
The Largest Global Franchisor of Boutique Fitness Brands



https://youtu.be/3VtNmPpUOhA
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LEGAL DISCLAIMER
The information contained in this presentation is provided solely for the purpose of acquainting the readers with Xponential Fitness, Inc. (the “Company,” “Xponential” or “we”) and its business operations, strategies and financial 
performance.  This presentation and any accompanying oral statements is not an offer to sell nor is it a solicitation of any offer to buy any securities and conveys no right, title or interest in the Company or the products of its 
business activities. 

Nothing in this presentation constitutes an offer of securities for sale in any jurisdiction where it is unlawful to do so. This presentation does not constitute an offering of securities that will be  registered or qualified under the 
Securities Act of 1933, any United States state securities or “blue sky” laws of the securities laws or any other jurisdiction. 

                      Cautionary Note Regarding Forward-Looking Statements

This presentation contains forward-looking statements that are based on current expectations, estimates, forecasts and projections of future performance based on management’s judgment,  beliefs, current trends, and 
anticipated financial performance. These forward-looking statements include, without limitation, statements relating to expected growth of our business; projected  number of net new studio openings; anticipated industry trends; 
projected financial and performance information such as system-wide sales; projected annual revenue, Adjusted EBITDA and other statements under the section “2023 Outlook”; our competitive position in the boutique fitness 
industry; and ability to execute our business strategies. Forward-looking statements involve risks and uncertainties that may cause actual results to differ materially from those contained in the forward-looking statements. These 
factors include, but are not limited to, our relationships with master  franchisees, franchisees and international partners; difficulties and challenges in opening studios by franchisees; the ability of franchisees to generate sufficient 
revenues; risks relating to expansion into international markets; loss of reputation and brand awareness; general economic conditions and industry trends; and other risks as described in our SEC filings, including our Annual 
Report on Form 10-K for the full year ended December 31, 2022 filed by Xponential with the SEC and other periodic reports filed with the SEC. Other unknown or unpredictable factors or underlying  assumptions subsequently 
proving to be incorrect could cause actual results to differ materially from those in the forward-looking statements. Although we believe that the expectations reflected  in the forward-looking statements are reasonable, we cannot 
guarantee future results, level of activity, performance, or achievements. You should not place undue reliance on these  forward-looking statements. All information provided in this presentation is as of today’s date, unless 
otherwise stated, and Xponential undertakes no duty to update such information, except as  required under applicable law. 

                    Market Data and Non-GAAP Financial Measures

This presentation includes statistical and other industry and market data that we obtained from industry publications and research, surveys, studies and other similar third-party sources, as well as our estimates based on such data 
and on our internal sources. Such data and estimates involve a number of assumptions and limitations, and you are cautioned not to give undue weight to such data and estimates. We believe that the information from these third-
party sources is reliable; however, we have not independently verified them, we make no representation as to their accuracy or completeness and we do not undertake to update the data from such sources after the date of this 
presentation. Further, our business and the industry in which we operate is subject to a high degree of risk and uncertainty, which could cause results to differ materially from those expressed in the estimates made by the third-
party sources and by us. 

We use certain non-GAAP financial information in this presentation, such as EBITDA, Adjusted EBITDA and adjusted net income (loss), to evaluate our ongoing operations and for internal planning and forecasting purposes. We 
believe that non-GAAP financial information, when taken collectively with comparable GAAP financial measures, is helpful to investors because it provides consistency and comparability with past financial performance, and 
provides meaningful supplemental information regarding our performance by excluding certain items that may not be indicative of our business, results of operations or outlook. However, non-GAAP financial information is 
presented for supplemental informational purposes only, has limitations as an analytical tool, and should not be considered in isolation or as a substitute for financial information presented in accordance with GAAP. In addition, 
other companies, including companies in our industry, may calculate similarly titled non-GAAP measures differently or may use other measures to evaluate their performance, all of which could reduce the usefulness of our non-
GAAP financial measure as tools for comparison. We seek to compensate such limitations by providing a detailed reconciliation for the non-GAAP financial measures to the most directly comparable financial measures stated in 
accordance with GAAP in this presentation. You are encouraged to review the related GAAP financial measures and the reconciliation of the non-GAAP financial measures to their most directly comparable GAAP financial measures 
and not rely on any single financial measure to evaluate our business. In addition, we are not able to provide a quantitative reconciliation of the estimated full-year Adjusted EBITDA for fiscal year ending December 31, 2023 without 
unreasonable efforts to the most directly comparable GAAP financial measure due to the high variability, complexity and low visibility with respect to certain items such as taxes, TRA remeasurements, and income and expense 
from changes in fair value of contingent consideration from acquisitions. We expect the variability of these items to have a potentially unpredictable and potentially significant impact on future GAAP financial results, and, as such, 
we also believe that any reconciliations provided would imply a degree of precision that would be confusing or misleading to investors. 
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Anthony Geisler
Founder & CEO
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|   Key Takeaways

Key Strategic Partnerships 

Drive Brand Awareness 

and Lower Customer 

Acquisition Costs

With Scale Comes 

Expanding Profitability: 

Targeting 40-45% Adj. 

