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PRESENTATION OF FORWARD-LOOKING 'NVESTORDAY
STATEMENTS & FINANCIAL MEASURES

This presentation contains "forward-looking statements” within the meaning of the federal securities laws, which involve risks and uncertainties. Forward-looking statements include the Company's statements with respect to
expected future performance, the Company’s expected revenue, sales and club growth, club development costs, capital structure and investments, share repurchases and the timing thereof, ability to deliver future shareholder
value, and other statements, estimates and projections that do not relate solely to historical facts. Forward-looking statements can be identified by words such as “anficipate,” “believe," "envision,” “estimate," “expect,” “intend,”
“may," “might,” “goal,” “plan,” “prospect,” oppommlty " “predict,” “project,” ‘target,” “potential " “enhance,” “accelerate,” “drive,” “expand,” “deliver," “returmn,” “guide,” “"go-forward," “ahead,” “exceed,” "outlook,” “nmway,” "assumption,”
“will" “would,” “could,” “should,” “continue,” “ongoing,” “‘contemplate,” “future,” “strategy” and similar references to future periods, although not all forward-looking statemenits include these identifying words. Forward-looking
statements are not assurances of furure performance. Instead, they are based only on the Company's current beliefs, expectations and assumptions regarding the future of the business, future plans and strategies, projections,
antficipated events and trends, the economy and other future conditions. Because forward-looking statements relate to the fisture, they are subject to inherent uncertainties, risks and changes in circumstances that are difficult to
predict and many of which are outside of the Company’s control. Actual results and financial condition may differ materially from those indicated in the forward-looking staternents. Important factors that could cause our actual
results to differ materially include competition in the fitness industry, the Company’s and franchisees’ ahility to attract and retain members, the Company’s and franchisees’ ability to identify and secure suitahle sites for new
franchise clubs, changes in consumer demand, changes in equipment costs, the Company’s ability to expand into new markets domestically and internationally, operating costs for the Company and franchisees generally,
availahility and cost of capital for franchisees, acquisition activity, developments and changes in laws and regulations, our substantial increased indebtedness as a result of our refinancing and securitization transactions and our
ahility to incur additional indebtedness or refinance that indebtedness in the future, our future financial performance and our ahility to pay principal and interest on our indebtedness, our corporate structure and tax receivable
agreements, failures, interruptions or security breaches of the Company's information systems or technology, general economic conditions and the other factors described in the Company’s annual report on Form 10-K for the
year ended December 31, 2024 and the Company's quarterly report on Form 10-Q for the quarter ended June, 30, 2025, as well as the Company's other filings with the Securities and Exchange Commission. In light of the significant
risks and uncertainties inherent in forward-looking staterents, investors should not place undue reliance on forward-looking staternents, which reflect the Company’s views only as of the date of this press release. Except as
required by law, neither the Company nor any of its affiliates or representatives undertake any obligation to provide additional information or to correct or update any information set forth in this release, whether as a result of new
information, future developments or otherwise.

The financial information presented in this presentation includes non-GAAP financial measures such as Adjusted EBITDA, Segment Adjusted EBITDA and Adjusted net income per share, diluted to provide measures that we
hbelieve are useful to investors in evaluating the Company's performance. These non-GAAP financial measures are supplemental measures of the Company's performance that are neither required by, nor presented in accordance
with GAAP. These financial measures should not be considered in isolation or as substitutes for GAAP financial measures such as net income or any other performance measures derived in accordance with GAAP. In addition, in
the future, the Company may incur expenses or charges such as those added back to calculate these non-GAAP measures. The Company’s presentation of these non-GAAP measures should not be construed as an inference that
the Company’s future results will be umaffected by similar amounts or other unusual or nonrecurring items. Same club sales refers to year-over-year sales comparisons for the same club sales base of both corporate-owned and
franchisee-owned clubs, which is calculated for a given period by including only sales from clubs that had sales in the comparable months of both years. We define the same club sales base to include those clubs that have been
open and for which monthly membership dues have been billed for longer than 12 months. We measure same club sales based solely upon monthly duesbilled to members of our corporate-owned and franchisee-owned clubs.
The non-GAAP financial measures used in our long-term growth targets will differ from their most directly comparable GAAP measures in ways similar to those in reconciliations the Company has previously provided in its
disclosure with the Securities and Exchange Commission (SEC). Wi do not provide a reconciliation of growth targets for Adjusted EBITDA or Adjusted net income per share, diluted to the most directly comparable GAAP measure
because we are not ahle to predict with reasonable certainty the amount or nature of all items that will be included for the applicable period. Accordingly, a reconciliation of the Company's growth targets for these non-GAAP
measures tothe most directly comparahle GAAP measure cannot be made available without unreasonable effort. These items are uncertain, depend on many factors and could have a material impact on our Adjusted EBITDA
and Adjusted net income per share, diluted for the applicable period.
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GEN Z IS OBHRSTEST GROWING DEMOGRAPHIC

Total Membership by Age Generation 2020 -2025
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RISE IN RETAIL BANKRUPTCIES

2025 9,900
2024 6,200
2023 5,600
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EXECUTIVE LEADERSHIP TEAM INVESTOR DAY

2025

Paul Barber Bill Bode McCall Gosselin Chip Ohlsson Ed Welsh
CHIEF INFORMATION CHIEF OPERATING CHIEF CORPORATE CHIEF DEVELOPMENT SVP, PEOPLE &
OFFICER OFFICER AFFAIRS OFFICER OFFICER CULTURE

Brian Povinelli Sarah Powell Jennifer Simmons Jay Stasz Stacey Caravella
CHIEF MARKETING GENERAL CHIEF STRATEGY CHIEF FINANCIAL VP, INVESTOR
OFFICER COUNSEL* OFFICER OFFICER RELATIONS

*Starts on 11/17/2025
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TREMENDOUS OPPORTUNITY AHEAD  INVESTOR DAY

2025

9%HMp GROWTAGUTPACING TOTAL U.S. GYM MEMBER GROWTH OF 1% SINCE 2019

Market CAGR (%) 2019-20241

s 9%
1%
I I : I
-1% -1% ] : -1%
-5% : .
Other Premium Gym Studio i HVLP Mid-Tier Gym Total Market

1. IHRSA data includes studios, fitness-only, multi-purpose, YMCA/YWCA/JCC, other non-profits, and business/corporate; 2. Member defined as someone who used a health club, gym,
and/or fitness studio within the past 12 months
Source: Company data; IHRSA; U.S. Bureau of Labor Statistics; Entrepreneur.com; FDDs; SEC Filings; BCG analysis

Copyright © 2025 by Boston Consulting Group. All rights reserved



EVOLUTION



