ages and Abilities 

Increased Confidentiality 
Proven Programs  

Character Development 
Build Confidence in the Classroom 

Improved Test Taking Skills 
Improved Grades 

Improved Behavior 
MORE FUN!

The Tutoring Center® utilizes the most effective 
research-based educational system in the industry. 
One-to-One Instruction, combined with The 
Rotational Approach to Learning™, provides 
students with the best instruction in the business…. 
And best of all, children love it!


The Rotational Approach To Learning™ was first 
developed with the goal of helping children with 
attentional, behavioral and learning disabilities like 
ADD and ADHD. Research has shown that all 
students, who learned in 30- and two 15-minute 
increments in different locations with different sets of 
materials and One-to-One Instruction, dramatically 
maximized their academic performance and 
concentration. But don’t take our word for it: In 
2006, the University of California at Los Angeles 
(UCLA), which houses one of the finest psychology 
departments in the world, heard about The 
Rotational Approach to Learning™ and what it 
was doing for children all across the United States. 
Here is a summary of the results:  

The Rotational Approach to Learning™:  
The Real Deal  
Thomas Murray Ph.D.,  
UCLA Department of Cognitive Psychology 
September 2006, revised for 2011  

“In summary, from the standpoint of cognitive 
science and the primary recommendations made 
by the newly formed IES, The Rotational 
Approach to Learning is far ahead of most 
educational endeavors applying the best 
cognitive science has to offer. Our study of The 
Rotational Approach to Learning strongly 
indicates that The Tutoring Center has the most 
effective, reliable, and most predictable system 
for academic improvement in the private after-
school learning industry.”
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ITEK Construction & Consulting
Full-Service Construction

ITEK Construction is a full service construction 
company, located in Herndon Virginia. Established 
in 1994 with a clear strategy of continuing growth, 
as a general contractor, ITEK Construction, Inc. has 

built a solid reputation of stability and exceptional cli-
ent services. Our quality and satisfactory services are 
the reason why a large percentage of our business is 
with repeat clients who place their trust in us. We are 
committed to providing the necessary resources to 
complete the project on time and within budget de-
spite the many challenges that are encountered. We 
manage all aspects of the commercial construction 
process. Our talented and loyal staff is the core of our 
success. Our team has broad skills and experience in 
construction estimating, management, and project de-
velopment.

ITEK believes that every client should enjoy a fin-
ished project with their expectations surpassed. The 
owners are integrated in the construction process. We 
continue to be recognized for our top-notch construc-
tion workmanship, superior commercial construction 
services to our clients, highest level of safety stan-
dards and contributions to our community.

ITEK has been exceeding the established goals in 
almost every instance. Pursuing satisfaction of our cli-
ents in the construction industry, we tackle each chal-
lenge with safe, reliable and innovative solutions.

CORE VALUES
We believe that fostering relationships, constant pur-
suit of excellence, community responsibility and ethi-
cal behavior yield the highest quality of work. Project 
success is determined by understanding our clients 
needs, business objectives, and even their competitive 
markets, in order to accurately define their real project 
needs and constraints.

We believe that the highest quality work and cus-
tomer satisfaction result from adherence to these val-
ues.

SKILLS & KNOWLEDGE
We approach every project with one goal in mind; to 
exceed client’s expectations. We are able to achieve 
this goal because we hire the finest talent, manage 
every detail, imagine the unknown and articulate it for 
others, translate the new ideas into concrete forms 
and set one of the highest quality standards in the 
commercial construction industry.

APPROACH
Organizations demand fast and efficient projects that 
do not interrupt their business operations. At ITEK, 
project success is determined early on, sometimes 
even before actual work begins. We continually seek 
alternatives that will reduce the cost and duration of 
each project, while maintaining clean, safe and unob-
trusive construction sites. We seek to understand the 
foundations of our clients’ criteria for decision making.

627 Carlisle Drive
Herndon, VA 20170

(703) 261-6663
oyazgan@itekconstruction.com
www.itekconstruction.com

ITEK CONSTRUCTION INC.
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A Franchise Opportunity from the Future
In-Home & Live Online Personal Training

Send Me a Trainer is the first in-home and live 
online personal training on-demand fran-
chise that is redefining the fitness franchis-
ing industry.

With over a decade of experience managing an 
in-home personal training service, Send Me a Trainer 
has developed proprietary cutting-edge technology 
that streamlines business operations.

