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PELOTON'S WEBSITE EXISTS TO SELL THEIR DIGITAL
EXCERCISE EQUIPMENT AND THE ACESSORIES THAT GO
ALONG WITH THE EQUIPMENT. THE WEBSITE ALSO OFFERS
A MEMBERSHIP THAT YOU CAN PAY FOR THAT OFFERS
CLASSES THAT ARE ON DEMAND AND LIVE. THE CLASSES
USE THE EQUIPMENT THAT PELOTON OFFERS CLASSES
THAT CAN BE TAKEN ON THEIR EQUIPMENT AND THEY
OFFER CLASSES THAT CAN BE TAKEN ON OTHER
EQUIPMENT OR SIMPLY USING YOUR BODY WEIGHT.

e PELOTON'S BUSINESS GOAL IS TO BECOME THE NUMBER
ONE CONNECTED FITNESS BRAND

e TOBRING FRESH FITNESS EXPEREINCES TO PEOPLE
QNWII;IIIERE AND THEY WANT TOBE ABLETO OFFERIT AT

e ATTRACT NEW CUSTOMERS AND KEEP THEIR CURRENT
ONES ASWELL

e TO EMPOWERINDUVIDUALS TO TAKE CHARGE OF THEIR
FITNESS JOURNEY



MEASUREMENT

FRAMEWORKPYRAMID
BUSINESS OBJECTIVE: INCREASE GLOBAL  dusness
SHARE IN THE FITNESS INDUSTRY OBJECTIVE

MARKETING GOAL: GET
NEW SUBSRIBERS

KPI: MONTHLY ACTIVE USERS

METRICS TO TRACK:
WEBSITE TRAFFIC, APP

GA4: APP_INSTALL, 8
SUBSCRIBE, SIGN_UP




PELOTON'S
AUDIENCE

STAY AT HOME
PARENTS:

THESE ARE PEOPLE THAT HAVE CHOSEN TO STAY HOME

TO RAISE THEIR CHILDREN. THEY ARE LOOKING FOR

CONVENIENCE AND EASE WITH WORKING OUT. THEY

ARE LOOKING FOT AWORKOUT THAT CAN BE DONE

FROM THE CONVENIENCE OF THEIR HOME. ON THE
PELOTON WEBSITE THEY WOULD VISIT THE

, THE , THE ,AND THE

FITNESS
ENTHUSIASTS:

THESE ARE INDUVIDUALS WHO ARE EITHER FITNESS
INFLUENCERS OR FOLLOW FITNESS
INFLUENCERS.THE FITNESS ENTHUSIASTS ARE
LOOKING FOR THE NEXT TREND IN THE WORLD OF
FITNESS.ON THE PELOTON WEBSITE THEY WOULD
VISIT THE , THE

,AND THE .

TIME
CONSTRAINED
PROFESSIONALS:

THESE ARE INDUVIDUALS WHO HAVE AFULL
TIME JOB AND HAVE A HARD TIME FINDING
TIME TO WORK OUT.THEY ARE LOOKING FOR A
CONVENIENT WAY TO WORK OUT THAT THEY
CANFITINTO THEIR ALREADY BUS SCHEDULE.
ON THE PELOTON WEBSITE THEY WOULD VISIT
THE , THE ,AND THE




KEY LANDING PAGES

THE AUDIENCE THAT WOULD LAND HERE WOULD BE THE FITNESS ENTHUSIASTS. THEY
WANT TO COMPLETELY COMMIT TO THE POPULAR BRAND BY PURCHASING THEIR
ACCESSORIES THAT GO ALONG WITH THE WORKOUT CLASSES AND THEIR MAIN

ACESSORIES EQUIPMENT. THE FITNESS ENTHUISTS ARE SO EXCITED TO COMMIT TO A NEW AND
PAGE: POPULAR FITNESS BRAND SO THEY DECIDE TO FULLY COMMIT AND PURCHASE ALL OF THE
: EXTRA ACCESSORIES.

THE AUDIENCES THAT WOULD LAND HERE WOULD BE THE TIME CONSTRAINED

PROFESSIONALS AND THE STAY AT HOME PARENTS. THE STAY AT HOME PARENTS WANT

TO TAKE A LOOK AT THE BIKES AND DECIDE IF THEY WOULD REALLY MAKE THEIR LIVES

BIKE PAGE: EASIER. THE TIME CONSTRAINED PROFESSIONALS ARE LOOKING TO BUY THE BIKE SO THEY
: CAN CONTINUE WITH THEIR BUSY LIVES.

THE AUDIENCES THAT LAND HERE ARE THE FITNESS ENTHUSIASTS. THEY WANT TO

APP PAGE: RESEARCH MORE OF THE FEATURES THAT PELOTON OFFERS. THEY ALSO WANT TO
. DOWNLOAD THE APP SO THEY CAN BRING THEIR PELOTON MEMBERSHIP ON THE GO.

