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I. Executive Summary  
Company Overview 

CycleBar is a premium indoor cycling franchise 
that provides a multitude of classes. Each class creates 
a safe environment for riders to participate in efficient 
workouts. These workouts consist of 45 minutes, coming 
in a variety of styles and intensities. CycleBar is an all-
inclusive cycling experience for different ages and levels.  
Business Environment 
 

 
Location 

Northgate, Seattle, Washington is an ideal location for our franchise. Our studio will be 
within Northgate Mall which is connected to Northgate Station and along the I-5 Express 
Highway, resulting in a high foot traffic. The area is surrounded by multi-family and single-family 
homes as well as commercial properties, resulting in a dense population.  
Business Resources 

The human resources we will obtain are three franchisees and managers (Emilia Gall, 
Danielle Sigal, and Samantha Silig), ten full-time instructors, and five administrative part-time 
employees. Our physical resources include CycleBar merchandise, studio location, Schwinn AC 
Performance premium spin bikes, and CycleBar technology. Lastly, we will need 
emotional/support resources, which includes CycleBar franchise owner support, comprehensive 
training courses, assistance in hiring, and finance team.  
Target Market 

CycleBar’s target market is women between the ages of 20 and 40 who are health-
conscious and enjoy exercising. We will also market to individuals with tight schedules trying to 



 2 

find a way to exercise in a limited amount of time. With the median age in Seattle being 35 our 
target market is very present where our franchise is located, providing us the opportunity to 
succeed.  
Marketing  

Our marketing tactics will consist of primarily digital 
marketing on social media platforms. We will hire a social 
media manager to obtain maximum impressions. We also 
plan to market at local fitness and charity events and have 
advertisements posted along the I-5 Express Highway and 
in Northgate Station.  
Management   

The management team at this new CycleBar location will consist of the three 
franchisees. Emilia Gall, Danielle Sigal, and Samantha Silig. Additionally, we will have 10 full-
time instructors and 5 part-time front desk employees to help manage when needed. As the new 
CycleBar progresses we will promote a trusted employee to assist us in managing the franchise 
more efficiently. We will then hire more staff as our CycleBar thrives.  
Financial Information 
 

Competition  
CycleBar’s primary competitors include other indoor cycling and fitness studios, such as 

SoulCycle and Pure Barre. At our Northgate, Seattle location, our main competitors include 
SoulCycle, City Cycle, Community Fitness, and Burn Cycle, which are located within a five-mile 
radius. However, CycleBar has unique competitive advantages. We offer premium amenities, 
top of the line instructors, supportive franchisor and franchisee relationship, a central location for 
transportation, and have studios all around the world.  
Growth Potential  

The cycling industry is expanding constantly. As people become more active and health 
conscious, they will switch to cycling for a more entertaining and leisurely workout. As a result, 
the industry will grow. In 2020, the cycling market was valued at 54.44 billion dollars and is 
predicted to grow 7% from 2021-2028.  
Exit Strategy 

               
             

    
  

 After paying our loan over the course of ten years and fulfilling our franchise agreement, 
we, with help of our CycleBar franchise support team, will sell the franchise to another 
competent and accomplished owner. Having a high market value and sustainable profit is 
essential before selling the franchise.
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II. Business History, Background, and Objectives 
 

A. Describe the company you wish to purchase franchise rights for. 

  Founded in 2004, siblings Bill Pryor and Alex Klemmer decided to take a spin in the 

fitness industry by creating one of the first independent cycling studios in the United States. 

Indoor cycling can be defined as a form of exercise where participants ride a stationary bicycle 

with an instructor leading the class to target endurance and strength. Bill and Alex both knew to 

succeed in the industry they needed three key factors to thrive: great instructors, music, and a 

motivational environment. This was achieved with what they call CycleStars (coaches and 

instructors), CycleBeats (a music playlist), and CycleStats (a way of tracking personal 

progress). The first CycleBar opened in 2005 offering a multitude of classes differentiating in 

styles and intensities. Franchising for CycleBar started in 2015, allowing their company to 

expand faster. CycleBar’s parent organization is Xponential Fitness, one of the largest 

franchisors of boutique fitness brands. Xponential Fitness has helped CycleBar grow to over 

200 thriving studios. 