EBITDA Margins

Operational Efficiencies 

Yield 20-25% EBITDA 

Growth

Opening 500+ Studios 

Annually & Increasing 

AUVs = High Visibility 

Growth Trajectory



https://youtu.be/9g_nMsXi274

Please visit the link below to watch video
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2,636

817
1,082

1,510
1,790

2,126

2,892

North America International

$370 $422
$477

$287

$446

$522
$561

2017 2018 2019 2020 2021 2022 Q2 2023

Run-Rate AUVs
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Accomplishments Since IPO

Jul. 22, 2021 XPOF prices Initial Public Offering

Oct. 13, 2021 Acquires tenth brand, Body Fit Training

Nov. 4, 2021 Announces partnership with LA Fitness

Mar. 2, 2022 Launches XPASS Nationwide

Apr. 18, 2022 Debuts new digital platform Xponential+

Apr. 21, 2022 Announces partnership with lululemon and MIRROR

Sept. 12, 2022 Announces exclusive license agreement with Princess Cruises

Nov. 10, 2022 Launches Xponential+ functional training experiences in partnership with Aktiv

Jun. 6, 2023 Renews partnership with lululemon

Sept. 6, 2023 10 brands, 2,850+ studios, 21 countries
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Anthony Geisler
Founder & CEO

8 Years at Xponential

21 Years of Industry Experience

John Meloun
CFO

5 Years at Xponential

24 Years of Industry Experience

Sarah Luna
President

8 Years at Xponential

15 Years of Industry Experience

Ryan Junk
COO

6 Years at Xponential

28 Years of Industry Experience

Key:  Franchised

Experienced Management Team With a Successful 
Track Record in Fitness Franchising 
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Chelsea A. Grayson
Director

Brenda Morris
Lead Director

Mark Grabowski
Chairman

Anthony Geisler
CEO, Director

|   Board of Directors

Jair Clarke
Director

Xponential Strategic Initiatives: Technology Digital Marketing Supply Chain Health & Wellness
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1) International Health, Racquet & Sports Association (“IHRSA”) Research, “2022 IHRSA Global Report.”

2) From 2015 to 2019.

More rapid growth 

compared to the 

overall $97B global 

health & fitness club 

industry(1)(2)

Affluent, engaged, 

loyal consumer 

seeking a 

differentiated 

experience 

Supportive 

community of 

coaches and 

consumers offers 

accountability, 

personalized 

attention and social 

interaction

Structured,

class-based offering 

in a specific fitness 

modality 

Instructor-led fitness 

classes in an 

intimate retail studio 

space 

What is Boutique Fitness? 
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Franchisor 

Franchisor grants franchisee a license to operate 
under its IP (for XPO, the 10 brand banners), and 

provides knowledge and support to the franchisee. 

Franchising: Scalable, Predictable and Profitable

Franchisee

Capital Light High Recurring Revenue Scalable

Franchisee pays the franchisor an upfront fee, ongoing 
royalties (7%+ of sales), tech/marketing fund/other 

fees, and equipment/retail vendor rebates in exchange 
for this right to operate and the support received.
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Access to Xponential 
Help Desk 7 days/week

Optimize studio prototype 
and investment cost

Real estate identification 
and site selection

Studio-level operational 
framework and best practices

Instructor and studio-level 
management training

Pre-sale support

Data-driven analytical tools to 
support marketing strategies

Member acquisition and 
retention

Ongoing monitoring and 
support to promote success

We Support Franchisees Every Step of the Way

Grand opening
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North America

1) Azoth Analytics, 2022. 

+12.2%
’22E - ’27E Global Boutique 

Fitness Market CAGR

~$54Bn
2022E Global Boutique Fitness 

Market Size

~$97B
2027E Global Boutique Fitness 

Market Size

+12.6%
’22E - ’27E North America 

Boutique Fitness Market CAGR

~$20Bn
2022E North America Boutique 

Fitness Market Size

~$36B
2027E North America Boutique 

Fitness Market Size

Large and Growing Boutique Fitness Industry(1)

Global
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Typical
Consumer:

1) Pricing is based on a minimum threshold that franchisees must charge to customers. Average excludes StretchLab which typically prices between $34-$104 per session for an 
8x per month recurring membership.

2) Data represents North American studios as of June 30, 2023, unless noted.
3) Per Buxton, as of August 30, 2023.

Our Consumer Base

Majority Female, 20 - 60 years old

5% male in ’19, 11% today

Bachelor’s degree
 

Household income of $160K+ annually(3)

Recurring memberships, or walk-in classes

4x, 8x or unlimited classes/month memberships

8x membership: average price of $14-$26 per class(1)

XPASS and XPLUS multi-brand access membership

690K+ growing membership base

90%+ of members on recurring memberships

Average spend of $135/member/month

Consumers
can purchase:

Active membership
base:



141) Based off of Club Ready membership agreement start and end dates.

Customer Loyalty

$1.6K
Average Customer

Lifetime Value

11.5 Mo 
Average Length of

Customer Relationship(1)



151) McKinsey & Company, 2022. “Still feeling good: The US wellness market continues to boom.”
2) Based on average customer spend of $135 per month and average annual household income of $160,000, as of August 30, 2023.

of US consumers report wellness 
is a top priority(1)

of average monthly income 
Xponential customers spend on their 

memberships(2)

Aspirational 
Luxury

Capturing
Entertainment

Dollars

Workouts are Affordable for our Customers and 
Integral to their Lives



16

Consistently Strong and Growing Member Base Despite 
Multitude of Macro Shocks over Previous 3+ Years

0

100

200

300

400

500

600

700

800

Jan-20 Jul-20 Jan-21 Jul-21 Jan-22 Jul-22 Jan-23

Total Members Actively Paying Members

Jun-23

3/31/20
WHO 

declares 
COVID-19 
pandemic

3/16/22
Federal Reserve 
enacts first of 11 

interest rate 
increases

5/31/21
COVID-19 

Delta 
Variant is 

named

7/26/23
Federal Reserve enacts 
11th interest rate hike in 

a row, putting the 
federal funds target 
rate at 5.25-5.50%.