THE AUDIENCES THAT LAND HERE ARE THE TIME CONSTRAINED PROFESSIONALS AND THE

MEMBERSHIP FITNESS ENTHUSIASTS. BOTH ARE GOING TO THE PAGE TO PURCHASE SOME SORT OF
PAGE: MEMBERSHIP SO THEY CAN START USING THE EQUIPMENT THEY HAVE OR ARE GOING TO
: PURCHASE.
FITNESS THE AUDIENCE THAT WOULD VISIT THIS PAGE ARE THE FITNESS ENTHUSIASTS THEY ARE
EXCITED TO TAKE AN ADAPTABLE QUIZ THAT CAN HELP THEM FIGURE OUT THEIR NEW

GOAL QUIZ FITNESS GOALS WITH THEIR NEW FITNESS MEMBERSHIP.THEY ARE LOOKING FOR
PAGE: PERSONALZED GUIDANCE AND RECCOMENDATIONS TO THEIR UNIQUE LIFESTYLE.
: PREFERENCES, AND FITNESS LEVEL.




SITE
~ FUNCTIONALITY

SHOP*CATEGORIES | MEMBERSHIP | SELECTION |
SEARCH BAR | FILTER OPTIONS

360 PRODUCT VIEWS | APP.TESTING:| INSTRUCTOR
PROFILES | CLASS VIDEOS

FAQ | FINANCING CALCULATOR | CUSTOMER
REVIEWS | MEMBERSHIP COMPARISON




EVENT NAME

ADD_TO_CART |

VIEW_ITEM

B PP DOWNLOAE
' “CLICK

COMPARE_
PRODUCTS

SIGN_UP

WHEN IT
FIRES

USER ADDS PRODUCT &
TO CART

USER VIEWS A
PRODUCT PAGE

USER CLICKS
DOWNLOAD APP

USER VIEWS THE
BIKE COMPARISON
PAGE

USER SIGNS UP FOR
PELOTON
MEMBERSHIP

PARAMETERS

ITEM_NAME,
ITEM_CATEGORY,
PRICE, ITEM_ID

ITEM_NAME,
ITEM_CATEGORY,
ITEM_ID

PLAT FORM (10S
ANDROID)

COMPARE_ITEMS

METHOD (EMAIL,
GOOGLE, ETC.)

WHY IT'S
IMPORTANT

THIS SHOWS WHERE
THERE ARE STRONG
BUYING SIGNALS AND
DETECTS DROP-OFFS IF
PURCHASES AREN'T
COMPLETED

ITSHOWS WHICH
PRODUCTS ATTRACT
MORE CUSTOMERS

ITHELPS MEASURE
APP MARKETING
SUCCESS

IT SHOWS CUSTOMERS
EVALUATING OPTIONS
WHICH IS USEFUL FOR

PRICING AND
POSITIONING

IT SHOWS WHICH SIGN
UP METHODS ARE THE
MOST EFFECTIVE

HOW WE'LL
USEIT

TO MEASURE
PURCHASE INTENT

TO TRACKPRODUCT
INTREST

TO TRACKTHE
EFECTIVENESS OF
MOBILE APP
PROMOTION

TO MEASURE DECISION
BEHAVIOR

TO TRACKNEW
MEMBER SIGN UP




CONVERSIONEVENTSSET
UP:MACRO CONVERSION

ARRIVE TO HOMEPAGE

PELOTON Bikes Treads Row Apps Accessories Deals Apparel A 9

)

Preview thousands of classes on the Peloton App

COMPARE PRODUCTS

Compare bikes

ADD TO CART

%k %k e 4.7/5 % %k %k K 4.6/5
an Expertnow to halp you Bike Bike+
Strength Yoga [ which Peleton is right for
" ! The original favorite Total-body fitness
@ $1,445 or $121/mo at 0% APR for 12 mos." $2,495 or $208/mo at 0% APR for 12 mos."
All-Access Membership ($44/mo) separate.® All-Access Membership ($44/mo) separate.®

SIGN UP FOR
S PRRCARSE ITEM MEMBERSHIP AND

TAKE CLASSES
cess Membership @
30-day trial’ 30-day trial’

Peloton App One Peloton App+
£12.99/mo £24/mo

Subtotal (1): $1,145.00
Shipping Free
Estimated tax: @

Enter Promo Code

$1,145.00

Start trial Start trial




CONVERSIONEVENTSSET
UP: MICRO CONVERSION

e CLICKING “DOWNLOAD
APP” ‘
e SIGNINGUP FORA s e
NEWSLETTER MemberNews - K
e WATCHING A CLASS
PREVIEW — ]
e SEARCHING FOR CLASSE

Peloton classes

Workouts for

- FILTER

da> &

10 min80s Pop Row 30 min HIT & Hills Run * < . 30 min Intervals & Arms Ride
ALEX KARWOSK! - ROWING JESS SIMS-~RUNNING : BRADLEY ROSE - CYCLING

Tue B/16/25 @ 6:30 PM Tise B16/25 @ 5:30 PM Tise B/16/25 @ 2:00 PM

os!
P \‘-mf\ i

30 min Power Zone Ride 30 min Tokio Hotel Run 30 min Country Ride
ERIK JAGER - GERMAN JEFFREY MCEACHERN - GERMAN LEANNE HAINSBY-ALLDIS - CYCLING

Tue 8/46/25 @ 1:30 PM Tuse B/6/25 @ 1:00 PM Tuse B/16/25 @ 1:00 PM

Try 30 days free’

£ Yoga

tr Cardio

® chat



GOOGLEANALYTICS
INTEGRATION

GOOGLE ADS

TRACK WHICH CAMPAIGNS AND PAID SEARCH KEYWORDS ARE DRIVING
CONVERSIONS. THE CONVERSIONS BEING EQUIPMENT PURCHASES, APP DOWNLOADS,
OR MEMBER SIGN UPS. THIS WOULD HELP WITH OPTIMIZING AD SPENDING AND WITH
FOCUSING ON HIGH PERFORMING SEARCH TERMS.

