Orangetheory Case Analysis
Synopsis:
Orange Theory is a fitness center that was founded in 2010 by exercise physiologist Ellen Latham and her partners Jerome Kern and David Long in Boca Raton, Florida.  It is based on a concept in exercise physiology called post-exercise oxygen consumption (EPOC) more commonly referred to as the “afterburn.” The idea is that, if a person maintains a certain maximum heart rate during a workout, they will continue to burn calories long afterward through an oxygen-burning process.  Orange Theory combines treadmill intervals, a water-rowing session, and strength training in a 60 minute guided workout designed to help its members attain that afterburn. Wearable devices (watches or chest straps) enable the members to see their heart rate during the workout on large screens throughout the facility as their heart rates move through five zones, including the orange zone (84-91 % of maximum heart rate).  Membership in the gym is purchased through packages which vary based on the number of group workout classes the member plans to attend weekly, ranging from 1 to unlimited.
Selling Point:
“Orangetheory is a science-backed, technology-tracked, coach-inspired group workout designed to produce results from the inside out. The hardest part of our workouts is showing up - we make it simple for you to push yourself, be your personal best and give you more. MORE results. MORE confidence. MORE Life. More than a gym. Because you shouldn’t live to exercise. You should exercise to live.” Group Fitness Class & Interval Training | Orangetheory Fitness US
Challenge:
The fitness industry is saturated with options ranging from low-cost bare-bones warehouses to high-end luxury ‘gyms’ with a resort-like atmosphere.  It was important that Orange Theory select a target market(s) that would enable them to establish a foothold in the crowded fitness market that would be a match for their concept and engender long-term relationships that ultimately allow for replication through franchising.  OrangeTheory met this challenge.  As of 2020, there were more than 1,200 Orange Theory facilities in the U.S. and in 23 countries across the world.  
In March of 2020, in response to the Covid 19 pandemic, many states initiated implemented restrictions that forced Orangetheory to temporarily cease in-person operations.  In response, Orangetheory altered its model, shifting to online guided classes incorporating cardio and strength training.  Members were still able to see their heart rates on their screens which allowed the competitive climate that existed in some facilities to be replicated virtually.  However, membership declined. Since then, and in light of the continued threat posed by the pandemic, the company must determine if its positioning and target markets need to be significantly altered.
Assignment Questions: (read through all questions before starting; submit using APA report format (APA 7th Edition: Set up an APA Format Paper in 6 Minutes | Scribbr 🎓 - Bing video).
1. Describe the marketing mix employed by Orangetheory.
2. Identify the types of segmentation strategies used by Orangetheory prior to the pandemic.  Provide specifics to justify your choices.  What were the most attractive segments and why?  
3. Prior to the pandemic, what companies were the primary competition for Orangetheory?  Depict the relative positioning of Orangetheory and its competitors using a perceptual map.  
4. Describe the target market(s) of Orangetheory prior to the pandemic. What were the most attractive segments and why?
5. How was Orangetheory able to expand so quickly?  What forms of marketing did they engage in to grow their membership?
6. Should Orangetheory pursue other target markets at this time?  Why or why not?  What challenges would they face in doing so?  
  