2/24/21
Biden 

extends 
National 

Emergency 
Declaration

3/16/20
Nationwide 
overnight 
shutdown 

of all 
fitness 

locations

1/15/22
US media 

starts 
mentioning a 

possible 
recession

01/31/20 
First travel 

ban 
enacted
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Membership 
Cost Per Month 

Other 
Monthly Costs 

Community Accountability
Class Schedule and 

Modality Variety

Digital Home 
Work Out

$13 - 241 Equipment ü

Big Box Gym $38 – 752 Upcharge for 
classes

ü

Personal Trainer $400 - 1,2003 Equipment, 
Membership

ü

Privately Owned 
Studios 

$160 – 3204 Upcharge for 
peak times

ü ü

$135(5) $0 ü ü ü

1) Peloton Website (https://www.onepeloton.com/membership).
2) Statista https://www.statista.com/statistics, 4 /1360459/cost-monthly-gym-membership-usa-state/, accessed August 23, 2023.
3) Assumes $50-150 per hour, 2x a week, 4 weeks a month.
4) Assumes $20-40 per session, 2x a week, 4 weeks a month. 
5) Reflects average monthly spend per active member.

Xponential: A Differentiated Offering for 
Consumers

https://www.onepeloton.com/membership
https://www.statista.com/statistics/1360459/cost-monthly-gym-membership-usa-state/
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Fads come and go, but 
core fitness activities last 

forever 

Modalities may 
evolve, but remain 

relevant

2009

2017

1992

Diversity of concepts 
provides a hedge against 

short term shifts in consumer 
preferences

This is Not a Fad

Enduring Relevant Diverse

Boxing concepts remain 
relevant decades later
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1,348

844

370 366
312

225
161 124 104 74 64 60 49

0

500

1000

1500

2000

2500

XPO Orange
Theory
Fitness

F45 Burn
Bootcamp

9 Round Stretch Zone CorePower Barre3 Title Boxing
Club

Solidcore Bar Method Rock Box
Fitness

SoulCycle Barry's

1) Source for non-Xponential brands: Company websites accessed on July 21, 2023 and/or IHRSA 2022 global report. For F45, updated as of Q3 2022 earnings released on November 14, 2022.

Xponential is the Largest Global
Franchisor of Boutique Fitness

Total US Studios Open(1)

2,491



201) All data as of June 30, 2023.

2,892
Global Studios Open

+36% vs. 2021

$1.2B+
LTM System-Wide Sales

+72% vs. 2021

690K+
Total Members
+55% vs. 2021

$283M
LTM Revenue
+83% vs. 2021

$90M
LTM Adj. EBITDA
+230% vs. 2021

5,800+
Global Licenses Sold

+33% vs. 2021

Xponential Highlights
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1) All data as of June 30, 2023.
2) Quarterly Run-Rate AUV (“average unit volume”) is calculated by taking the average sales during the quarter for all traditional North America studio locations that are at 

least 6 months old at the beginning of the respective quarter, and where sales are not equal to zero, and then multiplying that number by four.
3) Represents the average across all open studios. 

Key Studio Performance Metrics 

45.6M
LTM Total Visits(3)

+54% vs. 2021

15%
13Mo+ Same Store Sales

4.5M
LTM Classes Held(3)

+25% vs. 2021

$561K
Q2 2023 Run-Rate AUVs(2)

+26% vs. 2021
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Installed Base Supports 74% of System-Wide Sales; 
Installed Base is Still Growing Rapidly

of Q2 2023 
LTM SW Sales 

stem from 2020 
or earlier 
cohorts

74% 

of Q2 2023 
LTM SW Sales 
stem from pre 
2019 cohorts

45% 
16%
SSS% for stores 

36mo+ old

$389 

$560 

$443 

$710 

$1,033 

$1,218 

2018 2019 2020 2021 2022 Q2 23 LTM

North America Systemwide Sales by Cohort

Pre 2019 2019 2020 2021 2022 2023
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https://www.clubindustry.com/fitness-studies/industry-revenues-increased-members-decreased-2008
https://www.clubindustry.com/commercial-clubs/industry-figures-remained-steady-2009
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On loan size of $300K, a 1% interest rate change 
represents $3K, or ~0.5% of AUV(1)

Franchisee Access to Capital via Long Term Partners  

Full Financing

~8.5% Current 
Interest Rates

Amerifund Navitas SBA Lenders

Full Financing

~8.75-9.75% 
Current Interest 

Rates

Full Financing

~7-12% Current 
Interest Rates

1) Based on Q2 2023 Quarterly Run Rate AUV. Quarterly Run-Rate AUV (“average unit volume”) is calculated by taking the average sales during the quarter for all traditional North America studio locations 
that are at least 6 months old at the beginning of the respective quarter, and where sales are not equal to zero, and then multiplying that number by four.



