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Q TARGET CONSUMER

Serious About Fithess

Psychographics
e Priontize fitness, workout 4+ times / week
o Enjoy the energy of workout classes
e Follow an exercise routine w/multiple types

Demographics
e Spend $150USD+ / mo. on fitness
e Typically live in big suburban areas
e 35-50 years old (avg. age 43)
e S100-150K+ HHI
e Typically married, with kids
e Highly educated




¢ PELOTON
MAKES YOU WANT TO SHOW UP

REASONS TO BELIEVE FUNCTIONAL BENEFIT EMOTIONAL BENEFIT
An integrated experience Entertainment and 3 A transformative
designed to pull you in and competition fo show up at experience 50 you show up

ensure you literally show up. your best on yourterms. as your full self all day long.




Q BRAND VALUES (what we're known for)

Always On

Pelofor s the gold standard for “abwarys
being there” fof oue Memibrs. W cormmil
1o delivering Peloton-grade expenences
mum.mmﬁﬂmm
whial they've shown up for

Captivating

el erfainmen? # ewery loichpomn, in a
unifquely ownails wiy 1Ra! empowerns
Members 1o show un. Our instructors
products e swe-inspiting

Empowering

We bt our Mermbers ug. instead af breaking therm
o e Faindess thes ires divve thicudh
oefebration of their commstrnent to showing up,
nat theiugh tough lave This Bust Members have
in Peicton empawenng them (o be befist makes
thetn stronger and more corfident.

Authentic

‘We are Mernber-fest and speak o them
Although we ane inspiring. we doso ina
relatable, human, natursal wary, W continue
10 ewdive Based on real-bme reeds of our
Membess, as well og, cpportunitics within
technology, finess, and oulture.

Optimistic

Pedotion s insparational, energinng, Ropeful &
hyped-up. Dur legacy it bigger than our product.
With great energy and a positie spei, we are
committed 1o having a deeg and sigrificant
impusct an the world

Premium

Pelcaon has eslablished itsell 05 a premium
excefience. Some prood poerila include (1)

: m h ’ Elll'n‘lli!'!mpm;hﬂam
plece in the home, (3] state of the art sireaming
technoingy. and (3] world-class instructons. As
Such, we will [ICIect Bnd deeDon Sl Brermkim
positioning as we expard internationally



ﬁ WHO WE ARE / WHO WE ARE NOT

We Are

Motivating Authentic Confident Empowering

Modermn Enthusiastic Inclusive Optimistic

Pramium Captivating Street-wise Community

We Are Not

Preachy- Sterde AgQEgressive. “Religion— A-Fitness-Brand
Afad— Gver-the-Top- Guttish Satisfied

Exelusive- Goofy- Snebby Cheap—



g WE ARE NOT A GIMMICKY FITNESS BRAND

No Before & Afters No Cheesy Ads Not a Fad Don't talk Down

THERE IS MO

CRYING I
BOOT CAMP.
SUtK mup
SOANY TIME
LRITRNESS.
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Emotional-Led

Product-Led

HAVING A BALANCE OF PRODUCT AND EMOTIONAL STORYTELLING
RELIES ON BRAND AWARENESS AND PRODUCT UNDERSTANDING

“Better Is In Us"

“This is Peloton™
“Morning Ride”

2014 - 16 Holiday 2017 Spring 2018
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Makes Hard Work Fun 3=
.

Our brand is about making the hard -
work enjoyable. We visually represent -
this by heroeing our content and '
instructors while still always showing | re.
hard work (i.e. nota party on a g_l::ej AR




Pushes Me to Excel

Metrics, the leaderboard, and our
overall UX / engaging content
show that Peloton will keep you
motivated
We also always J,ntEﬂEi § our
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ng always shows the protagonist

fully engaged and immersed in the class, not
distracted doing something else.
This is his / her escape.
We portray the content as hero.
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Tech Savvy...

Peloton makes people feel
“tech-savwy” reinforced by press
coverage across tech and

Peloton is now a unicorn because of |

publications the spinning class craze B P
' " s 9 ™
ars technica " - B
Pl Uil fedw Pﬂ‘-t}tﬁ-nt Beyund the bing

O | o ot CES 2004
circuit (2. breaker Q2 Ul

Peloton to launch its smart exercise bike in the UK
and Canada

Give your home a smart gym with this

connected workout equipment




Discerning...

Our consumers feel that owning a Peloton is a badge that shows they have good
judgement and are savvy, as confirmed by their reviews and social sentiment.

EXCELLENT BIKE AND EXCELLENT CUSTOMER SERVYICE

FELOTON CHAMGED MY LIFE!

RIFE CHAHGING PURCHASE
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Like Nothing Is In My Way

QOur storytelling always includes an "afterglow”
moment post-workout that describesthe W
positive feeling Peloton provides that you can
take with you for the rest of the day
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RECAP

1. Convenience & efficiency (247 with & 2 misute commata)
Besng able 1o workout when & how you want in a way that fits around
your life.

2. The bike itself Premius design, stute—ot-the—an 1eeh)

Fully justifying the cost and then some. In fact, i's amazng value lor
what you get out of it. Patential buyers will hawve no point of reference
excep! our adverlising/promotions 50 we need 10 Mmase i sing.

3. Variety of class

Beng able to change your workouls resonates well in research. No

rratter your tme hmas oalss music preferences) attiute, there 8
always & class and instructor that sults you.

4. The iNStructors (Best-in-clsss, mesivationsl and inchusive)

Alorg with the bike we s this &% cur most mportant asse. URimsately,

o Instructors begin to have a “celebrity status” amongst their nders 7
foliowers because of their aspintional attitude, look, and captivating
quality of their workout.

5. Live performance metrics (Esertsinment & results)
Our tange - Senous About Fitness are more likely 1o s1ay comemitied
and 'show ' knonnng they can rack 1heir frogiess.

6. Community
Shared experences are hugely populas and research shows people are
mone molivated / accountable / flfilled when they woek out togethe,
wilh friends and in shared spaces.



