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In indoor cycling, we talk a lot about 
innovation. About the next piece 
of technology, the next evolution 
of programming, the next level 

of choreography. And of course, 
there’s a place for all of this. Progress 
keeps our sector moving forward.

But amid the excitement of what’s 
new and what’s next, it’s worth pausing 
to remind ourselves of something far 
more fundamental: that none of this 
means anything without our riders.

As an industry, we’re passionate people, 
many of us fitness enthusiasts who love 
training, love the burn, love pushing our 
limits. But this isn’t about preaching to 
the choir. When we look inwards and 
build workouts we would enjoy, we risk 
alienating those who simply want to 
feel welcome, uplifted, capable – not 
fearful of the class – and above all, who 
want to feel part of a community.

This is what indoor cycling can do so well 
if we get back to basics, remembering that 
first and foremost, ours is a people business.

“You don’t have to be the biggest brand 
or even the hottest trend if you get your 
grassroots marketing right, building 
a local community for your studio,” 
confirms Katy Richardson of Extraordinary 
Brands (see interview, page 6).

Meanwhile, in our Fit Guide podcast on 
page 16, Steph Sklar-Mulcahy – owner 
of five-star-rated CycleBar Culver City 

– shares a beautifully grounding habit. 
Whenever she’s in the studio, she makes 
a point of thanking her riders. Not out of 
routine, but out of genuine appreciation. 
Because without them, she says, her 
studio wouldn’t exist. It’s a small gesture 
that speaks volumes – a reminder that 
our riders aren’t a given. They’re a gift.

Even for instructors building their 
personal brands – a topic we explore 
on page 32 – the message is consistent. 
Authenticity matters, but so does purpose. 
As a coach, who do you want to be for 
people? How do you want to make them 
feel? As Alicia Portelli puts it: “Focus on the 
people who keep showing up to your class. 
They are the ones your work is meant for.”

So yes, we should absolutely innovate, 
refine and experiment – but we must 
always remember why. Indoor cycling 
should lift people up, not lock them 
out. Keep your riders at the heart 
of every choice you make and the 
whole chain becomes stronger.

When we remember who we 
do this for, success follows – one 
grateful rider at a time.

INTRODUCTION

Remember who we do this for

Uffe A. Olesen
CEO, Body Bike International A/S

“Indoor cycling should lift people up, 
not lock them out. Keep your riders at 
the heart of every choice you make.”
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Following its recent acquisition of CycleBar and Rumble, 
Extraordinary Brands is slowing the brands down to speed 

them up, say COO Katy Richardson and CycleBar brand 
president Lori Klein. They speak to Kate Cracknell

BRANDS

LONG READ
WHOLE 
STORY

Extraordinary

Katy Richardson Lori Klein
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The way CycleBar classes 
make you feel will become 

a key marketing message

Tell us about your portfolio.
KR: Rather than creating brands internally, 
Extraordinary Brands is building its 
portfolio through acquisition.

Our initial partnerships were smaller, but 
Rumble and CycleBar have proved we can 
integrate brands with a lot more scale and/
or the ability to grow quickly and nationwide. 
As a start-up, it makes sense that this is 
where we focus our time and resources. 

So, while Neighborhood Barre and Row 
House are still in the portfolio alongside 
new acquisitions CycleBar and Rumble, 
we’re divesting the other brands [Pūrvelo 
Cycle and Eat the Frog Fitness – see An 
Extraordinary journey, pages 10–11]. 

Neighborhood Barre is already in growth 
mode: it came into the portfolio in 2024 
prepped and ready to grow. The other three 
are great brands, but we took them on in a 
distressed state. They will need to contract 

and stabilise before growing again in a way 
that fits the boutique market at that time. 

In fact, Row House is almost there – we’re 
looking at Q1 2026 to restart growth – but 
for CycleBar and Rumble, we first need 
to audit and stabilise. It would make no 
sense to throw these two brands into 
franchise development right now.

The good news is, so many of the problems 
are fixable. By giving these brands the 
attention they deserve, we have a chance to 
revitalise them and build franchisee success.