251) Consists of 316 signed leases for studios not yet opened, and another 140 LOIs. In some instances, studios may enter into multiple LOIs and/or leases in the process of opening.
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4%

1

Chart Title
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As Brands Grow … U.S. TAM Continues to Expand

At IPO

TAM Open Units

Today Increase

TAM Open Units TAM

966

629

710

633

126

14

1,692

759

961

819

347

59

+75%

+21%

+35%

1) Reflects U.S. TAM and U.S. open units only.
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Key Strategies for Growth

Expand Operating 
Margins and Drive 

Free Cash Flow 
Conversion

Drive System-Wide 
Same Store Sales 

and Grow Average 
Unit Volumes

Sell and Open 
Studio Base Across 

All Brands 
Internationally

Sell and Open 
Studio Base Across 
All Brands in North 

America
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M&A
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o

o

o

o

o

o

o

o

o

o

o

o

o

o

https://www.ihrsa.org/about/media-center
https://www.statista.com/topics/1141/health-and-fitness-clubs/#topicOverview
https://clubsolutionsmagazine.com/2019/06/do-you-really-know-who-you-are-selling-to/
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Targets

Target Modalities

Health & 
Wellness

Boutique
Fitness

Growing Enduring Simple Operating Model 1500-2000 sq/ft

IV Drip

Chiropractic

Holistic Wellness Services

Massage

Hormone Therapy

HIIT Product

Boot Camp Product

Private Training
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• Sustainable, compelling brand 

• Globally scalable and does not cannibalize 

an existing brand 

• XPO has good runway to become #1 leader 

in the modality 

• 1,500 to 2,500 square foot box

• Creates viable synergies 

Acquisition Process: Identifying Targets

Grow Acquired Brand AUV 
&  Ramp Store Count 

• Vast number of independently owned 
studios

• Ability to observe concepts over time, 
ensure viability

• Mentorship approach – shape target prior 
to acquisition 

Target Rich Environment Stringent Acquisition Criteria 
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Buying & Building Xponential’s Brands

Acquire Integrate Franchise Grow

Acquire Boutique 
Fitness Brand

4-Person Team: 
President

Chief Marketing Officer 
National Sales Director 

Director of Training 

Refine Brand IP; 
Prepare Retail; 

Marketing Materials

Build Core Customer 
Profile (Buxton)

Refine FDD

Plug into franchise 
sales network

12 Person Full-Time 
Franchise Development 

Team + Access to ~1,000 
Franchise Brokers

Real Estate Selection

Lease Negotiation

Pre-Sale Focus

Membership Model

Dedicated 
Franchisee Support 

at Every Step



Operational Overview



https://youtu.be/YVDoQVh0EJk
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Ryan Junk
COO



36

Find 
Franchisees

Drive
Openings

o Assist with site selection

o Support studio buildout

o Establish member base through presale 

o Multi-pronged marketing process

o Screen & select candidates

o Franchisee onboarding

Xponential’s Playbook Drives Revenue Growth

Grow AUV

o Refined playbook

o Studio level instructor & management training

o Ongoing operational training and support

o KPI monitoring, extensive data analytics & communications
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Finance

Leveraging Synergies Across Brands by Creating Shared 
Services and Departments

Real Estate

Human Resources

Warehouse

Technology

Strategic Partnerships

Accounting

Construction

Legal

Retail

MarTech

Franchise Development
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Marketing: Franchise License Sales

Organic 
Advertising
& 3rd Parties

BrokersExpert
Team



39

Developed Franchisee Selection Process

Rigorous Franchisee Selection Process Allows Us to 
Onboard the Best of the Best 

54,000 Franchisees Leads Processed  

12,000 Applicants 

6,000 Applicants Pass Screening 

1,500 Applicants 
Granted Approval

1,050 Purchase a 
Franchise 

1. Xponential franchise for sale lead statistics from 2020 to 2023.
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Site Selection Process Allows Xponential to 
Leverage Its Resources Across All 10 Brands 

Streamlined Site Selection Process

Extensive Lease Experience

Simple Setup

Big Data Insights via Buxton
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KPI Monitoring and Education via Dashboards

Dashboards Reports



International
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Sarah Luna
President
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1) IHRSA Research, “2022 IHRSA Global Report.”
2) As of June 30, 2023. Includes the United States and Canada.
3) As of June 30, 2023.
4) Does not include units on Princess Cruise ships.

•

•

•

Visibility to +2.9x 
Growth
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1) Does not include Princess Cruises.

2) Net of terminations.

3) Reflects the number of licenses for studios which have already been sold, but not yet opened, by master franchisees under MFAs.
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•

•

•

•

•

https://www.researchgate.net/publication/366646203
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1) All data as of June 30, 2023.

•

•

•

•

•



Omnichannel Approach
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B2B Partnerships and 
Promotional Opportunities:

Driving Lead Generation and 
Member Retention

Digital Experiences

Non-traditional Locations

Aggregators

Product Partners

Holistic Wellness

Branded Events

B
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n
d

 
E
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n
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B
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A

m
p
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rs



52

Driving Studio Utilization and System-wide Sales

?

96%Brand Direct
Memberships

Retail
Aggregators

Healthcare

Corporate
Wellness

3.2%

.8%

0%

$$$
System-wide

Sales

1) 2023 YTD Visitation Rates.