 
B. Short-Term and Long-Term Objectives 

Our CycleBar franchise has created short- and long-term objectives to ensure future 

success, as outlined in figure 1. Each goal is attainable with the right strategies to fulfill our 

marketing, economic, and customer satisfaction objectives.  
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                                                                                       Fig. 1 

 
C. Describe the company’s major successes and achievements to date. 

CycleBar has grown to one of the most popular indoor cycling franchises. By opening 

over 200 studios across the globe, CycleBar has built a remarkable foundation providing 

momentum for the future of full-body cardio workouts. Over the last three years CycleBar has 

been recognized in the Entrepreneur Magazine’s Franchise 500 and was ranked in Inc. 

Magazine’s 2020 Inc.5000 List. CycleBar was one of the fastest growing franchises in 2021 and 

is twice the size as its largest competitor, SoulCycle. Recently, a CycleBar location was opened 

in Australia, marking a major success for the business and future of CycleBar franchises. The 

expansion of CycleBar into Australia was managed by a Master Franchise Agreement, which is 

expected to allow an addition of 45 studios to open across Australia as well as other 

international locations. CycleBar is also located in Japan, Saudi Arabia, and Canada, all 

showing great success and have contributed to international growth of the business. Currently, 

CycleBar is dominating the thriving industry of indoor cycling.  
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D. Describe the company’s challenges and obstacles.  

In many franchises, expanding and sustaining success is a challenge. At the start of 

growing the franchise, CycleBar struggled with finding their place in the industry and being able 

to grow in various locations. Finding what made CycleBar unique, such as access to their 

personal stats, premium amenities, fitness community, and a multi-sensory environment, 

allowed the business to overcome this obstacle and outgrow its major competitors. Their two 

major competitors are SoulCycle and Pure Barre. Additionally, CycleBar faced the challenge of 

economic struggles. Before Xponential Fitness acquired CycleBar, only 75% of the studios were 

making profit. After doing a cost-benefit analysis, the company discovered the issue was the 

size of the studios and number of bikes. The studios were too large, and the number of bikes 

was not consistent. To overcome this obstacle, they restructured their studios to lower operating 

costs and accommodate for the number of bikes.  

 
E. Requirements to Franchise  

Franchising a CycleBar studio provides a business opportunity for entrepreneurs to join 

in on the success of the largest cycling franchise and receive support, loan processing 

assistance, training for franchisees, and help finding top instructors. This a turn-key franchise 

model meaning it is ready for immediate use. CycleBar requires comprehensive training for all 

franchise owners and offers it to employees as well to ensure success.  The initial franchising 

fee for CycleBar is $60,000 and it costs $400,000 to open, which includes the working capital of 

$20,000. This $20,000 goes towards paying the lease, bikes and other equipment. An ideal 

candidate for this franchise must have basic business skills in management and marketing.  
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III. Business Environment 
 

 
Fig. 2  

The diagram above is a PESTLE analysis of the business environment conditions that 

would impact a CycleBar location in Seattle, Washington. The economy in Seattle was impacted 

heavily during the COVID-19 pandemic but has recovered and is going back to pre-pandemic 

economic trends. The number of business establishments in Seattle has been consistently 

increasing for the past decade and is predicted to continue at a gradual rate. Unemployment 

rates (figure 3) were steadily decreasing over the past decade reaching as low as 2.3% in 

January 2020. This number spiked to 13.8% when the COVID-19 pandemic hit but has since 

gone down to 4.2% as of August 2021 and is predicted to continue decreasing. Furthermore, 

the Gross Domestic Product (GDP) is forecasted to grow to $85,956 by 2022 regardless of 

pandemic setbacks. Studies show that gyms and other indoor exercise facilities, such as 