Beyond these four brands, we’re also 
interested in further acquisitions where it 
makes sense for the portfolio – not only 
in boutique fitness, but also in wellness.

What’s the current status at CycleBar?
LK: We’ve been identifying the core 
issues at the heart of the business, both 
collectively and at a local level. Our goal 

“Even though we don’t have all
the answers yet, we’re sensing
a return of cautious optimism” 
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is to understand what’s broken and fix it 
quickly but also as strategically as possible.

Our immediate focus has been on 
rebuilding franchisee trust, opening up 
channels of communication, speaking 
one-to-one with them, listening and 
offering some transparency around 
what’s going on behind the scenes. 

We’re diagnosing the health of each 
individual location, working with our 
franchisees to build roadmaps to success 
and profitability wherever possible. Even 
though we don’t have all the answers yet, 
we’re sensing a return of cautious optimism.

Meet our interviewees
A former consumer services franchise founder, Lori 
Klein also had boutique fitness experience prior to 
joining Extraordinary Brands, working for Flywheel 
and consulting for CycleBar. When CycleBar was 
acquired by Extraordinary Brands, she joined the 
company full-time as CycleBar brand president.

Katy Richardson – now COO of Extraordinary Brands 
– came into the business as VP when it acquired the 
23 sites of her business, Neighborhood Barre. Her 
promotion to COO in February 2025 pre-empted the 
July 2025 acquisition of CycleBar and Rumble, taking 
the Extraordinary Brands portfolio to four brands. 
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Left: CycleBar currently 
operates 130+ studios, the 
majority in North America

Below: Neighborhood Barre, 
now owned by Extraordinary 
Brands, was founded by Katy 
Richardson in 2011

KR: We do have some franchisees who 
decided to exit before we came onboard. 
Some have now changed their minds and 
chosen to stay with us, but where there 
are problems we can’t solve – where sites 
simply weren’t set up for success – we’ll help 
them exit in a way that works for them.  

LK: A recurring theme among under-
performing sites is an overly large footprint, 
with high start-up and running costs 
making ROI very hard to achieve. Many 
sites need to shrink by 30–50 per cent. 

KR: That will certainly be the model for 
new locations: it’s better to have waiting 
lists than half-empty studios and high utility 
costs. We could reduce overall footprint by 
40 per cent and only lose around 10 bikes.

For existing studios, closure may be an 
option, but we’ll aim for re-sale where 
possible. For overly large sites, relocation may 
be an alternative. And although we aren’t 
actively looking at this yet, in the future we 
might also consider dividing larger sites to 
offer multiple modalities under one roof.

How big is CycleBar now?
KR: There are currently 130+ CycleBar 
sites [see Extraordinary Brands in 
numbers, page 13], but we expect around 
a 20–30 per cent contraction in the 
estate before it begins to grow again. 
We need to slow down to speed up.

The majority of CycleBar studios are in 
North America – the US and Canada – but 

“A recurring theme among under-
performing sites is an overly 

large footprint. Many sites need 
to shrink by 30–50 per cent.” 

INTERVIEW - AMERICAS
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An Extraordinary journey

we also partner with an amazing group in 
Australia that runs its own franchise operation 
for CycleBar and Rumble, supported 
at a high level by Extraordinary Brands. 
CycleBar is also operational in Japan.

Once we start to grow the brand again, 
our focus will be on North America. We will 
continue to work with existing international 
master franchisees – including offering 
them our other brands – but there’s so 
much white space in the US and Canada 
that for now, these will be our key growth 
markets across all four brands.

Why not merge Pūrvelo 
Cycle and CycleBar?
LK: Even though they’re both indoor cycling 
and both based around music and rhythm, 
the brands are very different. Pūrvelo 
Cycle is a dark room with no mirrors or 
metrics. CycleBar is almost the opposite 
customer experience: very metrics-driven. 