Starting a Send Me a Trainer franchise is simple 
because it doesn’t require a physical location, expen-
sive equipment, or any construction.

With proprietary technology, low startup costs, 
and the ability to work from home, Send Me a Trainer 
offers franchise partners a unique and exciting busi-
ness opportunity.

651 N Broad St
Suite 205 #819
Middletown, DE 19709

+1 (888) 286-9819
support@sendmeatrainer.com
www.sendmeatrainer.com/franchise
      @sendmeatraine

SEND ME A TRAINER

@sendmeatrainer

In-Home & Live Online Personal Training

@sendmeatrainer

In-Home & Live Online Personal Training
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IT IS ESTIMATED THAT 
THERE ARE OVER 

201,000
FITNESS CLUBS 
AROUND THE WORLD.

FROM A REVENUE 
STANDPOINT, 

THE FITNESS AND 
HEALTH INDUSTRIES 

ARE GROWING 
AT A RATE OF 

8.7% 
PER YEAR.

SOURCE: STATISTA

THERE ARE 

713,000 
FITNESS CLUB 
EMPLOYEES IN 

THE US.

IN THE US,

39% 
OF CITIZENS 

ARE CURRENTLY 
REGISTERED 

AS A GYM CLUB 
MEMBER.

30% OF 
FITNESS STUDIOS 
SPEND LESS 
THAN $1,000 
ON FITNESS 
EQUIPMENT 
ANNUALLY.

SOURCE: STATISTA

69% 
of employees 
are more likely 
to stay for 

3 YEARS 
if they 
experience 
great 
onboarding.

THERE ARE OVER 180,000 FITNESS CLUBS, 
ESTIMATED TO HAVE EARNED $84 BILLION 
FROM THEIR 145 MILLION MEMBERS.

RECENT REPORTS PROJECT THAT BY 2030, HALF OF ALL ADULTS 
(115 MILLION ADULTS) IN THE UNITED STATES WILL BE OBESE.
SOURCE: AMERICAN HEART ASSOCIATION

MORE THAN 12% OF NEW GYM MEMBERS JOIN IN JANUARY.

The United 
States, Germany, 
and the United 
Kingdom have the 
highest number 
of FITNESS CLUB 
memberships.

83% OF PEOPLE WOULD BE HAPPY TO 
PROVIDE A REFERRAL AFTER A POSITIVE 
EXPERIENCE…

86% of consumers are willing to pay 
up to 25% more for a better 
customer experience.

THE GOAL OF 

90% 
OF GYM GOERS IS 
TO "LOSE BELLY FAT"
SOURCE: IHRSA



Looking to
franchise your 

business?

Looking to buy
a franchise?

Don’t get lost. We can help.

Fixed Fees. No Billable Hours.

YOUR OUTSOURCED IN-HOUSE COUNSEL
(866) 99 FRANCHISE

Helping You "Expand Your Brand®"

WWW.SLA.LAW



Our expertise and knowledge of franchise specific lending, combined with our full-service banking 

capabilities, enables us to create solutions that fit your unique needs. 

• Customized solutions for acquisitions or buy-outs 

• Lending and real estate expertise for expansions and new construction 

• Equipment financing for new purchases and upgrades 

• Payment solutions to manage your business and cash flow effectively 

• Employee benefit solutions 

• Insurance options to help protect your investment1  

See what we can do for your business. Stop by your neighborhood branch or contact us at  

1-800-724-6070 or mtb.com today.

Helping franchises thrive     
is important. 

Equal Housing Lender. 
1  Insurance products are offered by M&T Insurance Agency, Inc., not by M&T Bank; are Not FDIC insured; not a deposit in, obligation of, nor insured by any federal government agency; not guaranteed or underwritten by the bank; not a condition to the provisions 
or terms of any banking service or activity.

All loans and lines of credit are subject to receipt of a complete M&T application, credit approval and other conditions. Other terms, conditions, fees and restrictions may apply. 
Unless otherwise specified, all advertised offers and terms and conditions of accounts and services are subject to change at any time without notice. After an account is opened or service begins, it is subject to its features, conditions, and terms, which are 
subject to change at any time in accordance with applicable laws and agreements. Please contact an M&T representative for full details.
©2019 M&T Bank. Member FDIC.  20435 (3/19)   
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