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AUDIENCES

Baller Brad

Living w/ diabetes & high blood
pressure is a rough life to adjust to.
That’s why Brad loves looking for new
services in ads to make his life easier for
him and his family. In his free time, Brad
Is a huge football fanatic. He regularly
watches both NBC NFL Sunday Night
Football and ESPN College Football
Games.

Rockin’ It Roxxy

Roxxy is an avid gym-goer that loves to
find the joy in life through her
entertainment. When Roxxy is not at the
gym you can find her cozy at home
enjoying her favorite Netflix movies and
shows. Even though she has a Netflix
account, she still does not mind
watching regular TV as she finds TV ads
amusing to watch.

Dedicated Dani

Dani has been dedicated to changing
her life around after seperating from her
husband. To better herself, she has been
interested in diets and starting a weight

loss journey. Dani regularly uses
Facebook for inspiration and sharing her
progress. She is not a fan of the ads
though, so she likes to use magazines
for new products/services to help her
on her journey.




Key Features

@® Living w/ Diabetes & High
Blood Pressure

@ Adgree that mobile phone ads
provide useful info on new
products/services

@ Viewed NBC NFL Sunday
Night Football in past
12 months

Baller Brad

Who We Are

HH Income
50k-99.9k

61.1% avg

Race

White

150.2% avg

Age

25-54

63.2% under avg

Relationship

Married

111.1% over avg

Education

High School
Grad+

173.6% avg

Channel
Preference

om

Heavy
121.9%




Rockin’

Key Features

@ Heavy fitness user

@ Regularly watches and
subscribed to Netflix.

@ Finds TV ads amusing.

@ Avid Food Network watcher

|t ROXXY

Who We Are

Gender

Women

52.1% 101

HH Income

50k-99.9k

32.2% 104

Race

Black /
African A.

10.4% 80

Relationship

Single

28.4% 99

Education

Associate’s
Degree +
52.1% 124

Channel
Preference

om




Dedicated Dani

Key Features

@ Interested in Diets & Weight
loss

@ Find magazine ads provide
useful info about new
products/services

@ 'hink Internet ads appear at
Inconvienient moments

@ Regular Facebook user

Who We Are

Gender

Women

57.3% 111

HH Income Relationship
100k-500k] [|Sep/Wid/Div

36% 106 19.8% 107

Education

Bachelor’s
Degree +
35% 11

Channel
Preference

om

Heavy
42.7 %%
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Heavy
40.2%
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Client Goals & Objectives

In 2020 Tombras launched a national campaign that was ravaged by the Covid-19 virus.
OTF studios were closed and the business suffered drastically. The ad campaign was shut
off for 6 months and thus, lead volume and awareness plummeted. The 2019 national
brand awareness campaign for OTF was designed to drive unaided, non-member
awareness up 5 percent and be measured through a brand tracking study. We also
iIncreased lead volume by over 36% versus 2018. Our goal in 2020 was to continue that
growth in awareness by another 5% unaided awareness. That did not happen. Now we
must go backwards to go forward. For 2021, we need to drive leads again and regain the
lost unaided awareness. Ignoring the down business trends from 2020, we are going to
iInvestment spend to full 2020 level to re-energize the business and return to profitability.

KEY KPIs

e Total lead volume lead increases over 2019 levels by 3%

e Unaided, non-member brand awareness up 10% over 2020 levels, measured by a brand
metrics study

e New or unique website and device site visits up 10% over January 2020 numbers




heart rate-based interval training
group exercise classes for

motivation
60 minute high-intensity workout

coaches are very motivational

Have beginner’s classes
group exercise classes

start branching out to online 0 0
workout classes

Al usability for customizable routines
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scheduled only- no drop-in
workouts

too intense for beginners
group workouts only

brand is uncertain with what
they stand for

competition (the rise of CycleBar)
rise of at-home workouts
Regulations like Senate Bill 5553**
people are still hesitant to return

back to in-person studios

**Concerning safety and sanitation of fitness centers


https://app.leg.wa.gov/billsummary?BillNumber=5553&Year=2019

s,

planet
fitness

Judgement free zone

Focused on positive customer e Limited amentities/services
experience e Not personalized
Open 24/7 e Tend to be very overcrowded
30 min, express circuit e No resources for gym enthusiasts
Free fithess training
Provide specified classes for more e Rise of at-home workouts
experienced gym goers e Regulations like Senate Bill 5553**
Collab with corporate businesses e Inconsistent between locations

e Many negative reviews over

for memberships through their job

Customizable gym memberships
Digital videos / classes

scandals in respective locations

**Concerning safety and sanitation of fithess centers


https://app.leg.wa.gov/billsummary?BillNumber=5553&Year=2019

Both in-person & digital classes
Provide highest vlaue equipment
Packages with hotel and spa
Expert personal training
Unlimited classes

provide variety of membership
types to increase target demog.