SEARCH CONSOLE

TO MONITOR PELOTON’'S ORGANIC SEARCH PERFORMANCE INCLUDING WHAT
BROUGHT USERS TO THE SITE. THIS WOULD SHOW HOW POTENTIAL CUSTOMERS
DISCOVER PELOTON.

GOOGLE SIGNALS

TO TRACKUSERS ACROSS MULTIPLE DEVICES AND TO UNDERSTAND CROSS
PLATFORM BEHAVIOR. PELOTON CUSTOMERS BROWSE ON THEIR MOBILE DEVICES
AND COMPUTERS TO EVENTUALLY PURCHASE A PRODUCT. THIS WILL GIVE ACLEAR
VIEW OF THE CUSTOMER JOURNEY.




CAMPAIGN PREVIEW

PELOTON: FITNESS ON YOUR TIME

THIS CAMPAIGN TARGETS THE STAY
A_I_THIEOME PARENT AUDIENCE. USING
THE CAMPAIGN WOULD HIGHLIGHT
FLEXIBLE ON DEMAND CLASSES
THATFITINTO APARENT'S
SCHEDULE. FOR
| WOULD USE KEYWORDS SUC
AS '/} II’
llll II' OR"

FORFACEBOOKIWOULD CREATEA
VIDEO AD SHOWING A PARENT
TAKING ASHORT MOMENT FOR
THEMSELVES TO SIMPLY WORK
OUT. FORCONNECTED TVIWOULD
HAVE ASTORY STYLE AD THAT
WOULD SHOW A PARENT
MANAGING FAMILY AND WORK AND
HAVE THEM TRANSITION TO A
PELOTON CLASS AT HOME.




METRICS

THIS MATTERS BECAUSE IT SHOWS THE NUMBER OF SESSIONS WHERE USERS

ENGAGE INTERACT WITH THE WEBSITE. THIS HELPS WITH REACHING THE BUSINESS GOAL

BECAUSE IT BETTER UNDERSTANDS HOW THE WEBSITE AND APP EXPERIENCE IS FOR

@E@@U@N@S THE CONSUMERS.

THIS MATTERS BECAUSE IT TRACKS THE NUMBER OF USERS WHO COMPLETE KEY

ACTIONS LIKE SIGNING UP FOR.A MEMBERSHIP OR PURCHASING A PELOTON

_ PRODUCT. THIS HELPS WITH REACHING THE BUSINESS GOAL BY MEASURING
COINMERSOINES REVENUE GROWTH AND THE EFFECTIVENESS OF MARKTING TO NEW CUSTOMERS.

THIS MATTERS BECAUSE IT MEASURES THE NUMBER OF INTERACTIONS CONSUMERS

=ENINSIPER MAKE PER A SITE VISIT. THIS CAN BE SEARCHING FOR CLASSES OR WATCHING CLASS

PREVIEWS. THIS HELPS REACHING THE BUSINESS GOAL BECAUSE IT MEASURES

@E@@U@N‘é ENGAGEMENT DEPTH AND WHETHER USERS ARE MAKING CONVERSIONS.

USER THIS MATTERS BECAUSE IT TELLS US WHERE NEW USERS ARE COMING FROM. THIS

WILL HELP REACH THE BUSINESS GOAL BECAUSE IT SHOWS WHICH MARKETING

ACQUISIIHION: CHANNELS TO SPEND MORE ON.

DJ)/A

A 5 “?A@E THIS MATTERS BECAUSE IT CALCULATES THE AVERAGE AMOUNT OF REVENUE

REVENUE GENERATED BY EACH USER. IT HELPS REACH THE BUSINESS GOAL BECAUSE [T

PE r& USER: PROVIDES INSIGHT INTO A CUSTOMER VALUE AND HELPS PELOTON EVALUATE

PRICING STRATEGIES.




CONCLUSION
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Home gym ﬁ Exercise bike @ Workout & Robin & Trainer . Wallpaper

kS | "
¢ Logo Cycling Treadmill &4, Instructor i: )
PELOTON v ’ J

Sponsored products

3 Peloton

Peloton Bike: Elev...

Google

Refine results

Product Rating

4 and up

Price
Under $1,500

Over $1,500

$ $

Sort by
Price: low to high

Price: high to low

Type
D Recumbent

D Upright

D Indoor Cycle

() wini
Features

(0] Foldable

D For Commercial...
(] with Heart Rate...

Merach S26
Indoor Bike...

$399.99

Merach US

Merach

Stationary.

$209.99
Walmart

Rogue Echo

= Bike V3.0 -...

$895.00
Rogue Fitness
(2k+)

Merach

Exercise Bik...

$209.99
Walmart
(30)

Wenoker
Indoor Cycli...

$189.99
Walmart

Merach R50

Commercial...

$499.99
Merach US

BowFlex C6
Indoor...
$799.00
Bowflex

(Bk+)

Schwinn IC4
Indoor Cycli...
$799.99
DICK'S Spo...
(5k+)

Yesoul T3S

Plus 10%...