CycleBar does offer a variety of 
programmes, including one – CycleBar 
Connect – that’s more introspective and 
soulful. We may diversify the programming 
further once the brand is stabilised and the 
franchisees profitable. But in the meantime, 
Pūrvelo and CycleBar are almost different 
modalities – it would be really hard to pitch 
them as the same brand – and our view is 
that CycleBar’s programming is more in line 
with what consumers are looking for today.  

KR: All that said, our Pūrvelo franchisee 
runs a very successful business. She’s a 
capable self-starter who does the grassroots 
work and activates at a local level, which is 

JUNE 2022

Founder and CEO Paul Flick 
launches multi-franchisor 
platform Extraordinary Brands 
with the acquisition of indoor 
cycling brand Pūrvelo Cycle

APRIL 2024

Eat the Frog Fitness is 
onboarded as Extraordinary 
Brands’ second studio brand

MAY 2024

Extraordinary Brands 
acquires Row House from 
Xponential Fitness
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An Extraordinary journey

AUGUST 2024

Neighborhood Barre joins the 
Extraordinary Brands family

JULY 2025

Extraordinary Brands acquires 
CycleBar and Rumble from 
Xponential Fitness

JULY 2025

Extraordinary Brands’ portfolio 
consolidates to four brands – 
CycleBar, Rumble, Neighborhood 
Barre and Row House – with 
other brands being divested

“Every product needs to evolve to keep up
with changing trends, but CycleBar hasn’t 
moved forward enough over recent years” 

CycleBar programming 
may diversify further once 

the brand is stable
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Above: Rumble was acquired 
from Xponential Fitness in 2025

Right (top to bottom): 
Extraordinary Brands’ 

portfolio now spans four  
brands: CycleBar, Row  
House, Neighborhood  

Barre and Rumble

INTERVIEW - AMERICAS

“There’s so much white space in
the US and Canada that for now,

these will be our key growth
markets across all four brands” 
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exactly what’s needed to be successful in 
this business. She’s embraced everything 
we’ve taught her; she still has access to our 
assets, playbooks and so on; and she runs a 
great shop. We gave her the option to bring 
her two sites into the CycleBar brand, but 
we were never going to force that on her 
and she’s chosen to stay as Pūrvelo Cycle.

The third Pūrvelo site is corporately-owned. 
We’re currently making a plan for that studio.

Will the CycleBar product change?
LK: Every product needs to evolve to keep 
up with changing trends, but CycleBar hasn’t 
moved forward enough over recent years. 
That’s something we’re now addressing.

New programming is currently in 
development, so I can’t say too much, but 
we will certainly be looking at new and 
better ways of incorporating strength, 
giving people the cardio they need and 
the strength they want all in one class.

We also need to recognise our 
ageing population – for whom cycling 
is an accessible option – and consider 
the growing focus on longevity, 
healthspan and functional wellness. 

And we need to understand that 
consumers now want something more 
meaningful than a party on a bike. They 
want to see and measure the impact 
of their workouts on their lives.

Our product team is looking at all of 
this, diving into the research, the science 
and consumer demand to understand 
how we best evolve our product. 

Extraordinary Brands  
in numbers

CycleBar – 130+ sites

Rumble – 85+ sites

Row House – 40+ sites

Neighborhood Barre – 25+ sites
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We want to create unique, results-based, 
scalable programmes that support people’s 
holistic health journeys. We’re also identifying 
the wellness metrics that really matter 
to people and looking at the technology 
we need to measure these, so we can 
demonstrate the value of all our modalities.

The strategic brand repositioning we’re 
currently undertaking ties in with all of this. 
CycleBar remains the largest cycle franchise 
in the world, but we need to make sure 
we’re putting it in front of the right audience 
with the right voice and right message. 
We’re still working on this project, but the 
way our classes make people feel –  the 
community, the dopamine hit, the release 
– will be key. A more distilled audience is 
also likely to be part of the solution. You can 
make everyone welcome without saying 
you’re ‘for everyone’, because in practice 
that means you’re not really ‘for’ anyone.

We’re also expecting the repositioning to 
support a better balance between push and 

pull, not relying so heavily on gimmicky sales 
offers to get people through the doors.

