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;-j TARGET CONSUMER

Serious About Fitness

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

Demographics
o Spend 5150USD+ / mo. on fitness
e Typically live in big suburban areas
e 35-50 years old (avg. age 43)
e S5100-150K+HHI
e Typically married, with kids
s Highly educated




Q PELOTON
MAKES YOU WANT TO SHOW UP

REASONS TO BELIEYE FUMCTIOMAL BEMEFIT EMOTIOMAL BEMEFIT
An integrated experience Entertainment and A transformative
designed to pull you in.and competition o show op at expeErience 5o you show up

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




f‘j BRAND VALUES (whot we're known for)

Always On

Pelaton i the gold standand for “wwarys
bisir] Thive” fot Gue Memibids. We commi
10 delivering Pelobon-grade expenences
iEreery lirse, Botrbe our Members detere
wihia they'we showm up for

Captivating

Pelabah Blénds pailormdnce &hil
erleriainment & eveny 1ouchpomd, ina
uniuely ownatle way 1Fal empowers
hembirs 1o show ug, Our instrucios
Friging, dul Gxpaiienoe ETrmersed, and cus
products 6 Fee-inspiing

Empowering

Wiz b our Members up snstead ol brealong 1hem
dawn. W hainess This inmes dinve thioiagh
oéfebration ol thedr commtrment b shawing up,
nol twoigh tough boee. This el Member havwe
in Peicton empowenng Ehem (o be betiss, maioes
Thesm stronger and mmore confident

Authentic

We ahe Mambadfes] and speak 1o 1hem
samiply and comver sationally, isoiding jacgon.
Although e ane inspifing. we dosaina
relnable, human, nabueal way, We corflinue
16wl Bl o nedl-me rebi s ol Gl
ki, a5 woll 03, opporiunilics within
lachnology, finess, and oultuie,

Optimistic

Padoton s insprational, enedginng hopefd &
hyped-up. Dur legacy it bigger than ouf product
With greal energy and a posithe Soel, we afe
eommilted 1o hiaving o deep snd sigrifican
impiect on the world

Premium

Pedeaih has edlabhared ksl o5 & praiiium
brand through desion and performanoe and
ercefierce. Some proo! pois inchude: (1)
prevnium hardware makes each product a ey
ploos in the hom, (7] 5102 of e aeT sreasmeng
technciogy and (3] workd-class insthuctons. As
uch, we will oSeET and deEpen Bl BrEMRIM
pesilioning os wi sxpand inbernationally



Q WHO WE ARE / WHO WE ARE NOT

We Are

Mativating Authentic Confident Empaowering

Modern Enthusiastic Inclusive Optimistic

Pramium Captivating Street-wize Community

We Are Not

Preadny- Stenle Aggressive Rebgion— A Fitness Brand
AFpd— ‘DvertheTop Gultish Ealisfied

Exelhsaive- Goofy- Srobby Gheap-



¢ WE ARE NOT A GIMMICKY FITNESS BRAND

Mo Before & Afters Mo Cheesy Ads Mot a Fad Don't talk Down

THEKE 15 MO
CRYING

BOQT CAMP

SUCK IT UP

LS




EFAND WHIEL

BLM OIS TiEL i O TV
B REIRE OLSEGH
Al I FRiE
FEOBUET B4 HEw Ww@ULE | GETEFamd
FiEE WD THE FEDDULTY
BATEY HaFD EHOULT 5
P WOuE fuk IR EEL YT o

LR O LAY T
LMD W COMMECTED
THAT FRIEH T4 COMMUMITY

FUTHEE M ALWATE (R T-T BT
Ll m e L BELDT L PTIT I

ALEATE ON ey Fre L e
LIKE MO THIRG e CAFTVATING
P AT TECH. LYY
CHCOUSACING Coua FETITIVE
HEW Baid Twi Ha®m Eaid THI
giEp “"-II;:::H-;FE DECERNIWL ERAMD skdl
HE FEALE EWE LOEEY

Lkl | Eam
AL EEuPIiH oML ITTRED
ARTRHMSG



IHAHD WHERL

HEEOVEE THE
ebRifby

wHAT DRER THE
FEQRUCT DD
FER wir

LEAGEPROE B D
AFLF L THICY
THAT FUTH TOLU

ELFATE
READT

AEWATE O

IMCCHIBACING

How Boifl =i
EFamD Wi nl
Wi FEELF

LIKE | BELORE TD
i s

0 Mast common markating / communicalion antry points

HOW WORLD | pERCEIND
THE FRABUETR

PRELIDHATE
LEUHMLCILE
e EETY

10 TIRR IHCIATTHIE B8

INETHLET R EEME EIFIBa
taLin

CAFTIWATING

L. M TRITYE

HewW Soll THE
ERaWD el
wi Lol

COsMITITD



JO

Emotional-Led ]

Product-Led

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

“Battar Is In Us™

"G It AN

“This is Peloton™
“Morning Ride”

2014 - 16 May 2017 Holiday 2017 Spring 2018



Makes Hard Work Fun

Our brand is about making the hard
work enjoyable. We visually represent
this by heroeing our content and
instructors while still always showing
hard work (i.e. notaparty ona y_l-_c;ej
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Pushes Me to Excel

Metrics, the leaderboard, and our
overall UX / engaging content
show that Peloton will keep you
motivated
We also always intensityy our

pre gm:l‘ d "







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-savvy” reinforced by press Peloton is now a unicorn because of
coverage across tech and the spinning class craze
publications

ars technica (L ‘-

Palobos Uil Adw prodast Biyond thi Bl
n ab CES 2078

cirncuit .2 breaker

Peloton to launch its smart exercise bike in the UK

and Canada
Give your home a smart gym with this -._ _.- Ll

F! E iT connected waorkout equipment :

MIEEE ©MPANY gb gearbrain




Discerning...

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

EXCELLENT BIKE AND EXCELLENT CUSTOMER SERVICE

Ll s foar

LIFE CHAHGING PURCHASE
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Like Nothing Is In My Way

Our storytelling always includes an “afterglow”
moment post-workout that describes the 1
positive feeling Peloton provides that you can
take with you for the rest of the day



While we do not ove
talk about the “core
Peloton, we do leverage
like "never ride alone”, sh :
leaderboard and shﬂw all rtmre
riders to reinforce that you are a
e, Part of something bigger
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RECAP

1. Convenience & efficiency (za7 with s 2 misute commte)
Bang abde 1o workout when & how you want in a way that fits around
your lile.

2. The bike itself promius deign, state—ot-thi-an 1)

Fully justifying the cost snd then soane. In Tac, it's amazng value lor
wehaat you get cut of it Potential buyers will have no point of relemence
except ol adveriising/oromotions 50 we need o make it sing

3. Variety of class

Baing abde o change vour workouls resonates well in research. Mo
Frunbtes ol time lirneta goales mutes peaferences’ antaude, thede g
atways a class and nstruckor that suits you.

4. The instructors (Best-in-class, methationsl and inclusha)

A5arsg with the bike we see this &% cur most mportant assel. URimslely,

o instructons begin to have a "oelebsity status™ amongst their nders £
folioweers because of their aspimlional atttude, ook, and caplivaling
quality of their wikout.

5. Live performance metrics (Esermnment & results)
Ouir tanged - Senous About Fitness are more likely o stay comemitied
ant "show U kndwing they cin rack Their progress.

6. Community
Shared expefienices are hugely populas and research shonys people ane

mong malivated £ accountable f fulhilled whon thery work out together,
wilh friends and in shared spaces.