$799.99
Yesoul
b Free

# Stronger U Nutrition # Peloton

Weight Loss Results with Pelot...

v Treadmill Review Guru
Peloton Bike+ Review | Worth the P...

€ The New York Times
Peloton Bike Review:...

stationary bikes X $y @ Q

All Shopping Shortvideos Forums Videos More ~  Tools ~

Images

= © Nearby Under $1,500 Recumbent For Sale New N Used On sale Upright Foldable Reviews

Sponsored products

-

Peloton Bike Plus: The ultimate ho...

Merach S26 Indoor

Bike with Smart H...

$399.99
Merach US
()}

Sponsored results

NordicTrack
®

Merach Stationary
Exercise bike with...
$209.99
Walmart

(201)

https://www.nordictrack.com

NordicTrack® Exercise Bikes

0% Financing. Apply Today! Want workouts that challenge and motivate you? Discover iFIT’s smart fitness technology!
Your efforts are our inspiration. Here's to another 50 years of pursuing your greatness.

onepeloton.com

NordicTrack Studio
S24 NEW Bike
$1,799.00
NordicTrack

(59)

Yesoul G1MMax
Best Indoor Bike...
$599.99
Yesoul

(1k+)

BowFlex C6 Indoor

Stationary Cycling...

$799.00
Bowflex
(Bk+)

M TechRadar

MERACH
Stationary

$399.99
Merach U

Peloton Bike review | TechRadar

€3

For Commercial Use

Pooboo Indoor
Exercise Bike for...

$189.99
Walmart

(102)







» ' THE PRIMARY GOAL OF THIS GOOGLE SEARCH ADS
C T . G N CAMPAIGN IS TO DRIVE CONVERSIONS BY TARGETING BUSY

J PARENTS LOOKING FORA QUICKAND EFFECTIVEAT HOME
3 WORKOUT.THISPOSITIONSPELOTONTOBEACONVENIENT
WICTIORE
4 '!.

9

-l

FITNESS SOLUTION THAT CAN EASILYBEFITINTOA
PARENT'S DAILY ROUTINE.

ACCOUNT: PELOTON

CAMPAIGN 1: QUICK AT II;IE\)FI;"EE\II;%LOTON WORKOUTS FOR
AD GROUP 1.1: VIRTUAL LIVE/ON-DEMAND PELOTON CLASSES
AD GROUP 1.2: PELOTON WORK OUTS FOR PARENTS

| AD GROUP 1.3: PELOTON WORKOUT EQUIPMENT FOR HOME

CAMPAIGN 2: FITNESS FOR BUSY PARENTS
AD GROUP 2.1: WORKOUTS FOR MOM
AD GROUP 2.2: WORKOUTS FORDAD




CNVI PAIGNSTRATEGY
RATIONALE

PROMOTE PELOTON EQUIPMENT THAT CAN BE
PURCHASED AND PLACED IN A PARENTSHOME AND
'PELOTON'S DIVERSE LIVE/ON-DEMAND CLASSES
FFERED.

PROMOTE WORK OUTS THAT MOM ORDAD CANFIT
INTO THEIR BUSY SCHEDULES.

30 min Hike




PELOTON'S AUDIENCE SEARCH
BEHAVIORS

CAMPAIGN 1 AND CAMPAIGN 2 BOTH THISAUDIENCE.THE ——
ARE “PELOTON QUICK WORKOUTS" s
AND “PELOTON BIKE DEALS". i

“QUICK HOME WORKOUTS FOR MOMS”, “WORKOUTS WHILEKIDS 58, %

NAP”, “FITNESS WITH NO EQUIPMENT AT HOME" THE ARE @&
LACK OF FREE TIME, CHILDCARE RESPONSIBILITIES, AND LIMITED TIMETO :
STAY AT HOME LEAVE HOME. THE ARE CONVENIENCE, FLEXIBILITY, AND
) BEING ABLE TO WORK OUT AT HOME WITHOUT DISRUPTING FAMILY ’ -
PARENTS: ROUTINES. ..

CAMPAIGN 2 THIS AUDIENCE BECAUSE THEY ARE SEARCHING
FOR GENERAL FITNESS SOLUTIONS.

ARE “BEST NEW WORKOUT TRENDS”, “HIT HOME

ACCESSORIES”, AND “FITNESS INFLUENCER WORKOUTS”.
“PELOTON QUICK WORKOUTS” AND
PELOTON ACCESSORIES”. THE ARE BOREDOM WITH
ROUTINE WORKOUTS, WANTING THE LATEST AND BEST GEAR,
FITNESS COMPARISON TO INFLUENCERS. THE FOR THE FITNESS
, ENTHUSIASTS ARE STAYING AHEAD OF TRENDS, ENHANCING
ENTHUSIASTS: PERFORMANCE, HAVING STATUS IN FITNESS COMMUNITIES.

CAMPAIGN 1 TIME CONSTRAINED PROFESSIONALS BECAUSE

THEY ARE AWARE OF PELOTON AND SEARCHING FOR BRANDED

SOLUTIONS. ARE “20 MINUTE

WORKOUT AT HOME”, “QUICK TREADMILL WORKOUTS”, AND “PELOTON

APP SHORT WORKOUTS". ARE

TIME “PELOTON APP SUBSCRIPTION”, AND “PELOTON ON-DEMAND
CONSTRAINED WORKOUTS”. THE ARE PACKED SCHEDULES, WORK STRESS,
. LACK OF CONSISTENT GYM ACCESS. THE ARE EFFICIENCY,
PROFESSIONALS: STRESS RELIEF, FITTING WORKOUTS INTO SHORT WINDOWS.