What support do you give franchisees?
LK: Our focus is on franchisee profitability. 
You can’t build a portfolio of brands 
if you don’t put franchisees first. 

This is what attracted me to Extraordinary 
Brands. I understand from personal 
experience the challenges of being a 
franchise owner and entrepreneur [see Meet 
our interviewees, page 8] and I know that 
CycleBar owners in particular have had a 
tough time. Having the chance to step in and 
be part of the solution was very appealing. 

Our dedicated business coaching for 
franchisees is something we pride ourselves 
on. This is extensive, tactical coaching that’s 
designed to support the holistic health of 
franchisees’ businesses, not just sales.

It’s delivered by a team of coaches with 
a wealth of boutique fitness experience, 
who are able to get very granular with the 

INTERVIEW - AMERICAS
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franchise owners and their GMs. They look 
at the experience within the four walls, the 
touchpoints that keep customers coming 
back, the ways of using data to reach out 
and personalise the experience, the KPIs 
that help franchisees run a better business 
from the top. It’s extremely effective.

KR: We also provide assets and 
playbooks, all of which support a hyper-
localised approach. We talk about ‘four 
walls, four blocks, four miles’: create your 
experience, know who you are for those 
closest to you and go out from there.

This hyper-localised approach is critical in 
boutique fitness. You don’t have to be the 
biggest brand or even the hottest trend if 
you get your grassroots marketing right, 
building a local community for your studio.

I can speak as the founder of 
Neighborhood Barre, where revenue has 
consistently risen 20 per cent year-on-
year since joining Extraordinary Brands. 
That’s great success for a brand that didn’t 
come into the portfolio distressed. 

You do have to be the right person, though, 
so we’re looking closely at the prototype for 
our franchisees. For all new agreements, 
we will be discerning about who we partner 
with, looking for those who are passionate 
about the industry and making sure we pair 
the right people with the right brand. l

Below left: CycleBar is currently going through a 
‘strategic brand repositioning’, says Klein

Below: Extraordinary Brands is looking at Q1 
2026 to restart growth at Row House

And there’s more…
Hear from the CycleBar owner who’s 
setting the standard for five-star indoor 
cycling. Catch the podcast on page 16.

@extraordinarybrands

“You don’t have to be the biggest brand or even
the hottest trend if you get your grassroots

marketing right, building a local community” 

https://www.instagram.com/extraordinarybrands/
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Raising the Bar
CycleBar Culver City is one of only a few cycle studios globally  

to receive a five-star rating from The Fit Guide. Owner  
Steph Sklar-Mulcahy shares her secrets in this excellent new podcast

“If you build it, they do not just come. You have 
to mean something to the community.”

“We make sure every class 
is worth at least the drop-in 

rate,” says Sklar-Mulcahy



A former TV & film exec, 
Sklar-Mulcahy felt a 
franchise was her best 
route to studio ownership

INTERVIEW - AMERICAS

If we were to write a school report for the 
indoor cycling sector right now, it might 
read something along the lines of ‘good, 
but could do better’. Certainly The Fit 
Guide’s rigorous global benchmarking 
suggests there’s room to raise the bar.

Yet there are studios truly excelling, 
delivering exceptional experiences and 
earning five stars across the board. 
Their achievements are celebrated 
in the Five Star Fitness by The Fit 

Guide podcast, which delves into 
the stories behind the successes.

In partnership with this fantastic 
podcast, RIDE HIGH is showcasing some 
of these five-star performers, sharing 
their insights to inspire the wider sector. 

In this, the third part of our series, we 
visit CycleBar Culver City in Los Angeles 
– a cycle studio that really does raise 
the bar, whose owner has generously 
shared her secrets to five-star success.

