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FRONT

elcome to the latest issue
w of Global Franchise
magazine, which I'm
delighted to say is my
first as editor. I've got big shoes to
fill, and while I'm no newcomer to
this fine brand - I've been leading

the title’s digital output over the last
few months - I fully understand how

treasured this publication is to the

franchising community it serves, and I am dedicated to
ensuring that it remains a must-read resource for our
highly engaged readership.

The business media landscape has exploded across
a multitude of platforms over the last decade or so,
and to reflect that, the Global Franchise team has been
working tirelessly to ensure readers can engage with our
content through an array of mediums. That's why we've
enhanced and redesigned our website, added more video
options, and even recently launched a podcast — head to
globalfranchisemagazine.com/podcast to give it a listen.
One of the most important things I have discovered
while editing this issue is how vehemently passionate
entrepreneurs and business owners are about their
businesses and brands - I think it's only appropriate
we transmit this to page, podcast, and screen.

In this edition of Global Franchise, we'll be providing
the same great global business coverage you've come
to expect from the magazine, and hopefully a little
bit more. In particular, the fitness and gym sector has Jd el Feﬂ
been mushrooming like never before, so we decided
to dedicate an entire section of the magazine to this
very healthy industry. This edition of the magazine
features more interviews with franchisors, CEOs, master
franchisees and founders than ever before - we're not 9 eglobalfranmag

content to just scratch the surface when it comes to GlObal n Global Franchise

exploring a growing franchise industry or receptive

®
business territory. FranChlse  Global Franchise

magazine

And that’s not all - this issue also includes advice
from top franchising experts within the field, lots of
tech-focused features, insightful news stories, inspiring
business opportunities and so much more.

I hope you enjoy reading this issue of Global
Franchise. Like any modern brand, we relish the
opportunity to engage and interact with our consumers
and readership - if you have something interesting
to tell us about your franchising journey, find us on
Twitter, LinkedIn, Facebook, or email one of the
addresses listed below.

To your success,

Editor, Global Franchise
james.fell @aceville.co.uk
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BEHIND THE BRAND

After 20 years of

working in the IT, I was ready
for a new challenge, something
completely different. I always had
a passion for sports - I enjoyed
running, fitness and doing aikido
- but after stumbling across a
book called Power of 10, I was
intrigued. At first I questioned and
doubted its incredible promise, but
after elaborate discussions with a
knowledgeable physiotherapist,
the whole high intensity training
protocol (HIT) started to make
more sense to me.

I started our first pilot studio
in 2005. It was located in a rather
rural part of the Netherlands. It was
pretty challenging! But I thought:
‘If we can make it work here, then
we’ll know for sure that there’s a
market for this out there’

“The market is
ready for fit20”

Global Franchise meets Walter Vendel, CEO of fit20

Within a year we had it up and
running, and we started to see
amazing results with our clients.
There were so many broad ranging
benefits: clients lost weight
(metabolism improved); positive
changes in general fitness levels;
aches and pains that so-called belong
to aging disappeared; energy levels
lifted significantly, and more.

I became convinced that this
was a business proposition with
a huge potential that I wanted to
pursue. I honestly believe that our
20-minute formula is the most
time efficient personal training
solution on the market. Customer
retention is a huge problem in
the fitness industry and we have
a great retention record because
of the genuine personal attention
that we give to our clients. People
are extremely busy and want to get
the most out of their 20 minute
work-out so they can live a happy,

FIT20

Established:
2009

Number of franchised outlets: 140

Locations of units: NL, USA, UK,
Germany, France, Belgium, Sweden,
Qatar, New Zealand

Investment range: $80,000 - $100,000
Minimum required capital: $25,000

Contact: addewaard@fit20.com or
+31618194364

fit20.com

fulfilling life. That’s how we came
to the name ‘fit20’

Getting fit in just 20 minutes
a week is obviously a provocative
statement but it works wonders —
people question it, we offer a free
trial, they experience it in their own
body, then sign up and become fans
within a few months.