start building smaller studios in

more rural areas
build a more connected community

through Equinox Circle
advertise towards older demographics

EQUINOX

e rely on niche high-end clientele
Inconsistent operating hours

e gyms have same equipment
types alternatives

e can be hard to keep and obtain
coaches of such high standards

eRegulations like Senate Bill 5553**
e Seen as a luxury brand only

to public- not for everyone

e High operating costs
e Competitors (rise of Life Time)

**Concerning safety and sanitation of fithess centers


https://app.leg.wa.gov/billsummary?BillNumber=5553&Year=2019
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EQUINOX

# of locations: est. 1,500 worldwide # of locations: 2,400+ worldwide # of locations: 107 worldwide
annual revenue: est. $913,155,000 annual revenue: $1.034 Billion annual revenue: $144.2 Milllion
type of offers/marketing: free first class|type of offers/marketing: $10/month type of offers/marketing:

free for seniors

_ _ black friday deal: join today to get a
free for high schoolers in summer

Imagery: slim and active $100 gift card to their shop
diverse in gender and races imagery: more active, but average imagery: slim & fit models in a more
modern and simplistic style gym goers photoshoot setting
growing or contracting: growing more fun color/bright scheme more abstract/artistic
growing or contracting: growing growing or contracting: growing
app usage: Book classes
Class counts app usage: Shows how to use machines aApPp usage: Access to instructors and
Keep track of membership Tracks busyness of location immersive live and on-

See class/coach ratings Used to track your workout demand classes 24/7



CONCLUSION SLIDE
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Compared to Planet Fithess, OTF is a more
viable option for more experienced gym
goers and Planet Fithess is more for the

casual or beginner gym goer. OTF is more
adaptable to use as one’s fitness journey

changes. However, if you are looking for a
quick drop-in workout or only workout at

night, Planet Fitness is definitely more of a

viable option for you as OTF does not
provide 24/7 studio access and you can only
be there via a class.
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SEQUINOX

Compared to Equinox, OTF is a better way to
go if you are looking or relying on group
workouts to stay motivated. Equinox does have
group workouts, but also has personal trainers
to help. They both are only open at certain
hours of the day, but members of EQuinox can
go at any time to workout by themselves
during operating hours. As a luxury brand,
Equinox is seen as untouchable, but OTF is
more achievable for the average person.



Channel Strategy- Paid Search

OTF can use paid search to come as a top result in online
search engines like Google. That way when users search Internet Preference
for anything like “Quit Free guarantee” or “Knoxville gym?”
OTF will come across as credible and a useful option.

Light
60./8%

@® Users of each persona find ads on the internet provide them with useful info on
new products and services.
(Brad = 82.1%; Roxxy = 44.7%; Dani = 44.16%)

@® Users of each persona find ads on the internet provide them with meaningful info
on the product use of other consumers.
(Brad = 70.1%; Roxxy = 38.2%; Dani = 37.3%)

@® Users of each persona generally agree that brands that are advertised are better
in quality than brads that are not advertised.
(Brad = 49.2%; Roxxy = 23.2%; Dani = 23.7%)

G ya hoo/




Channel Strategy- Magazines

OTF having space within these magazines will help consumers
become aware of the brand if they haven’t been aware of OTF’s

services already. Mag. Preference

@ Over 35% of users in all 3 personas read and use
general editorial magazines.

@® 38% or more of users in all 3 personas find magazine ads
provide useful info about new products/services.

@® 42.83% of users like Baller Brad read health magazines.

@® 29% of users like Rockin’ It Roxxy read Women’s

magazines. Heavy

27.7% of users like Dedicated Dani read news - ' 42 2%%
magazines (Entertainment Weeklies.) =< A :

HUGE ARMS! THE ULTIMATE 30-MISUTE WORKOUT

The s OSCARS lssue

Heavy
42.7%%




Channel Strategy- CTV

This strategy can be used for product placement, commercials, or
digital ads on your screen in the brand’s TV application to
increase awareness.

TV Preference

® Users of each personas stream through Prime Video
(Brad = 27.6%; Roxxy = 24.4%; Dani = 20.8%)

® Good percentage of each persona watched any
programs/ events On-Demand
(Brad = 41.92%; Roxxy = 24.8%; Dani = 23.4%)

® High percentage of each personas stream through
Netflix
(Brad = 76.99%; Roxxy = 59.33%; Dani = 51.5%)

® High percentage of each personas watch Animal Planet
through cable, stream, satellite, or fiber optic.
(Brad = 42.03%; Roxxy =14.2%; Dani = 16.7%)

® High percentage of each personas watch ESPN
through cable, stream, satellite, or fiber optic.
(Brad = 50.2%; Roxxy = 28.1%; Dani = 25.1%)

NI==|| ======= prime video
API.AHET = L R




Channel Strategy- Linear TV

This strategy can be used for product placement or commercials
on consumer’s favorite TV channels and shows to increase OTF’s
brand awareness.

