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Reflecting on the past year, I continue to be proud of the millions of lives we have positively impacted and the impressive financial 
results we continue to deliver to our shareholders. Our business continues to flourish, evidenced by the company record number of 
new store openings (both franchise stores and corporately-owned locations) and the addition of approximately 1.9 million net new 
members in 2019.

Total revenue increased by 20.2% to $688.8 million, system-wide same store sales increased 8.8%, and we saw positive, double digit 
revenue gains in each of our three segments – Franchise, Corporate-Owned Stores and Equipment, led by 23.8% growth in our 
highest-margin Franchise segment. Thanks to our asset-light business model, along with our financing activities, we returned $458 
million to shareholders through share repurchases.

We continued to widen the moat around our business and solidify our leadership position with the most members in the industry, 
ending 2019 with approximately 14.4 million members. The judgement free, non-intimidating fitness experience we provide at an 
exceptional value continues to differentiate us from traditional gyms. The strength of our model, well-capitalized franchisees, 
passionate store and corporate team members, combined with favorable real estate trends and large and growing marketing budget 
continue to propel the brand and business forward.

It is extremely humbling and gratifying that Planet Fitness continues to be recognized for our strong results and the exceptional 
support we provide to our franchisees and members. To highlight a few of our recent accolades, Planet Fitness was named one of 
‘America’s Best Companies for Customer Service’ by Newsweek and ranked among Fortune magazine’s 2019 ‘100 Fastest-Growing 
Companies’ list as a top performer in revenues, profits, and stock returns over the past 3 years.

Strategic, Aggressive Growth and Long Runway Ahead
2019 was a banner year for Planet Fitness in terms of expansion. We opened a company record 261 locations and ended the year with 
2,001 locations. More than 90% of our unit growth was fueled by our existing franchisees who continue to reinvest in marketing our 
brand and expanding their store fleets. We believe our seasoned franchisee operators continue to be a competitive advantage for us. 
They are passionate about our differentiated approach to fitness, require minimal training as they open new stores, and can scale and 
grow their teams quickly. With over 1,000 additional committed store openings and more than 500 committed over the next 3 years, 
our pipeline remains robust. We believe our runway for growth is long with the ability to reach 4,000 stores in the U.S. alone.

Marketing Machine Driving Awareness and Acquisition
Helping to fuel our size and scale is our marketing flywheel that continues to grow with every new join. 2% of monthly dues are 
contributed to the National Advertising Fund while 7% is spent on local advertising. In 2019, approximately $220 million was spent in 
the U.S. on marketing the Planet Fitness brand and concept, up from approximately $175 million in 2018.
 
Our substantial marketing budget allows us to invest in iconic sponsorships like the Time Square’s New Year’s Eve Celebration where 
we’ve served as the primary sponsor for the past 5 years. High profile partnerships like this put our brand front and center on a global 
stage at a time when health and wellness is top of mind for consumers. Findings from our annual brand health study confirm that 
Planet Fitness remains #1 in aided and unaided brand awareness in the gym category.

Enhancing the Overall Member Experience through Technology
In 2019, we continued to invest in our technology initiatives to increase member engagement and enhance overall brand experience. 
The launch of our new mobile app in Q3 included features and functionality such as workout tracking and custom workouts, the ability 
to upgrade from our classic White Card membership to the Black Card, and the ability for members to refer a friend. Upgrade 
functionality allows us to provide our members with an easy way for them to manage their membership type and experience, while 
simultaneously providing an opportunity to drive higher Black Card memberships. Word-of-mouth marketing driven by referrals 

through our 14.4 million membership base extends the reach of our marketing machine and capitalizes on our size and scale 
advantage. We continue to see strong growth in both usage and downloads and look forward to enhancing functionality in the year 
ahead and beyond.
  
Expanding Access to Fitness and Building Loyalty and Affinity
A major highlight for me in 2019 was the kickoff of the Teen Summer Challenge program, which invited teens ages 15-18 to work out 
for free in our locations in the U.S. and Canada throughout the summer. More than 900,000 teens signed up for the program and 
completed 5.5 million workouts. 

Providing teens with free access to fitness at a time of year when physical activity declines due to the lack of organized sports not only 
increases their overall wellness and builds self-confidence, it is also a great long-term opportunity to build brand loyalty with Gen Z - 
the largest segment of the population to date according to Nielsen data. In addition to introducing teens to Planet Fitness, the Teen 
Summer Challenge has also enabled us to introduce their parents to our brand, with approximately 75% of teen sign-ups coming from 
non-Planet Fitness households. 

A Purposeful Planet – Doing Well By Doing Good 
2019 was also a landmark year for Planet Fitness as it relates to the positive impact we’ve made on society. From a philanthropy 
standpoint, this year marked an important milestone for us. Together with our franchisees, vendors and members, we reached the $5 
million donation mark to Boys & Girls Clubs of America to benefit anti-bullying, pro-kindness initiatives. We awarded Judgement Free 
scholarships totaling $150,000 to standout, college-bound teens who promote inclusivity and kindness in their communities – a core 
value of our brand. We also continue to build ‘Mini Judgement Free Zones’ in conjunction with our franchisees within Boys & Girls 
Clubs across the country, leveraging new and gently used upcycled equipment. Finally, our team members and franchisees share our 
commitment to giving back. At our National Franchise Conference, I stood alongside volunteers from across our system as we packed 
3,000 backpacks for the Boys & Girls Clubs of Southern Nevada. And at our corporate office, we contributed more than 500 volunteer 
hours in 2019. Making a positive impact on people’s lives is what our brand was built upon and continues to be an important part of 
our culture.

Enhanced Management Team Poised for Growth and Execution
In 2019, we welcomed two key new members to our management team. Kathy Gentilozzi, our Chief People Officer, joined our team 
with over 30 years of experience at national retail brands like FULLBEAUTY Brands, Macy’s and Aéropostale. Jeremy Tucker, Chief 
Marketing Officer, joined our team with more than 20 years of global marketing experience at companies such as Nissan North 
America, The Walt Disney Company, and PepsiCo.

I am confident that the leadership team we’ve built, along with our great group of dedicated employees, are up to the task of 
successfully executing our growth strategies and driving our business forward.

With every passing year, I am humbled by the passion across our system and commitment to growing our brand, delivering amazing 
member experiences in our stores, and generating strong returns for shareholders.  We have accomplished so much over the past year 
and I am excited to witness our continued progress in 2020 and beyond.
 
Thank you for your investment and partnership.

My best,
Chris Rondeau
Chief Executive Officer
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