I started to ponder what the most
suitable business model would be
for scaling up. I realised that unless
there are business owners operating
their own studios, it’s hard to
ensure the necessary drive to get
through the ups and downs that go
with running a startup business.
The more I looked into franchising
as a growth model, the more keen
and enthusiastic I became.

When we opened our first fit20
franchise studio in 2009, we
were quite nervous and excited.
However, it proved to be a great
choice, as we’ve grown really
fast over the years in spite of the
economic downturn that followed!
The good thing is that we operated
our pilot studio for four years
before we started to franchise,
which allowed us to have well-
tested and established systems in
place. We understood the process,
how to develop our personal
trainers and we wrote a handbook
and training manual.
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BEHIND THE BRAND

Today, we have opened 143
studios in eight different countries.
In the Netherlands we have 123
studios, as we wanted to establish
our business in our own country
first. In 2015 we started our
international expansion in Belgium,
and then opened in the U.K., Qatar,
New Zealand, the U.S., Germany
and France. We have also just
signed up a master franchisee for
Sweden and we're currently training
their team.

There are two kinds of fit20
franchisees: single-studio owners
and multi-studio owners. Typically,
our single-studio owner loves to
change people’s lives by virtue of the
fit20 training. They can accomplish
that by running one studio, and can
do it well with up to 300 clients,
with a good earning model once you
hit 200 clients. You only need to
bring in $20,000 to obtain a bank
loan for the remaining investment
to open a fit20 studio.

A multi-studio owner is a
different ballgame. We prefer it
when this individual comes from
outside the fitness industry -
they’re usually people who enjoy
fitness and sport, but haven’t
done it as a job. They will see
the fit20 franchise and enjoy our
vision and mission, plus the fact
that it’s all formatted, and all
they need to do is focus on the
execution - and that’s the beauty of
franchising. Your business takes off
immediately after opening a studio.

We support our franchisees
in every way, as we're aware that
being a franchise owner can be
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quite stressful initially. If they’ve
only been employed during their
life so far, it’s a radical change to
become a business owner. Among
the training and support we offer

is our fit20 Academy, which is on-
and offline training and covers all
aspects of training and building a
business - and it is available for all
their future employees.

Franchisees-in-training have
to be present for 40 hours in
other studios to get on-the-job
training, and then spend six days
in our headquarters. We train
them in how to work with our
software systems, marketing
strategy and more. Then there
are follow-up sessions during the
first and second year. When their
studio has opened, we not only
assist with the initial ‘big bang’
marketing plan but we provide
continuous marketing support after
that. We help them to grow their
membership up to 120 clients in the
first year.

The plan is all there for them,
they just need to execute it. There’s
continuous feedback within the first
year, and our business developers
have regular communication with
franchisees. Once a week we share
our learning points with all of our
franchisees through email. When
one of the franchisees comes up
with a great idea, we’ll alert all of
our franchisees so they can copy it
and apply a good idea to grow their
business - fit20 is not ego driven;
it’s a tribal franchise!

I am convinced that high
intensity training like what fit20
will become the way to stay fit and
healthy in a demanding world.
Especially for people over 40, but
also for those younger than that
who have to juggle raising a family
and pursuing a demanding career.
There is a lot of interest in other
EU countries and Asia in fit20. The
market is ready for fit20. Should
anyone reading this consider
franchising within an innovative,
modern health and fitness formula,
now would be an excellent time to
get on board with us and start your
own studio or even launch {it20 in
your country.



Extraorainary Master
Franchise Opportunity!

fit20 seeks Master Franchisees to invest in a rapidly growing global
franchise opportunity. We offer exclusive rights in selected international
Master Territories with great potential for a substantial income stream.

fit20 International * international@fit20.com l B 4 ®

+31 85 27 33 408 (The Netherlands) + www.fit20.com Fit in 20 minutes per week