@cyclebarculvercity @wearethefitguide
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https://ridehighmagazine.com/jack-thomas/
https://www.instagram.com/cyclebarculvercity/#
https://www.instagram.com/wearethefitguide/#


https://youtu.be/c4DJhVwASkQ
https://youtu.be/c4DJhVwASkQ


https://youtu.be/c4DJhVwASkQ
https://youtu.be/c4DJhVwASkQ
https://www.youtube.com/@wearethefitguide
http://tiny.cc/TFG-SP
http://tiny.cc/TFG-AP
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Above: It’s important to find a training environment that ‘gets you’, says Marshall Bean

INDOOR CYCLING ACADEMY

TRAINING
TALENT, 

NOT LABELS
What does best practice instructor training look like 
for neurodiverse individuals? The same as it does for 

everyone else, say our experts. Kate Cracknell reports.

LONG READ
WHOLE 
STORY
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“W e’re talking more about 
neurodiversity nowadays, 
but there’s still so much 
we don’t understand. It 

means labels aren’t always that helpful,” 
says Angela Reed-Fox, course director at 
the UK’s Indoor Cycling Institute (ICI). 

“The way I see it, there’s a spectrum 
and everyone’s on it somewhere, from 
a formal diagnosis through to simply 
finding some things more difficult. 
For example, a fear of public speaking 
makes people uncomfortable about 
talking in a group or performing in 
front of others, but it isn’t a diagnosis. 
It’s just a hugely common obstacle.

“It’s why we always look at people, 
not at labels, aiming to remove any 
obstacles that stand in the way of a 
student being the best they can be.”

It has been a progressive journey, she 
says, constantly trying new things to make 
learning more inclusive and accessible. But 

the biggest learning of all? “Our adaptations 
haven’t only benefited neurodivergent 
individuals. They’ve made learning more 
effective and enjoyable for all students.”

A widespread need
Natasha Schofield, associate director for 
education and career development at 
CIMSPA – the UK’s professional development 
body – agrees: “An estimated 15–20 per cent 
of the general population are neurodiverse, 

“Our adaptations don’t only 
benefit neurodivergent 
individuals. They make 

learning more effective and 
enjoyable for all students.”

Putting students on bikes 
helps them “remember what 
good and bad feels like”
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and helpful resources. It is also encouraging 
those who hit the mark in its quality 
assurance to clearly market their inclusivity.

“People with additional learning needs 
don’t always want to actively ask for help,” 
Schofield explains, “so it helps if they 
can go into a training course confident 
they’ll have a great experience”. 

Removing obstacles
Education providers such as the ICI and 
Canada-based Authentic Instructor Training 
would certainly feel justified in putting 
their hands up here, achieving strong 
results through their inclusive training 

experiences – not least the qualifying 
of numerous students who previously 
failed on other, less adaptive courses.

It’s a constant process of trial and error, 
says Reed-Fox, phasing in new ideas and 
“trying to identify anything we’re doing 
that’s making it harder for people”.

She explains: “We accommodate different 
learning styles and preferences, with most of 
our pre-course learning available as videos 
as well as in written format. Everyone gets 
a copy of our indoor cycling handbook to 
refer back to as well, plus you can call or 
email us at any point and join our Facebook 
community. There’s lots of aftercare.”

Teaching in smaller 
groups is more 
expensive, but has a 
“hugely positive impact”
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“We’ve radically 
changed our approach 
to assessment. If at any 
point you demonstrate 
the competence we’re 

looking for, you get 
a tick in the box.”

She continues: “We boil important 
skills such as bike set-up and session 
planning down to simple formulae that 
can be repeated every time. We have 
students do guided doodles – diagrams 
relating to safe and effective cadences, 
for example – because we’ve found 
learnings embed better when we connect 
brain and hand. And we use kinaesthetic 
learning, putting students on bikes so they 
remember what good and bad feels like.

“But the biggest change we’ve made 
so far has been in the size of our courses, 
which we now teach only in small groups. 
It’s more expensive to run them this way, 

PHOTO: ©
SHUTTERSTOCK/JACOB LUND
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but it’s had a hugely positive impact, 
allowing the focus to shift away from a 
PowerPoint presentation and towards 
a more relaxed conversation among 
the students. We stick to a structure 
so they know what’s coming, but there 
are opportunities to ask questions 
and check understanding as we go. 