XPO Visits % (1)

Untapped Opportunities
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Frictionless Access to All Xponential 
Brands on One Platform

Earn Rewards for Daily Fitness

Achieve Streaks and Unlock Rewards by 
Visiting Studios or Walking 5,000 Steps Daily

Access Partner Perks such as Mental 
Health, Apparel and Healthy Foods

Find and Follow Friends and Compete on 
Leaderboards 

Compete Within In-app Games to Win 
Cruises and Cars 
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XPLUS Applications Available to Consumers 
via Individual or All Access Subscriptions

Accommodates All Schedules and 
Geographies – Anytime, Anywhere

Provides Extensive Selection of Digital 
Workouts from All 10 Brands

Drives Retention and Engagement – 
Consumers are Connected to our Brands Even 

When They Can’t Make it Into the Studio

Opportunities for 3rd Party Marketing Directly 
On the App

XPLUS International Rolling Out Across Many 
of our International Regions

Our Virtual, On-Demand Class Content Platform



Marketing & Technology
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Everywhere,
All at Once 
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Local 
Agency 

Integrated Systemwide Approach to Marketing

Old Model New Model

National Agency 

National Agency 

Local Agency Local Agency Local Agency 
Local 

Agency 

Local 
Agency 

Local 
Agency 

National Agency 

Local 
Agency 

Local 
Agency 

Local 
Agency 

National Agency 

Local 
Agency 

Local 
Agency 
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Helping the Biggest Global Brands Grow Through Relevance

30+ Markets 
Served

1,800+ Employees
Daily Consumer Attention

Media Creative

Analytics Strategy

Production

Influencers

E-commerce

Consulting
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B2B
Partnerships

Marketing Flywheel 

Increased Brand 
Visibility

More Marketing 
Dollars 

Lower
CAC

More Franchise 
Units

Attract New  
Customers 

Improve 
Technology



621) Source: date.ai Intelligence  - https://www.data.ai/en/legal/data-usage-policy

Building World-Class Brand Apps 

App Store Ratings

Top 100 Free Apps 

4.71
Xponential Apps

4.86

Top 100 Paid Apps 

4.67

1M Monthly
Active Users

1M
Monthly Active 

Users

Engagement

Engagement

Retention

Lead Generation



https://youtu.be/VrXcvnfv848
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Milestones Based on 
Personalized Fitness 

Journeys

6/10
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Instant Book:
Allowing Users to 

Book Right into Class
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ClassPoints

Free
Classes

Redeem ClassPoints for

Exclusive
Offers

Chance to
Win Prizes

Member Program

TM
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Key Strategies for Growth

Expand Operating 
Margins and Drive 

Free Cash Flow 
Conversion

Drive System-Wide 
Same Store Sales 

and Grow Average 
Unit Volumes

Sell and Open 
Studio Base Across 

All Brands 
Internationally

Sell and Open 
Studio Base Across 
All Brands in North 

America



Financial Overview
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John Meloun
CFO
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Asset-Light

High Recurring 
Revenue

Attractive 
Incremental 

Margins

~4% of 
Revenue

CapEx(1)

~1% of Revenue
Working Capital(1)(2)

~90%
Free Cash Flow 
Conversion(1)(3)

Leveraging
Fixed SG&A 

~100% Margin
Royalties, International, & Other 

Revenue Streams

Minimal
Head Count Growth

>70%
Recurring Rev.

Minimal Capital Requirements

1) Based on midpoint of guided range.
2) Working Capital = Current Assets - Current Liabilities; As of Q2 2023.
3) Free Cash Flow Conversion = (Adjusted EBITDA – CapEx) / Adjusted EBITDA

High Recurring Revenue Model, Predictable Free Cash 
Flow
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30%

4%

5%

7%19%

11%

16%

9%

Recurring Revenue
Franchise Revenue

Royalty 
Revenue

Merchandise
Revenue

Franchise 
Marketing Fund

Equipment 
Revenue

Other Service 
Revenue

Training
Fees

Franchise 
Territory Fees

Technology
Fees

• Franchise Revenue – Franchise territory fees, 
international master franchise agreement fees, ~7% 
royalty fees, technology fees, transfer fees and 
instructor training 

• Equipment Revenue – Sales of equipment to 
franchisees and related rebates

• Merchandise Revenue – Branded and non-
branded merchandise sales to franchisees and 
related rebates

• Marketing Fund Revenue – 2% of gross sales

• Other Service Revenue – Other rebates, brand 
fee revenue, transition studio revenue, XPASS and 
XPLUS revenue

74% 
Recurring 
Revenue

Revenue Overview

Revenue Overview YTD Revenue Mix
YTD Ending June 30, 2023
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o Royalty Fee – 6% to 8% royalty on system-wide sales 

o Merchandise Revenue – Wholesale and rebates
o 30% blended margins

o Marketing Fund Revenue – 2% of system-wide sales  
o Direct pass through 

o Technology Fee – $150 to $900 per location per month

o Merchant Processing Rebate – 1% of system-wide sales 

o Training Revenue - ~4% of total revenue

o Other Service Revenue – Transition studio revenue, brand fee revenue, XPASS, 
& XPLUS
o Transition studios were 7% of total revenue through June 2023

1) YTD ending June 30, 2023. 

Franchisor Economics: Predictable Recurring Revenue

74% of Revenue is Recurring(1)
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Franchisor Economics: Non-Recurring Revenue

26% of Revenue is Non-Recurring(1) 

Equipment Revenue – Sale of equipment to franchisees and related rebates 
o Franchisee benefits from scaled purchasing power, vendor and inventory 

management
o 30% blended margins

o Roughly 5 to 10-year average refresh cycle (Varies by brand)
o Recognized at installation

Domestic Franchise Territory Fees – Sale of license to a franchisee
o $60K per license or $45K per license when purchasing three
o Amortized over 10 years

International Master Franchise Agreement (“MFA”) and Territory Fees – Sale 
of MFA rights and sub-franchise licenses 
o MFA amortized over 20 years

o ~$400K per MFA (Varies based on market)
o Sub-franchise licenses recognized in the period sold by MFA

o ~$30K per international license (Varies based on market)