CycleBar, succeed best in urban and suburban areas with a high population of upper middle 

class and upper-class individuals and numerous renters and apartments. The area we have 
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chosen as highlighted on the map (figure 4) fits this description perfectly. Our CycleBar is 

surrounded by both multi-family and single-family 

homes as well as commercial properties, resulting in 

dense populations in close proximity and high foot 

traffic from Northgate Station and I-5 Express 

Highway. CycleBar’s customers are primarily 20-40 

years old. According to the US Census report, the 

median age in Seattle was 35, falling perfectly into this market. The age group 18-24 makes up 

11.9% of Seattle's population and ages 25-44 

make up 38.6%, accounting for over 50% of 

their population. Social media is a major 

marketing strategy for CycleBar, CycleBar 

Franchising’s Instagram account has over 

46,000 followers and CycleBar accounts by 

location have up to 7,000 followers. While 

Seattle is known for its rainy weather, 

CycleBar provides a state-of-the-art indoor 

cycling studio that allows Seattle residents to workout regardless of the weather.  

IV. Products and/or Services 

 
A. List and describe the products and/or services offered. 

Each CycleBar class offers a warm-up, hill training, endurance training, an arm workout, 

and a cool-down stretch all within one ride. Class types vary depending on location, but all 

locations offer the “Classic” the standard class, the “Performance” for experienced riders, and 

the “Connect” ride with video monitors off to provide a more relaxed ride. Different CycleBar 

Fig. 3 

Fig. 4  
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locations add a twist to their classes, allowing them to be unique in their own way, such as 

themed sessions during holidays. Upon reservation and arrival, every rider is given cycling 

shoes made for the bikes. CycleBar offers water refill stations, showers, lockers, and drinks. 

CycleBar merchandise is available for purchase such as towels, tank tops, t-shirts, water 

bottles, and more. These all exemplify how CycleBar is more client based to create the best 

workout experience possible for every rider.  

V. Present Market 
 

A. Describe the present market 

 

Fig. 5 

Our CycleBar franchise will be located in 

Northgate, Seattle, Washington. We selected this 

location because of our present target market. The 

median age in Seattle falls at 35. CycleBar 

customers include women between the ages of 20 

and 40. Therefore, franchising CycleBar has a 

notable benefit. We target riders who enjoy 

exercising and are health conscious.  CycleBar locations are primarily located in the United 

States, however, they do have a location in Australia and plan to expand to the U.K. 

Fig. 6 
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B. Describe the growth potential in your market.  

Every day the cycling market increases, benefiting our franchise. For instance, in 2020 

the cycling market was valued at $54.44 billion and is expected to grow at least 7% from 2021-

2028. Statistics show that recently a majority of people are transferring to cycling for a leisurely 

workout. Additionally, we will be located in Northgate Mall which is surrounded by multi-family 

homes, commercial properties, and single-family homes creating potential customers in the 

area. Furthermore, Northgate Station and I-5 Express Highway are located near the mall 

generating a heavy amount of foot traffic in the area. Marketing our CycleBar will be extremely 

beneficial in order to publicize the new location. Overall, adding a location in this specific area 

will increase the number of riders we can attract. 

C. Describe the current pricing policy.  

CycleBar offers three to five classes a day and various packages with different prices to 

fit the riders’ personal needs. When buying by the class it is $20 without any discounts or 

package deals applied. There are deals for new riders, memberships for those looking for the 

best value, and packages for those looking to fit exercise flexibly into their schedule. 

Type Classes Price  Expiration  

New Rider Offer 1 $5 15 days 

New Rider Offer 3 $29 2 weeks 

Membership  4 $79 Renews monthly 

Membership  8 $149 Renews monthly 

Membership  Unlimited    $169 Renews monthly 

Package  5 $109 1 month 

Package  10 $209 3 months 
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Package  Drop-in  $27 15 days 

                                Fig. 7 

VI. Competition  

 
A. List the company’s primary competitors in your market. Identify their strengths 

and weaknesses.  
 