“The whole approach allows us to address 
the different mindsets, challenges and 
receptiveness within each group and helps 
prevent sensory overload – great for anyone 
who hasn’t been in training or education 
for a while. We’ve had a lot of neurotypical 
people, especially older learners, tell us how 
much they like being able to ask questions 
as they think of them, for example.

“We’ve also radically changed our 
approach to assessment in a way that 
benefits neurodiverse people, but that’s 
been transformational for everyone. 
Assessments are no longer the last thing 

Right: A neurodiverse diagnosis shouldn’t 
limit your self-belief, says Reed-Fox

Below: Writing things down can help embed 
important learnings in students’ memories

INDOOR CYCLING ACADEMY
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you do – a pressured 15 minutes that you’re 
dreading all day. Instead, we do things in 
bite-sized chunks and if at any point in 
the day you demonstrate the competence 
we’re looking for, you get a tick in the box.

“As I say, this is how we now deliver 
all training for everyone, because it isn’t 
only neurodiverse people who benefit. 
It makes for better learning, better 
outcomes and ultimately better, more 
rounded instructors across the board.”

Building confidence
Put another way, says Reed-Fox: “When 
it comes to learning, we’ve found our 
neurodiverse students really only have a 

heightened level of the needs many other 
students have. It’s why we encourage 
everyone not to fixate on labels, because 
they can undermine your confidence. You 
start to believe your diagnosis limits what 
you can do, but everyone has potential.” 

Tash Marshall Bean, founder of Authentic 
Instructor Training, agrees: “I have ADHD 
and for years was made to believe there 
were things I couldn’t achieve. It’s why my 
default now is: ‘You can and I’ll help you.’

“In fact, I believe people with ADHD 
make incredible indoor cycling instructors, 
with high energy and creativity, brilliant 
attention to detail and a natural ability 
to read and quickly adapt to the room.

“We’ve found our neurodiverse students 
really only have a heightened level of 
the needs many other students have”

PHOTO: ©
SHUTTERSTOCK/PEOPLEIMAGES
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Schofield, but this must be our roadmap 
and something we accelerate towards.

It is worth the investment, says Laura 
Davis, CEO of the British Association 
for Supported Employment (BASE) in 
a fascinating webinar for CIMSPA. 

“Only 4.8 per cent of adults known to 
social care as having a learning disability 
and/or autism have access to any kind of 
employment, but teams that are more 
diverse tend to be more productive and 
innovative,” she explains. “Plus, why 
would you not want to be thinking about 
a hidden talent pool of people who are 
motivated and desperate to work?”

Left: Many people like to ask questions as they 
think of them. Small group courses enable this.

Right: AIT gives clients playlists they can use right 
away, as well as the tools to create their own

Below: By embedding inclusivity, we can make 
ours an appealing sector to young people 

INDOOR CYCLING ACADEMY
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https://www.youtube.com/watch?v=mKSAbXzHheY&list=PLYltMQNfamJ0xhB5Et5xaAisIOCEpHBgn&index=3
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Of course, it’s likely your existing 
workforce also includes neurodiverse 
people – even if they haven’t told you. 

“The chances are you have more 
neurodiverse people on your team than you 
know,” confirms indoor cycling instructor 
Odile Philipson, who is herself dyslexic. 
“Many will have never disclosed it.”

She adds: “I instruct Cyclone for 
David Lloyd Clubs [DLC] and have to do 
compulsory training every quarter. Each 
time, I feel my anxiety levels rise. I have never 
failed, but I know I’m slower at learning 
and reading than the average person. With 
some typefaces, it becomes harder still.

“A few years ago, I decided to tell the 
DLC product team and they were really 
good about it. They gave me the option 

to have someone sit with me during 
exams; they told me the exams wouldn’t 
be timed – that was a key one for me; and 
they told me if I did fail, I could re-sit. Just 
knowing all that allowed me to relax.”