PARAMETER

LOCATIONS

LANGUAGES

DEVICES

DEMOGRAOHICS

CAMPAIGN 1
SETTING

UNITED STATES
(METRO/SUBURBAN
AREAS)

ENGLISH

MOBILE AND DESKTOP

ADULTS 25-44, PARENTS
IN THE UPPER/MIDDLE
CLASS

CAMPAIGN 2
SETTING

UNITED STATES (URBAN
AND SUBURBAN AREAS)

ENGLISH

MOBILE AND DESKTOP

ADULTS 25-44, PARENTS
IN THE UPPER/MIDDLE
CLASS

RATIONALE

PELOTON HAS A BRAND AWARENESS
MAINLY IN THE UNITED STATES WITTH
PARENTS IN SUBURBAN/URBAN AREAS

WHO ARE MORE LIKELY TO SEEK A
HOME FITNESS SOLUTIONS.

THE PRIMARY TARGET AUDIENCE FOR

PELOTON IN THE UNITED STATES
SPEAK ENGLISH. THIS ENSURES AD
RELEVANCE AND COMPREHENSION.

BUSY PARENTS ARE MORE LIKELY TOE=

SEARCH ON MOBILE DURING SHOR
WINDOWS OF FREE TIME. DESKTOR
COVERS WORK/LUNCH BROWSING.

THIS TARGET ALIGNS WITH PELOTON’S

CORE BUYERS: BUSY PARENTS WITH
DISPOSABLE INCOME SEEKINGE

CONVENIENCE AND HEALTHE

SOLUTIONS.

.F/



KEYWORDSTRATEGY

KEYWORD

PELOTON QUICK
WORKOUTS

PELOTON AT HOME
WORKOUTS

PELOTON WORKOUTS
FORPARENTS

PELOTON HOME
FITNESS

PELOTON EXERCISE
CLASSES AT HOME

PELOTON APP QUICK
WORKOUTS

PELOTON 20 MINUTE
WORKOUT

PELOTON SHORT
WORKOUTS

PELOTON WORKOUT PLAN
FOR PARENTS

PELOTON FAMILY
FITNESS

PELOTON HOME GYM
WORKOUTS

PELOTON APP HOME
EXERCISE

MATCHTYPE

PHRASE MATCH
PHRASE MATCH

BROAD MATCH

PHRASE MATCH

EXACT MATCH

PHRASE MATCH

EXACT MATCH
PHRASE MATCH
BROAD MATCH

BROAD MATCH

PHRASE MATCH

PHRASE MATCH

EST.CPC (USD)

$2.80
$3.20
$2.40
$3.00
$3.40

$2.90

$2.60
$2.70
$2.50

$2.20

$3.10

$2.80




KEYWORDSTRATEGY

KEYWORD MATCH TYPE EST.CPC (USD)
QUI%(CI)\;K%%'\#E PHRASE MATCH $4.20
SHORT V\Ils%l?slﬁlﬂ%mg EXACT MATCH $4.50
BEST V“\Agll\?nlg%UTTl_Slghonlé PHRASE MATCH $4.00
HOME WORKOUT%;%@ BROAD MATCH $3.80
20 MINUTE WORESS S PHRASE MATCH $3.90
FAST HOME WORKOUTS BROAD MATCH $3.70
EXERCISERCIN PHRASE MATCH $4.10
WORKOU‘ITV?fl_?ﬁ g’lﬁmg BROAD MATCH $4.30
TN A PHRASE MATCH $4.20
HOME W%%'ﬁ%‘ﬂ';'ﬁé\rg EXACT MATCH $4.00
QUICK WORICE S PHRASE MATCH $3.90

15 MINUTE FITNESS
ROUTINE BROAD MATCH $3.60




CAMPAIGN 1 CAMPAIGN 2

GROUP:QUICKAT: Eﬂ@ LOMON\VORKOUITS GROUEP: @@U@KATPH@%@E%@RK@W@ FORBUSY:
HEADLINES: RSA#1
1) QUICKPELOTONWORKOUTS EORBUSY.PARENTS HEADLINES:

2 (KEYAVORD: PELOTON AT HOME WORKOUTS EIMFITNESSINTIOYOURBUSY/DAY:
33 g@ﬁfﬁw/;@ﬁ@ L OMONIATHONME B QUICKATHOMEWORKOUTSFORBUSY/PARENTS
4)YOURIEITNESSROUMINE SIMPLIFIED IK EYWORD:AT HOME WORKOUTS FOR P NS}

5)|EIMNESSIMADE EASYAWNITHNHERELOTNON APP WORKOUIFANYTIME, ANYWIH
6)/SIREAN W@@K@W@MMEMW RE SHORMWORKOUNSIWITH Iﬂ@ RE@HJLT@

7 &@UNTH@@@M@@@FP ENTSISTAYINGACITIVE 3)YOURIDAILY.ENERGY/.BOOSIHIN20IMINUINES
8) BUILDISTRENGTHIN YUSTIMINUTES AIDAY, ﬁAYM%WYH@MWE@MF@RT@FH@ME

k EASY.EINNESS RQ@TUNE@ F@E’& MOMSI&IDADS
9)IJOIN TH@@W@%@%@%M%%I% @%T AYINGACTIVE 9)\WORKOUITANYNIVIE: e

1)'STAYACTIVEWITHQUICKCIPASSES LEDIBYAWORLD @E@@HWU@N@S

- 1) STAY ACTIVE WITH FAST, EFFECTIVE WORKOUTS YOU
CLEASSINSTRUCTORS:JOINIHEPECOTON CANDO AT HOME PE RFECHEFORIPARENTTSWITHIBUSY,
COMMUNITYAIODAY, SCHEDULES!

