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) TARGET CONSUMER

Serious About Fitness

Psychographics

Prioritize fitness, workout 4+ times / week
Enjoy the energy of workout classes

* Follow an exercise routine w/multiple types
Demographics

& Spend S150USD+ / mo. on fitness

e Typically live in big suburban areas

o 3550 years old (avg. age 43)

e S100-150K+ HHI

e Typically married, with kids

e Highly educated




ﬁj PELOTON
MAKES'YOU WANT TO SHOW UP

REASOMNS TO BELIEVE FUNCTIONAL BENEFIT EMOTIONAL BEMEFIT
An integrated experience Entertainment and A transformative
designed to pull you in and competition to.show up at experience 5o you show up

gnsure you literally show up. your best on your terms. a% your full =elf all day long.



Q BRAND VALUES (what we're known for)

Always On

Prdistion i Ehe gold stendaed lor “sheays
B Ehene” lof our Memisrs, We comm
tor debreeting Peicton-grade experierces
Every b, becuuse our Mo i deeTee
whal they've showm up for

Captivating

Peloton blendh perfermance snd
enlertainment af every louchpont na
rwipatly Dwhiable wiy INal SrOowen
Membsers bo show up. Our inslructonrs
FECIPE. Our ERDETINCE Timerues, and our
prOducts are awe-inspeing

Empowering

Wi B oo Rlermirrs up, nsttad of bresiong theem
oW Wie hameas thesr it (s thaough
oelebraton of thes commibment 1o showing up,
not thivaugh tough bove This bt Members have
In Peicion ermpéweng them (o be betier. mskes
1hern stronger and more corfiden

Authentic

W mie Mornbod-frat, and apeak 1o 1herm
mimgly and comversalionally, avoiding jargon
Athsuph we Bhe inshinng. we 050 ha
eolatable, human, natural way Ve condinue
1o iy bated on ieal-trne reeds of our
Marritery, as will ou, opporhanies. within
technology, fenes, and outre.

Optimistic

Predoion = imprationael, erenguneg, hopefu &
hyped-up Our legaty' o gt than ouf product
With great energy and a posdtive o, we ave
cormmithid ko hining & doep snd sigrificant
impact on the world

Premium

Preiofon has eslableked itueil 0a o presmium
brand treough desen snd perlonmence ard
encelierse. Some proo pords include (1)
preriarn hardwas mrakes cach procuct a ey
piece in the nome: (7] viate ol B ot Sireaming
technology. snd () workd cles Fatnocion. As
gt e widl Protoc] and dedgen Oul prermam
poAdioreng B8 we Sxpand iternationally



g WHO WE ARE / WHO WE ARE NOT

We Are

Motivating
Modern
Premium

We Are Not

Preachy
AFad—
Enchutie

Enthusiastic
Captivating

Cwver-the-Top

Inclusive

Salished



g WE ARE NOT A GIMMICKY FITNESS BRAND

MNo Before & Afters No Cheesy Ads Not a Fad Don't talk Down
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Emolional-Led

Product-Led

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

“Hello. Let’s Go."

% e
o™
“This is Peloton™

'Ilnrnlw Ride" l
2014 - 16 May 2017

Holiday 2017

“Better Is In Us"™

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. not a party on a bike) _ 191

v




Pushes Me to Excel

Metrics, the leaderboard, and our
averall UX / engaging content
show that Peloton will keep you
rmtwated




dramatizes the beauty of




fully engaged and immersed in the class, not
distracted doing something else.
This ig his / her escape.
We portray the content as hero.
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Tech Savwy...
Peloton makes people feel

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

publications &

ars technica (] -

P 0 il o [Tt 1 berponid 1he ek
Q ot CES N0

circuil 57 breaker

Peloton to launch its smart exercise bike in the UK

and Canada

E‘?PS\I gb gearbrain ;




Disceming...

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

EXCELLENT BIKE AND EXCELLENT CUSTOMER SERVICE

FELOTOMN CHANGED MY LIFE!

LIRE CHANCING PUBCHALE