1) YTD ending June 30, 2023. 
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100% to Xponential 
amortized over 20 

years

50% or $30K to 
Xponential

Up to 50% revenue 
split or 100% margin 

to Xponential

Sell Master 
Franchisor Territory 

for $400K

Master Franchisor 
sells a license for 

$60K

Royalties, 
equipment and 

retail merchandise

Revenue Margin Profit Contribution 

Master 
Franchise Sale

Phase 1 

In-country 
Franchisee Sales 

Phase 2 

Franchise 
Operations 

Phase 3 

Near zero 
incremental costs 

and SG&A 
- 

Nearly 100% EBITDA 
Contribution 

-
Phase 2 & 3 

contribution have 
immediate revenue 

recognition

International: Master Franchisee Agreements are Highly Profitable

Illustration
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• Royalties at 100% margin are the 
highest growing revenue 
component

• Remaining revenue streams 
relatively constant

• International dollar contribution 
will become larger

• Favorable revenue mix will drive 
margin expansion

Our Highest Growing Revenue Component is 100% Margin

Percentage of Total Revenue

32%
41%

19%

16%
11%

10%
9%

11%7%
5%4%
3%5%
6%

14%
8%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

2023 2026

Other Service
Revenue
Tech Fee

Training Revenue

Franchise Territory

Marketing Fund
Revenue
Merchandise
Revenue
Equipment
Revenue
Franchise Royalty
Fees



78

o Industry standard definition

o Change in period-over-period sales for the 
same store base

o Includes studios that have been open for at 
least 13 calendar months 

o Studios that did not generate sales for the 
last 13 consecutive months as of the 
measurement date, and non-traditional 
studios(3) are excluded from the calculation

1) We define the same store sales base to include studios in North America that are in traditional studio locations and that have generated sales for the last 13 consecutive calendar months as of the measurement date.
2) Calculated as (Open studios at end of period – studios < 13 months old – non-standard studios – studios w/o 13 months of consecutive sales) / (Open studios at end of period – studios < 13 months old).
3) Non-traditional studios include the following: LA Fitness and Princess Cruises.

KPIs: North America Same Store Sales
Same Store Sales(1)

Percentage of Studios Included in SSS Calculation(2)

25%

17% 17%
20%

15%

Q2-22 Q3-22 Q4-22 Q1-23 Q2-23

98% 98%

98%

97%
97%

Q2-22 Q3-22 Q4-22 Q1-23 Q2-23
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o

o

o
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o “Scaled” Brands: >150 open 
studios in North America. 
Includes Club Pilates, CycleBar, 
Pure Barre, StretchLab and 
YogaSix.

o “Growth” brands: <150 open 
studios in North America. 
Includes Row House, AKT, 
Stride, Rumble and BFT

o ~94% of system-wide sales being 
generated by “Scaled” brands

North American System-Wide Sales: “Scaled” and “Growth” 
Brands

System-Wide Sales ($ in millions)

$237 $251 $279 $301 $322 

$13 
$14 

$15 
$16 

$19 

Q2-22 Q3-22 Q4-22 Q1-23 Q2-23

Scale Growth
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Run-Rate AUVs(1) (000's)Same Store Sales(1)

1) We define the same store sales base to include studios in North America that are in traditional studio locations and that have generated sales for the last 13 consecutive calendar months as of the 
measurement date.

2) Quarterly Run-Rate AUV (“average unit volume”) consists of average quarterly sales for all traditional studio locations in North America that are at least six months old at the beginning of the respective 
quarter, and that have sales in the period, multiplied by four.

Will normalize in mid to high single digits Growth continuing with maturity and new openings entering 
measurement at 6 months

KPIs: “Scaled” North American Same Store Sales & Run-Rate AUV
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2017

Xponential 
Founding

2 brands operating ~270 
studios

Supporting studios
resource manageable

2021

Scaling
Portfolio

10 brands, ~2,100 studios

Resource allocation more 
intensive

Q2 2023

Inflection
Point

10 brands, ~2,900 studios

Proactive support and ROI 
driven resource allocation

Company temporarily operated studios

Transition Studios: An Evolution of Support
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Studio is underperforming, but 
remains at or close to break-

even

Studio is performing well, but 
up for sale due to a franchisee 

life event such as divorce, 
family relocation, etc.

Transfer or Close Resale Support

The Company has implemented a new scenario-based strategy regarding assisting studios

Transition Studios: Size/Scale Dictate Support Changes

Studio is underperforming and 
has high net operating losses 

with no quick fix

21 3

Possible Relocation
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1) 2023 revenue is based on $300M or mid-point of guided range; 2024 revenue is based on Factset consensus of $353M.
2) Excludes any one-time legal settlements or financial transaction costs.

SG&A As a % of Revenue(1)

Transition Studios: Optimizing Capital Allocation Improves SG&A 
Leverage

• Strategy shift will reduce Other 
Service Revenue from studios 
sales

• Excluding equity costs, 
preliminary 2024 estimates(2) of 
SG&A will decline to low ~30% of 
revenue

• This results in higher margins 
and increased SG&A leverage
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Franchise 
Revenue

Growing 
AUVs

SG&A 
LeverageInternational

>40%
EBITDA Margins

Key Pillars of Target >40% Adjusted EBITDA Margins



861) Represents designed studio-level economics as of Q2-23; not inclusive or representative of studios within LA Fitness, of Princess Cruise studios
2) Base maturity is achieved when a studio has annualized monthly revenue of approximately $400K or (~$33K per month).
3) Initial investment is net of estimated tenant improvement benefit. 