Primary 
Competitor  

Strengths  Weaknesses  

Soul Cycle  - Offers a complete mind, body, and soul 
experience.  
- Offers virtual classes and SoulCycle at-home 
bikes for purchase.  
- Features an exciting workout that boosts 
endurance, burns calories, and tones muscles.  
- Studios have trained instructors, music, themes, 
and a community environment. 
- Shows profiles of instructors to allow riders to 
make connections and find their best fit.  

- Doesn’t offer 
complimentary services. 
- Classes are not fit for 
all levels of athleticism; 
intensity is the same for 
beginners and 
experienced riders. 
- 87 locations only within 
the U.S. 

Pure Barre - Largest barre franchise  
- More than 500 studios open across North 
America and more than 550,000 loyal clients.  
- Offers “Pure Barre Go” class streaming.  
- Range of classes that improve strength, flexibility, 
and endurance. 
- Expanding Internationally 

- Offers limited support 
for new franchises.  
- Inefficient marketing 
strategies.  
- Restricted market, 
workout not adaptable for 
everyone. 

Fig. 8 
The primary competitor for our CycleBar location is SoulCycle. Other similar businesses 

nearby include City Cycle, Community Fitness, and Burn Cycle. There are no Pure Barre 

locations near our studio. Each of our primary competitors are within a five-mile radius. Being in 

close proximity may present obstacles for our CycleBar franchise. City Cycle makes every 

location unique with music and themes, however, there are very few locations. Community 

Fitness and Burn Cycle offer a variety of group fitness workouts and rides virtually or in-person, 

but they are not effectively marketed. 
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B. List the advantages the company has compared to its primary competitors. 

CycleBar is known for their premium complimentary amenities, such as filtered water, 

lockers, snacks, and cycling shoes. CycleBar’s top competitor, SoulCycle, does not offer 

complimentary services to their riders. Furthermore, CycleBar has opened international 

locations and is continuing to expand. However, Soul Cycle has only opened studios nationally. 

A significant advantage of franchising CycleBar is the persistent support and assistance given to 

the franchisee. Not only is this beneficial for the expansion of CycleBar, but it also provides the 

business an edge over competitors such as Pure Barre. To compete with local competitors, our 

studio will need to stand out. Being connected to Northgate Station allows for easy 

transportation. Promotions for riders, class themes, business partnerships, and a motivational 

environment will give us the advantage over local competitors.  

 
C. List the disadvantages the company has compared to its primary competitors. 

Compared to its primary competitors, CycleBar has very few disadvantages. CycleBar 

provides limited services which may restrict the market and potential customers. CycleBar only 

offers cycling, while Pure Barre offers a variety of cardio workouts. City Cycle, Community 

Fitness, and Burn Cycle are already established where we plan to open our new franchise, 

therefore, our CycleBar will be at a disadvantage.  

VII. Marketing Plan 

 

A. Describe the customers and geographic territory to be targeted for marketing 

efforts to generate revenue.  

CycleBar’s current marketing strategy focuses primarily on digital media marketing 

techniques. Digital media marketing is the promotion of a brand, product, or service through the 

internet or other digital methods to potential customers. CycleBar’s app offers a feature for the 

Apple Watch that allows users to check in for class and sync their CycleStats with the bike and 
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the watch. Additionally, CycleBar maintains a large presence on social media, including 

Instagram, TikTok, and Facebook. CycleBar’s primary Instagram account has over 46,000 

followers that promotes merchandise and announces new franchise locations monthly. Also, 

CycleBar uses Red Door Marketing Agency to assist in 

gaining maximum exposure to target markets.  

B. Describe the marketing techniques, strategies, 

and tools to promote business in the future.  