® High percentage of each personas watch TV during
weekdays 8pm-11pm. A
(Brad = 145.7%; Roxxy = 60%; Dani = 64.1%)

® High percentage of each personas watch TV HGW
programs more often than they did 12 months ago
(Brad = 30.35%; Roxxy = 30.9%; Dani =40.3%)

TV Preference

4 " 4

® High percentage of each personas have seen

infomercials the past 30 days. ]
(Brad = 39.9%; Roxxy = 21.2%; Dani = 20.9%) I

i

@® High percentage of each personas watch HGTV i, .
any the past 7 days.
(Brad =45.22%; Roxxy = 22.5%; Dani = 22.7%) HISTORY

o High percentage of each personas watch History
Channel any the past 7 days.
(Brad =59.7%; Roxxy = 25.7%; Dani = 22.7%)

00(C

o High percentage of each personas watch Food
Network any the past 7 days.
(Brad =59.7%; Roxxy = 20.6%; Dani = 46.5%)

network




Channel

Strategy-

Internet/Social Media

High percentage of each personas regularly use
Facebook.
(Brad = 111.6%; Roxxy = 68.5%; Dani = 64.7%)

High percentage of each personasuse YouTube

regularly.
(Brad = 79%; Roxxy = 56.1%; Dani = 50.7%)

High percentage of personas like Roxxy and Dani
regularly use Instagram.
(Roxxy = 37.6%; Dani = 30.5%)

Many users in all personas believe Internet ads
provide useful information on bargains.
(Brad = 78.1%; Roxxy = 42.4%; Dani =42.4%)

OTF can use social media to increase awareness and build a
community for the OTF brand by influencers, social posts, etc. in
order to increase awareness, as well as possible conversions.

Internet Preference

Light
60./8%



Channel Strategy- Radio/Audio

OTF can use radio and audio channels to increase brand awareness
within consumer’s everyday music listening. A great percent of
people listen to music while working out, having an ad spot in this
channel is great for awareness to possible conversions.

@ Many users in each personas listen to any FM.
(Brad =133.72%; Roxxy = 71.2%; Dani = 69.7%)

@® Usersin each persona subscribes to SiriusXM Satellite
(Brad = 42.5%; Roxxy = 23.2%; Dani = 21.9%)

@® Many users like Baller Brad listen to Country music over
radio (33%)

@® Many users in each personas listen through Pandora.
(Brad = 47.9%; Roxxy = 37.7%; Dani = 32.1%)

@ 23.1% of users like Roxxy use Spotify in the last 30
days.

((SiriusXm))

Preference




Budgeting Strategy

Total Yearly Budget: 19,500,000
Q1 Budget: $6,817,335

Q2 Budget: $4,371,127

Q3 Budget: $4,986,934

Q4 Budget: $3,324,604

Quarter 2
17.0%

Quarter 1
35.0%

Quarter 3

26.0%

Quarter 4
22.0%




Flowchart

Gross Budget MULUUUIMLY Orangetheory Fitness Mational Plan Flowchart
Remaining S62 665
Quarterly Totals Guarte rly Totals
January February March ssions | Gross § May s4i0n4 Grods &
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Mational TV f Cable
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Flowchart cont

%4,986,934 $3,324,604
] Back to School

I I I B ::th Hour Hosdey [ I I
5 12 19 25 2 9 16 23 30 & 13 20 27

4 11 18 25 1 8 15 22 29 & 13 10 27

42 307 6892 41,100,000 30,769,230 $800,000 163 461 536 44,250,000
60,000,004 41,200,000 45,000,003 5900,000 195 454 545 45,500,000
50,000,004 41,000,004 15,000,044 4300,000 177 500,004 43,300,000
12,045 454 4530,000 5,000,000 5220000 41,757 k12 51837335
d &0
a &0
164 353, 146 43,830,000 95,769,230 52,220,000 578,173,693 514887335

4750,000 &750,000 500,000,000 43,000,000
. $350,000 . $350,000 193,750,000 41,550,000
a &0
a

168,750,000 41,100,000 168,750,000 51,100,000 693,750,000 %4.550,000

333,103,146 44,930,000 264,519,230 %3,320,000 1271323,693 19437335
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