When training and assessment are carried 
out in-person, there’s scope for even 
greater adaptation, says Philipson: “On 
one occasion, having disclosed my dyslexia 
on arrival, the master trainer asked me to 
stay behind after the exam to talk through 
my response to a question. He knew my 
standards of instructing and he knew I knew 
the right answer, but I hadn’t managed to 
put it in writing within the time allocated. My 
verbal explanation was totally different from 
what I had written; his taking the time to 
adapt to my neurodiversity meant I passed.”

INDOOR CYCLING ACADEMY
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/base-uk

/odile-philipson-fitness-wellbeing/

@cimspa

@trainingwithtashie

@indoorcyclinginstitute

“The chances are you have more 
neurodiverse people on your 

team than you know. Many will 
have never disclosed it.”

Embedding inclusivity
Crucially, supporting neurodiverse individuals 
in your team means supporting members too.

Says Philipson: “I want to own the fact I’m 
dyslexic, so I’m open with my classes about it. 
There should be no shame in it. As a result, 
members sometimes come to me to discuss 
where they’re struggling as a participant – if 
they have dyscalculia and find it hard to see 
the numbers in the Cyclone app, for example.

“It would be great if every health and fitness 
club had an ambassador in this space – 
someone members, and for that matter other 
instructors, know they can talk to. We should 
be out and proud and helping each other.”

Schofield concludes: “Quite aside from 
the existing instructors we can support 
better, there are almost 1 million NEET [Not 

in Education, Employment or Training] 
young people in the UK alone. Learning 
disabilities are likely a factor for many.

“As a sector, we have an opportunity 
to embed inclusivity – mental as well as 
physical – into our professional standards, 
showcasing ours as a wonderful industry 
for these young people to step into.” l

Left: Every club should have an ambassador 
members can speak to, says Philipson

Above: AIT has successfully qualified many 
students who failed on less adaptive courses

https://www.instagram.com/indoorcyclinginstitute/#
https://www.instagram.com/trainingwithtashie/#
https://www.instagram.com/cimspa/#
https://www.linkedin.com/company/base-uk/
https://www.linkedin.com/company/odile-philipson-fitness-wellbeing/
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Above: “Successful personal branding is about scaling authentically,” says Alicia Portelli

PHOTO: ©
CHARLOTTE DECKERS
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What’s your 
personal brand?

F rom teaching her first rhythm 
cycling classes in Sydney to 
launching and running her 
own studio, guest coaching 

internationally and being headhunted by 
Absolute Cycle, Alicia Portelli has built a 
reputation based on a strong personal 
brand. She tells RIDE HIGH why a personal 
brand is so important for fitness coaches 
and instructors – and how to create one.

Why is a personal brand important?
Your personal brand is what makes 
you unique. It tells people why they 
should come to your classes and helps 
you stand out from your peers. 

It’s also key to your happiness and 
sense of fulfilment. So often, we try 
to mould ourselves into what we 
think others want us to be, or we try 
to emulate another successful coach. 
But this isn’t just disingenuous. It also 
makes connection harder. Constantly 
trying to live up to someone else’s idea 
of who you should be is draining.

I experienced this first-hand in my early 
career. The more I embraced who I was 
and allowed that to come through in my 
classes, the more real my connection 
with riders became. For me, that meant 
leaning into my identity as an athlete, 
doing things that pushed people beyond 
what they believed they could do.

When you look across the industry, 
the coaches who have built big global 
brands are the ones who have created 
an identity that’s true to them and 
grounded in their values. The authenticity 
is what builds trust and community.

How do you create a personal brand?
A personal brand is something you have 
to identify for yourself. Nobody else can 
tell you who you are. Certainly trying to 
build your brand around someone else’s 
image, emulating another coach, will 
mean you’re constantly compared to them 
– and you will always be second-best.

When I’m mentoring people, I have them 
answer a few key questions. What is your 

“The more I embraced who I was, the more 
real my connection with riders became”

ROCKSTAR INSTRUCTORS

As soon as you become a fitness coach, you should be

thinking about your personal brand, says Alicia Portelli.

She tells RIDE HIGH why – and how it’s done.

https://ridehighmagazine.com/ben-karoonkornsakul/
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‘why’? Who do you want to be for people? 
How do you want to make them feel? 