     

       

      

  

         

     

 

            

                  

   

                  

              

          

  

VIII. Management and Organization 

 
A. Describe your management team and its strengths and weaknesses.  

CycleBar provides a management system for their franchise locations to purchase. The 

management system includes studio management technology, software, and equipment. Our 

Fig. 9 

 Our studio will start its own Instagram and

 Facebook accounts. Before our opening, we will

 market with a pop-up tent at Seattle's Jingle Bell Run

 and Candy Cane Lane Run 5K. Northgate Mall in

 Seattle, the location of our new studio, is connected to

 Northgate Station. Within one month of opening, we

 plan to have billboard and poster advertisements in 

Northgate Station and along the I-5 Express Highway, as well as advertising within Northgate 

Mall. In year one of opening, we will market at local fairs and fitness events, such as the 

Veterans Day 5K. In year two and three, we plan to establish a partnership with the fitness 

apparel brand Gymshark and supplement line MTS Nutrition, which would later be used in our 

location’s café. We also plan to hire a social media manager to increase the success of our 

digital marketing by gaining more impressions and engagements. In year four and five, we will 

participate in even more local events to build relations as a community-minded franchise.
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management team is made up of the three franchisees: Emilia Gall, Danielle Sigal, and 

Samantha Silig. We will run our CycleBar as hands-on owners that manage the store and 

constantly interact with the riders. We will be at CycleBar at least three times a week and 

participate in classes to grow our connection with our staff and customers.  Additionally, our 

instructors and front-desk employees will oversee CycleBar when we are not there to do so 

ourselves. Our strongest strengths (figure 10) are our teamwork and communication skills, 

which are crucial in running a franchise.  

 

Fig. 10 

Each of our weaknesses is balanced out by another franchisee's strength. Samantha is 

not great at handling financial information, but Emilia excels in that area. Danielle can struggle 

with staying organized but with Samantha’s great organization skills she is able to assist 

Danielle. Emilia occasionally lacks time management but with Danielle’s help she is able to stay 

on track. Overall, each team member is able to balance each other out allowing the franchise to 

operate efficiently.  
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B. Describe your plan to further develop your management team. 

To develop our management team, we all will graduate college with business degrees 

and participate in the CycleBar personalized training program that is covered within the 

franchise fee. This will further educate us on how to operate a CycleBar location efficiently and 

expand our knowledge on how the business environment works. 

 
C. Describe your management succession plan–who will take over in the event of the 

incapacity or continued absence of any owner or key employee. 

If one of the franchisees cannot proceed with the franchise, the other franchisees will 

take control over the studio. If an event occurs that all three of us aren’t able to keep up with the 

franchise, we will have trusted employees take over. These employees will be trained on how to 

run our CycleBar franchise by shadowing us. We will also make sure these key employees have 

a great relationship with the riders. After completing our franchise agreement and paying our 

ten-year loan, we will sell our franchise location to another capable owner.  

 
D. Describe the need for, and how you will obtain, additional management personnel 

based on present and projected sales. 

There is no need for additional management for our CycleBar as of now. Between the 

three franchisees and our staff, we will be able to operate our franchise proficiently. In the 

future, if it happens to become too overwhelming due to business growth then we will promote a 

qualified employee to partake in the management team. We would then hire someone new to 

replace the employee that was promoted.  
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IX. Business Resources 

 
A. List the major operating equipment that you will purchase or lease. 

CycleBar uses the “Bike Equipment Package,” which includes the exercise bikes and 

shoes. Our location expects to lease 45-55 bikes from Schwinn AC Performance (ACP). These 

premium cycling bikes allow riders to have the best experience. CycleBar leases equipment 

using this package to maximize cash flow from daily operations.  

 

 
B. List the major suppliers, location, and payment terms. 

Our suppliers include Schwinn AC Performance and the CycleBar Corporation. Schwinn 

ACP is a preferred vendor for all the premium spin bikes found in every CycleBar. It is located 

fully online and our payment terms for this supplier, Schwinn AC Performance, is $12,000 each 

year. Schwinn ACP includes shipping and installation at each location. The CycleBar 

Corporation provides each of their franchises with their CycleBar merchandise and technology. 

As the franchisees, we will pay $715 per month for the CycleBar technology, which includes 

CycleBar’s intranet, business management software, CycleBar’s mobile app, and the System 

Website (“Technology Fee”). 

 
C. Identify the other outside resources used or needed to fulfill customer 

requirements. 

CycleBar relies on their independence as a business and unique service. As a result, 

there aren’t many outside resources required to fulfill customer needs. The only outside 

resources essential to fulfill customer needs are cleaning supplies and toiletries which can be 

purchased at Costco.  
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D. Describe quality control procedures.  