2)IEITNESSIMADE!SINMPLE BIKETREAD, OR/APP)GEIl )

VIOTIVATION ANDRESULTS FROMTHE COMFORTIOF ) Gy IO TS L TRV SIS CLTIDED
3)IMAKEFITNESSISIMPLLEIAGAIN: NOEQUIPMENT:

3)IDISCOVER PELOTON:S SHORT EFFECTIVE ATIHOME D

\WORKOUTSIBUILT FOR YOURBUSY.LIFESTYLE!STREAM  pag - JUSTYOURMOTIVATION ANDZ0IMINUTESA

ONANYDEVICE: 4) BUILD A HEALTHY/ROUNINENHAT EITSYOURILIFESTYLLE:

) ENJOY 20:MINUTE WORKOUTS THATIFIT YOUR
SCHEDULE TRY.THE PELOTON APPFREE FORBO0DAYS,| T nn YOURHOMERITNESS JOURNENVTODAY.

@5@9&8@@




. THIS CAMPAIGN WILL BE 3 MONTHS LONG. THE CAMPAIGN WILL START IN DECEMBER AND END IN FEBUARY.
 THIS WILL ALLOW THE CAMPAIGN TO BE PROMOTED AROUND THE TIME WHEN PEOPLE ARE MAKING THEIR
NEW YEARS RESOLUTIONS FOR THE NEW YEAR, ALOT OF PEQPLE CHOOSE HEALTH IMPROVEMENT AS ANEW

P
L

—

-

4
. . .

STRATEGY

BUDGET = DAILY BUDGET

e LAUNCH BRANDED
CAMPAIGN

 TEST VALUE PROPS

e USE SMART BIDDING

MONTH 1 $13,050 (29%)

 FOCUS BUDGET ON
SUCCESSFUL KEYWORDS

e ANALYZE AND CUT
UNSUCCESSFUL KEY WORDS

MONTH 2 $14,400 (32%)

e HIGHLIGHT SUBSCRPITIONS ,
AND EQUIPMENT
INVESTMENT

e OPTIMIZE SPENDING ON

SUCCESSFUL ROI CAMPAIGNS

25

MONTH3 | $17,550 (39%)
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FORMULA MONTH 3

$17.550 | $45,000

TOTAL

GIVEN

METRIC

ey @  $130500 @  $144000 @ $175500 @  $450,000
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ASSUMPTIONSAND RATIONALE

BASED ON PELOTON'S STRONG BRAND RECOGNITION AND HIGH
PURCHASE INTENT AMONG FITNESS-FOCUSED CONSUMERS, A 4%
CONVERSION RATE ISUSED. THIS ALIGNS WITH TYPICAL
CONVERSION RATES FOR PREMIUM FITNESS AND E-COMMERCE
PRODUCTS IN THE HEALTH AND WELLNESS CATEGORY

GIVEN IN PART 1: THE AVERAGE ORDER VALUE S $1,200,
REPRESENTINGTHE TYPICAE C%ST %F A PEEOTON BIKEOQOR TREAD
PURCHASE

INDUSTRY AVERAGE IS AROUND 5% FOR WELL-OPTIMIZED FITNESS-
RELATED SEARCH ADS, ESPECIALLY THOSE USING BRANDED OR HIGH-
INTENT KEYWORDS LIKE “BEST HOME WORKOUT BIKE"” OR “QUICK AT-

HOME WORKOUTS. \PELOTON’'S STRONG BRAND AWARENESS AND VISUAL
AD EXTENSIONS CAN-HELP MAINTAIN THIS HIGHER.THAN AVERAGE CTR.

KEYWORD RESEARCH SHOWS AN AVERAGE CPC OF $2.00 FOR COMPETITIVE
FITNESS AND WORKOUT EQUIPMENT TERMS. HIGH-INTENT SEARCHES SUCH AS
“BUY PELOTON BIKE"” OR "HOME SPIN BIKE WITH CLASSES” MAY COST SLIGHTLY

o - ON-BRANDED TERMS
BALANCING THE OVERALL CPC TO ROUGHLY




SMART BIDDINGAND !
AUTOMATION 7T \ \

CHOSEN STRATEGY: \
USING TARGET ROAS
AUTOMATION :
FEATURES
WEEKS 1-2
WEEKS 3- 5.
4 =
MONTHS 2+ - .