I also ask them to make a list of the people 
who inspire them; this can really help identify 
the qualities that matter most to them.

For me, my sources of inspiration are 
my former dance teacher, who was tough, 
as well as Michael Jackson and Akin 
Akman. Both are (or were, in MJ’s case) 
exceptional at what they do and don’t let 
themselves be affected by the views of 
those who don’t align with their brands.

Throughout my career, people who 
don’t connect with my approach have 
told me my classes are unachievable. 
But staying true to your brand and 

Left: Portelli’s coaching style 
and personal brand leans into 
her identity as an athlete

Right: Portelli is currently at 
Absolute Cycle: “I have worked 
hard to carve out my space in 
south-east Asia.”

Below right: Portelli references 
Akin Akman of AARMY as one 
of her sources of inspiration

“A great coach can authentically 
show up anywhere and still attract 

people who connect with them”

finding the people it resonates with 
also means coming across people it 
doesn’t resonate with – and that’s OK.

My personal mantra is: Touch, Move, 
Inspire. I want to leave people better than 
I found them. I’m motivated by showing 
them they can push themselves further 
than they thought possible. I’ve always 
learnt through hard lessons and I teach 
in the same way. Life is tough, but if you 
can do hard things in a cycle class, you can 
take that same grit into everyday life.

Can your brand limit where you work?
A strong personal brand will influence 
the studios you want to work at and 

https://www.instagram.com/akiniko/?hl=en
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ROCKSTAR INSTRUCTORS

the riders who come to your classes. 
However, unless you’re in a city with a 
high studio density, you can’t be too 
focused on typecasting yourself or finding 
the perfect studio. A great coach can 
authentically show up anywhere and still 
attract people who connect with them.

I am currently at Absolute Cycle and 
have worked hard to carve out my space in 
south-east Asia, attracting people who align 
with my brand. Whether I’m focusing on 
endurance, resistance, pace or technique, 
whether it’s an advanced or more entry-
level class, I stay true to my personal brand, 
pushing people through hard lessons and 
motivating them to grow in different ways. 

CLICK TO PLAY

https://ridehighmagazine.com/ben-karoonkornsakul/
https://www.instagram.com/reel/DQ0I6zMEU8O/
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Can everyone form a strong brand?
Not everyone will become a global name, 
but if your brand is authentic, there will 
be people who are drawn to you. Every 
personal brand will have its audience. 

For me, successful personal branding 
isn’t about attracting roaring crowds. 
It’s about scaling authentically 
through genuine connection. 

Importantly, identifying your ‘why’ is 
only the beginning. You also need the 
work ethic to constantly develop your 
brand. No coach should stay static.

I’m forever taking classes with other 
instructors to be inspired by them and 
to work out what I can make my own in 
areas such as technique, conversation 
and drills. There’s so much learning you 
can do while staying true to your brand.

My personal brand is also about 
hard work and self-improvement. To 

ROCKSTAR INSTRUCTORS
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embody that and help others grow, 
I need to keep growing myself.

As you learn about yourself 
and grow outside of fitness, your 
personal brand will evolve.

What’s your best piece of advice 
for other instructors?
If you have people who love you, 
you will also have people who dislike 
you; this is equally true for many of 
the globally recognised coaches. 

Focus on the people who keep 
showing up to your class. They are the 
ones your work is meant for. l

CLICK TO PLAY

@missaliciaportelli

@missaliciaportelli

“Focus on the people who keep 
showing up to your class. They are 
the ones your work is meant for.”

Left: Portelli (middle of the top 
row) with her class while guest 
coaching in Guatemala 

Right: “No coach should stay 
static,” says Portelli. “You need to 
constantly develop your brand.”

Below left: Wherever she coaches, 
Portelli aims to “leave people 
better than she found them”

Below right: Immerse yourself in 
one of Portelli’s classes at Absolute 
Cycle Singapore

https://www.instagram.com/reel/DOS-ZmqkhlZ/
https://www.instagram.com/missaliciaportelli/#
https://www.tiktok.com/@missaliciaportelli?lang=en
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