4-Wall Economics: Engineered for Performance

Franchise Studio-Level Economics(1)

6 – 12 Month Ramp to Base Maturity(2)

2.5 Year Payback Period

10-Year Initial Term With One or Two 
Five-Year Renewal Options

Run-Rate Average Volume
(in Year 2)

$500K

Studio-Level Operating 
Margins

25% - 30%

Investment Costs(3) $350K

Unlevered Cash on Cash 
Return

~40%
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1) Studio sales excluded for the COVID period (3/1/20 to 2/28/21); data through June of 2023. 

o “All Cohorts” include “Scaled” brands 
indexed to month one of operation

o All five “Scaled” brands ‘21 & ‘22 
cohort are performing higher than 
historical ramps

o ‘23 cohort, although only through 6 
months, is the highest performing 
cohort

4-Wall Economics: “Scaled” Studio Annual Sales 
Ramps(1)

"Scaled" Studio Sales Ramp(1) (000’s)
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1) Weighted based on open studios as of June 2023.
2) Includes Club Pilates, Pure Barre, CycleBar, StretchLab and Yoga Six; Pure Barre illustrated as owner-operator model.
3) Includes AKT, BFT, Row House, Rumble, and Stride.
4) Approximately 5% of total studio gross sales is retail.
5) Salary & Wages based on 52 weeks, holding classes 365 days per year.
6) Scaled and Growth brands average square footage for rent is approximately 1,900 and 2,500 respectively based on average of first year rent for actual leases. 

Scaled(2)
% Growth(3)

% Consol. %

Studio Gross Sales(4) $322 $373 $326

Royalties 23 7% 26 7% 23 7%
Tech Fees 5 2% 5 1% 5 2%
Merchant Processing Fees 11 4% 13 4% 11 4%
Marketing Fund 6 2% 7 2% 6 2%
Salary & Wages(5) 140 44% 155 42% 141 43%
Rent, Maint. & Taxes(6) 85 26% 112 30% 87 27%
Marketing 18 6% 18 5% 18 6%
Product and Merch. COGS 9 3% 11 3% 9 3%
All Other 25 8% 25 7% 25 8%
Total Operating Expense $322 100% $373 100% $326 100%
Cash Contribution Income $0 $0 $0
Operating Income Margin 0% 0% 0%
Average Monthly Expenses $27 $31 $27

• Operating expenses are largely 
uniform across the brands and 
leverage with increased sales

• ~70% of the operating 
expenses are salary & wages 
and rent expenses

Ø Higher rent expenses driven 
by size of studio and 
designated market area

• ~33% of the operating 
expenses are variable

Ø Royalties, merchant 
processing fees, marketing 
fund, instructor wages, 
product and merchandise 
COGS

4-Wall Economics: Breakeven Illustration(1)

Unlevered Breakeven Economics (000’s)



891) Approximately 5% of total studio gross sales is retail.
2) Salary & Wages based on 52 weeks, holding classes 365 days per year. Adjusted for 2023 state specific minimum wage for front desk role and assumes a semi-absentee labor model. Per hour minimum wage is 

NYC, NY is $15.00, Denver, CO $13.65, Phoenix, AZ is $13.85, Lincoln, NE is $10.50.

New York 
City, NY
17 Leases %

Denver, 
CO

14 Leases %

Phoenix, 
AZ

17 Leases %

Lincoln, 
NE

2 Leases %

Studio Gross Sales1 $537 $346 $327 $281

Royalties 38 7% 24 7% 23 7% 20 7%
Tech Fees 5 1% 5 1% 5 2% 5 2%
Merchant Processing Fees 19 4% 12 4% 11 4% 10 4%
Marketing Fund 11 2% 7 2% 7 2% 6 2%
Salary & Wages2 153 28% 151 45% 150 46% 141 50%

Rent, Maint. & Taxes 253 47% 94 26% 78 24% 48 17%

Marketing 18 3% 18 5% 18 6% 18 6%
Product and Merch. COGS 16 3% 10 3% 10 3% 8 3%
All Other 25 5% 25 7% 25 8% 25 9%
Total Operating Expense $537 100% $346 100% $327 100% $281 100%
Cash Contribution Income $0 $0 $0 $0

Operating Income Margin 0% 0% 0% 0%

Average Monthly Expenses $45 $29 $27 $23

Unlevered Breakeven Economics (000’s) 

4-Wall Economics: Designated Market Area Illustration
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1) Annualized based on 52 weeks and holding classes 365 days per year.

Studio Labor

Hours of Operation 84
Classes Per Week 30

Instructor Per Class Per Week $30
Weekly $900
Annual Wages(1) $46,800

General Manager Hours Per Week 40
Per Hour $25
Annual Wages(1) $52,000

Front Desk Hours Per Week 44
Per Hour $15
Annual Wages(1) $34,320

Annual Subtotal $133,120
Est. Tax, Fringe and Commissions $19,968
Total Annual Salary & Wages $153,088

• Studio operating model provides flexibility for labor, 
with typically only 2 headcount in the studio at the 
same time

• Studio economics designed for a semi-absentee 
operator, however some franchisees utilize an 
owner-operator labor model

• Owner-operator labor model lowers break-even 
by requiring less staff

Ø For example, the instructor teaching class 
and working front desk before/after class

• Franchisees with multiple studios can leverage staff 
across multiple locations

• Instructors are typically paid per class, and hours 
worked are limited based on human physical 
capabilities

4-Wall Economics: Labor Model Illustration

Example of Semi-Absent Labor Model
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Capital Structure: Allocating Capital to Drive 
Predictable Profitable Growth

Organic
Growth

Open new studios, drive 
system-wide sales and 

grow AUVs

M&A 
Opportunities

Acquire complementary 
businesses to expand 
market position and 

access new modalities

Debt
Paydown

Lower debt levels to 
enhance the Company’s 

financial position

Share
Repurchases / 

Dividends

Opportunistically 
decrease outstanding 

common shares through 
buybacks or return 

capital to shareholders
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($ in 
millions)

June 30, 
2023

As Reported
ASR & Bal. 