- OPTIMAZATIONP

REPORTINGAND

MONITOR DAILY SPENDTO ENSURE THE CAMPAIGN STAYS
WITHIN'THE BUDGET. USE GOOGLE ADS AUTOMATED RULES
AND ALERTS TO FLAG ANOMALIES. MAKE MINOR BID
ADJUSTMENTS OR PAUSE UNDERPERFORMING KEYWORDS.

REVIEW KEY METRICS AGAINST WEEKLY PROJECTIONS. EVALUATE
CONVERSION RATE TRENDS ESPECIALLY FOR TARGET AUDIENGCE SEGMENTS
LIKE PARENTS. ASSESS WHICH AD HEADLINES AND DESCRIPTIONS ARE
DRIVING THE STRONGEST ENGAGEMENT. SHIFT MORE BUDGET TOWARD TOP

“*" PERFORMING AD GROUPS OR HIGH INTENT KEY WORDS.

CONDUCT ACOMPREHENSIVE PERFORMANCE REVIEW COVERIN

SPEND, ROAS, CONVERSIONS, AND AUDIENCE INSIGHTS. COMPARE

ACTUAL RESULTS TO CAMPAIGN GOALS. IDENTIFY SEASONAL OR
BEHAVIORIAL TRENDS SUCH AS HIGHER CONVERSIONS DURING

_ | HOLIDAY MONTHS.
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BUYINGTYPE:

AUCTION

FORPELETON'S
CAMPAIGN, “FITNESS ON
THE GO”, AUCTION BUYING
WILL ALLOW FLEXIBLE
BUDGET PACING, TESTING
MULTIPLE OPTIONS, AND
OPTIMIZING TOWARD
CONVERSIONS.
RESERVATION BUYING IS
BETTERFORA GARUNTEED
REACH. PELOTON NEEDS
EFFICIENCY AND
ADAPTABILITY WHICH IS
IDEAL FO THE AUCTION
MODEL.




LOOKALIKE AUDIENCE OF TOP PURCHASERS

ALLOOKALIKEAUDIENCEIESNURESIPECOTNON RACHESIPEOPLE
WHORESEMBEEIRECENITBUYERSISRECIEICAELEYWORKING
PARENISTAGEDI25:50\WINHAIDISPOSABLEEINCOMEWEWILELE
TARGEPEORLEENWHOHAVEANINTERESIFINIHOMEWORKOUIIS,

EIMNESS/APRS;(CYCEING,;ANDRELETONINSTRUCTORSIWEWIIEE
TARGEFDEMOGRARHICSIOERARENIS, HOMEOWNERS;/AND.
MIDITOHIGHINCOMEBRACKENSIHE EXCLEUSIONSWIELEBE
EXISININGISUBSCRIBERS ANDPASTIRURCHASERS;ATHISIVVIELE

HEERUS AVOIDNWWASTEDISREND:




'CHOOSINGPLACEMENTS

THIS IS A VISUALLY RICH ENVIROMENT TO
SHOWCASE PELETON’S PPRODUCT AESTHETICS.

THIS EXPANDS REACH AT ALOWER CPM WHILE
- MIAINTAINING TARGETING ACCURACY.

BRAND SAFETY CONTROLS:
EXCLUDE POLITICAL, GAMBLING, OR
ENTCATEGQRIES TO
MFRIENDEY BRAND
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WHICHAD FORMATS?

e SHORT VIDEO AROUND 10
SECONDS LONG SHOWING
PARENTS FITTING WORKOUTS
INTO THEIR BUSY DAILY
ROUTINES

e CAROUSEL ADS FEATURING
EQUIPMENT, COMMUNITY
BENEFITS, AND INSTRUCTORS

e COLLECTIONADS FORMOBLE
TO DRIVE QUICK PURCHASE
DECISIONS




PELOTON

Ride into

| Work. Kids. Life.
J You still deserve strong.

One Peloton. Shop Now Ty Start Your 30-Day Trial |¢
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Thousands of rides-.“




BUDGET ANDBIDSTRATEGY

$57,000
LIFETIME BUDGET
HIGHEST ROAS
THIS STRATEGY WILL ALLOW UGS TO MAXINIZE
TOTAL REVENUE FROM THE SETBUDGETTHIS
WILLLET METAALLOCATESPENDING TO THE
BEST PERFORMINGAD.SETS/AND TIMES.




CANMPAIGN
PARAMETERS

2 IMPRESSIONS PER PERSON PER WORK

REQUENEY: TO AVOID FATIGUE.
DELEIVERY SPEED UP IN EARLY WEELS TO EXIT
CONIROIS: L EARNING PHASE QUICKLY.

OPTIMIZE FOR CONVERSION VALUE AND

PRICING: NOT VOLUME.
O A AL RETE

OPMIMIZATNION: ONLINE.
XPECTED R R R AR
PREDICIHABII : OPTMIZATION.

S



PERFORMANCE
GOALS




CPMAND CLICK THROUGHSITE:

HOW MANY
IMPRESSIONS CAN
WE PURCHASE? 57,000/12.53 X 1000=4,549,082.203 IMPRESSIONS

HOW MANY
WEBSITE VISITORS
DO WE EXPECT? 4,549,000 X2.5%=113,725 VISITORS

HOW MANY WILL
ACTUALLY COMPLETE

PELETON'S OBJECTIVE? 113,725 X 3%=3,411.75 COMPLETED PURCHASES

WHATIS THE

EXPECTED 3,412 X 1,495=5,100,940 IN GROSS REVENUE AND
RETURN? 5,100,940/57,000=89:1 ROAS

47




DIFFERENT AUDIEN
PLACEMENTS TOF
MOST EFFICIEN
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PERFORMANCE OPTIMIZATIONS

ROTATE IN NEW VISUALS EVERY 10-14 DAYS.
: AFTERLEARNING PHASE, EXPAND'TO5%
LOOKALIKES.