CycleBar’s main priority is to provide our customers with the best experience. Our 

instructors play a major role in the high standards set for each CycleBar class. Each trainer is 

required to attend extensive training to meet the franchise and customer standard. Additionally, 

all of the equipment is provided, safe, and easy to use. Each spin bike is adjustable and 

includes CycleStats and CycleBeats. Our studio will be well maintained, clean, and fully staffed 

to provide our customers with a quality experience. 

E. Describe the availability of skilled labor to meet your company needs.  

CycleBar offers two different employment types. As a front desk clerk, the starting salary 

will be $10-$12 an hour and requires minimal training and qualifications. To be an instructor, 

you must pass a corporate test and partake in training.  

F. Describe the type and extent of necessary training that will be required to upgrade 

the skills of labor and administrative employees and the estimated cost.  

Our CycleBar instructors must be highly skilled and trained. The training fees for all the 

instructors is included in the CycleBar franchising fee of $60,000. Along with extensive training, 

each of the instructors are required to pass a corporate test. Our administrative employees or 

front desk clerks only require minimal skill and training. 

G. Projected number of full-time and part-time employees.  

Our CycleBar franchise expects to hire ten full-time cycling instructors to hold a variety of 

classes each week. We also plan to hire five, predominantly part-time employees,front desk 

clerks. By year two, we expect to hire a social media manager to increase engagement, 

impressions, and reach on our social media platforms. 
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H. Organizational Chart

 

Fig. 11 
X. Financial Plan and Data 

 
A. Describe the company’s sales and profit trends. 

The cycling industry is constantly growing as people look for new interactive forms of 

exercise. According to the Association of Fitness Studios, indoor cycling studios generate 55% 

more revenue than other types of fitness studios. CycleBar has been successful since its 

partnering with Xponential Fitness with year-over-year system sales of 87%. CycleBar’s report 

on its monthly gross sales showed, on average, studios sales revenue was over $42,000 in 

January 2020 with the highest being $111,000.  

 
B. Outline your strategy and timing for obtaining capital. 

The average opening costs for CycleBar is $400,000 and franchise fee is $60,000, which 

covers the cost of applying, training, initial marketing and advertising. Each franchisee will invest 

$46,000 into the company meaning we will still require a loan of $320,000. We plan to pay back 

this loan over the course of ten years with an interest rate of five percent. These monthly 

payments will be $2,700 and interest won’t start until three years after opening to allow time to 

build a steady customer base and income.  
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C. Two-Year projected operating statement 

We estimate to make $504,000 of sales revenue the first year of operation from the sale 

of packages, memberships, and by-class purchases. After deducting the expenses listed in 

figure 12, our net income will be $34,875. In our second year, we predict to make $780,000 of 

sales revenue and resulting with a net income of $378,705.  

 
                                                                                                                                Fig. 12 

 
D. One-Year projected cash flow statement 

Our projected start-up cost including the franchising fee is $460,000. We will require a 

$320,000 bank loan and the rest will be $140,000 in equity investment. Our estimated increase 

in cash after year 1 is $41,943. 
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                                                                                                    Fig. 13 

XI. Conclusion  

 
CycleBar is a unique company that has shown great success all around the world. 

Opening more than 200 studios, CycleBar has built a network of premium indoor cycling 

franchises. We plan to open our new location in Northgate, Seattle, Washington. Our PESTLE 

analysis shows why this is a suitable location with great potential. We plan to promote our 

franchise through social media, advertisements, marketing at local fitness events and fairs, and 

partnering with popular fitness brands. While there are other indoor cycling and fitness 

companies, CycleBar has distinctive competitive advantages. CycleBar offers a multi-sensory 

experience, certified CycleStar instructors, exclusive CycleBeat music playlists, and premium 

complimentary amenities. To make our vision a reality we will be paying back a loan over the 

course of 10 years. As franchisees we plan to join, assist, and expand this fast-growing 

franchise. 
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