Sheet Capital Proforma

Cash, Cash 
Equivalents and 
Restricted Cash

$40 $40 

Total Debt $266 $65 $331

Net Debt(1) $226 $65 $291 

LTM Q2’23 Adj. 
EBITDA

$90 $90

Net Debt / LTM 
Q2’23 Adj. EBITDA(1) 2.5x 3.2x 

• January 2023, Xponential borrowed 
$130M in incremental term loans 
(“ITL”) to repurchase approximately 
43% of our convertible preferred 
stock, roughly 5.9M shares of Class 
A Common Stock if converted

• August 2023, Xponential borrowed 
$65M in ITL primarily for purposes of 
an accelerated stock repurchase 
(“ASR”) and general working capital

• Evaluating opportunities to lower our 
cost of borrowing

1) Convertible preferred value is excluded from Net Debt.

Capital Structure: Healthy Balance Sheet Supports Growth 
Objectives

($ in 
millions)

June 30, 
2023

As Reported

ASR & Bal. 
Sheet 

Capital

June 30, 
2023

Proforma
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1) Adj. EBITDA estimate for 2023 is the midpoint of Q2 2023 guidance. EBITDA from 2024-2025 reflects Factset Analyst Consensus Adj. EBITDA.
2) Convertible preferred value is excluded from total debt.
3) Graph holds cash constant at Q2 2023 cash balance of $40.2 million, and does not include favorable cash build-up over time from operations.

Capital Structure: Rapid Deleveraging on
Adj. EBITDA Growth(1)(2)
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Convertible 
Preferred Class A Class B Total % of Total

Total Shares Outstanding (As of 
7/31/23)

7,962,500 33,455,003 16,510,913 57,928,416 100.0%

H&W Investco - 6,855,613 7,453,744 14,309,357 24.7%

Anthony Geisler, CEO - 816,538 7,429,878 8,246,416 14.2%

John Meloun, CFO - 232,248 185,904 418,152 0.7%

Sarah Luna, President - 254,892 58,735 313,627 0.5%

Ryan Junk, COO(1) - 241,451 27,420 268,871 0.5%

Andrew Hagopian, CLO - 28,821 0 28,821 0.0%

All Board Members(2) - 66,111 811 66,922 0.1%
Total Insider Ownership (As of 
8/30/23)(3) - 8,495,674 15,156,492 23,652,166 40.8%

Total Insider Ownership % - 25.4% 91.8% 40.8%

Total Insider Ownership % 
Excl. H&W Investco

- 4.9% 46.7% 16.1%

Capital Structure: Significant Insider Ownership

1) Includes shares for spouse, Lindsay Junk, YogaSix President.
2) Does not include H&W Investco for Mark Grabowski.
3) Insider ownership includes vested and unvested shares for each officer and board member.



95

High Single 
Digits to Low 

Teens
Revenue Growth

Mid to High 
Single Digits

North American 
Same Store Sales 

Growth

500 to 600
Annual Global New 

Studio Openings

1) Represents 2024 to 2026 growth targets and assumes no additional brand acquisitions. 

Our Next 3 Year Financial Growth Targets(1)

15% – 30% 
Adj. EBITDA Growth

40% - 45%
Adj. EBITDA Margin
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2023 Guidance(1) to 2026 Growth Targets

(000’s)
‘23 Low 

Guidance
‘23 

Midpoint
‘23 High 

Guidance
’24 

Consensus
‘26 XPOF 

Target

New Studio Openings 540 550 560 575 500

System-wide Sales $1,385.0 $1,390.0 $1.395.0 NA $2,330.0

Revenue $295.0 $300.0 $305.0 $352.5 $405.0

Adj. EBITDA $102.5 $104.5 $106.5 $137.3 $190.0

Adj. EBITDA % 34.7% 34.8% 34.9% 38.9% 46.9%

1) 2023 Guidance communicated August 3, 2023.
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Solid market
position

Cash flow
positive

Strong revenue, 
AUV and same 

store sales 
growth

Predictable
studio openings

Dynamic, Predictable, Profitable Growth

Increasing 
profitability
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Appendix
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Net Income $27,524 $31,477 

Change in fair value of contingent consideration ($31,252) ($31,627)

TRA remeasurement $698 $244 

Write down of brand assets $7,238 $0 

Adjusted net income (loss) $4,208 $94 

Adjusted net income (loss) attributable to noncontrolling interest $1,406 $44 

Adjusted net income (loss) attributable to Xponential Fitness, Inc. $2,802 $50 

Dividends on preferred shares ($1,237) ($1,738)

Earnings (loss) per share - basic numerator $1,565 ($1,688)

Add: adjusted net income attributable to noncontrolling interest $1,406 $0 

Add: dividends on preferred shares $1,237 $0 

Earnings (loss) per share - diluted numerator $4,208 ($1,688)

Adjusted net earnings (loss) per share - basic $0.05 ($0.07)

Adjusted net earnings (loss) per share - diluted $0.07 ($0.07)
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