ALLOW METATO TEST COMBINATIONS OF IMAGE,
omme . .CTA ANDCOPY.C

CHANGE SPEND TOWARD TOP PERFORMING AD
SEFRSMWVEEK|EYS 4 9
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THEBENEFITS OF
CTV



“FITNESS THAT FITS YOUR

OBJECTIVES Tort
FOROUR

MESS AGE v CHANNEL STRATEGY
STRATEGY  soon b

PELETON APP & EMAIL:



CREATIVESTRATEGY
“STRONGSTARTSATHOME"

AD ngcs
LENGTH:
ASPECT RATIO: CALLTOACTION
2 VARIATIONS OF ADS:
7) PELOTON
Start your 30-Day Trial— L&
CREATIVE OBJECTIVE i oot ik |
Your Schedule.
CREATIVE MESSAGE METHODS peloton.com/start
SLICE OF LIFE STORYTELLING:

REPETITION AND BRAND RECALL.:
TRANSFORMATIONAL ADVERTISING:
FEEL GOOD AND EMOTIONAL TONE:



* | PRIMARY AUDIENCE:
A« PARENTS AGED 30-50 WITH YOUNGER
ﬁ., CHILDREN
J| + INCOME LEVEL: UPPER TO MIDDLE
']  INCOME
‘|« LOCATION: URBAN AND SURBURBAN
¢ 4 AREAS
/| « LIFESTAGE: TIME CONSTRAINED
/4 PARENTS BALANCING LIFE, WORK,
FAMILY, AND PERSONAL WELLNESS
PSYCHOGRAPHIC TARGETING:
o VALUES EFFICIENCY, ROUTINE, AND SELF
IMPROVEMENT
' BEHAVIORAL TARGETING:
« STREAM CONTENT ON CTV PLATFORMS
| LIKEHULU, ROKU, AND YOUTUBE TV
EHAR)lNG EVENING FAMILY HOURS (6-10
e ALREADY ENGAGE WITH HEALTH &
WELLNESS CONTENT (MEAL PREP,
MINDFULNESS, HOME WORKOUTS)




A/BTESTINGIS
ESSENTIAL TO
i  HApe= MEASUREWHICH
ol T DA BUSY PARENTS. |

S WILLTESTCTA
Start your 30-Day Free Trial - FORMAT’ TONE'
Fithess That Fits Your Schedule. AD LENGTI-|, AND
e e~ 5 LEAD

- moments start at home.

3. Family Interaction (15-25 yec.) 4. Call to Action (25-30 sec.) CHMACTER.

.Because finding time for you... means showing up ~Peloton — where your strongest mo-




| PRODUCTION BUDGET |

30 SECONDCTV:
$35,000
15 SEC CUTDOWN:
$10,000
EDITING: $5,000

| TOTAL PRODUCTION

COST: $50,000

MEDIA BUDGET
HULU: $60 CPM
$175,000
FUBO: $25 CPM
$75,000

MEDIA SPEND:

$250,000

REACH
IMPRESSIONS: 4,166,667
e THEAVERAGEA
FREQUENCY FOR
BRAND RECALL AND
CONVERSIONIS 3
EXPOSURES PER
HOUSEHOLD
4,166,667/3=1,388,889
EXPECTED REACH

IMPRESSION
MEDIA BUDGET:;
$250,000
CPM: $60
250,000/60X1,000=
4,166,667
IMPRESSIONS

WHY WE RECOMMEND HIGHER CPMS
e HIGHER AUDIENCE ENGAGEMENT (CTV
VIEWERS ARE MORE LIKELY TO FINISH AN AD)
e NON SKIPPABLE AD ENVIROMENT
e PRECISE HOUSEHOLD TARGETING (PARENTS
AGES 30-50 WITH HEALTH AND WELLNESS
INTERESTS)



I CTVWORKS FORPELOTON BECAUSE IT
1 REACHES BUSY PARENTS WHERE THEY

ALREADY ARE, AT HOME STREAMING

/| CONTENT. IT ALSO PROVIDES PREMIUM

.+t TARGETING ON HULU AND ROKU AND

_? PROVIDES HIGH ENGAGEMENT AND
COMPLETION RATES. A $60 CPM BUYS

PREMIUM, NON SKIPPABLE

PLACEMENTS ON TRUSTED PLATFORMS

4.17 MILLION IMPRESSIONS= 1.4

MILLION UNIQUE HOUSEHOLDS

REACHED AT 3AXFREQUENCY. |

| RECOMMEND THAT YOU MOVE

| ' FORWARD USING CTV BECAUSE IT

BALANCES QUALITY REACH,

MEASURABLE OUTCOMES, AND

K EMOTIONAL IMPACT WHICH POSITIONS

! PELOTON TO RECONNECT WITHOLD
3 USERS AND ATTRACT NEW FAMILIES

! SEEKING AT HOME WORK OUT

! SOLUTIONS.
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