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PELOTON

Presented by : Hannah Grimes, Natalia DeMatteis,
Brandon Damato, and Kennedy Evans
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Brand Ovenview

e Founded: 2012

e Industry: Fitness, Health, and Technology

 Product Lines: Stationary bikes, treadmills, digital
fitness classes

» Key Differentiator: high-quality exercise
equipment with a virtual, community-oriented
workout experience (subscription)

g PELOTON



Brand Positioning

o Positioning Statement: a premium fithess brand that offers a
fully immersive workout experience at home.

e Unique Selling Proposition (USP): blends premium exercise
equipment with an extensive library of live and on-demand

classes.

e Tagline: "Together We Go Far"

¢ PELOTON



Marketing Overveiw

Target Audience: Affluent, health-conscious
individuals seeking at-home, studio-quality
workouts.

Key Messaging: "Connected Fitness Revolution”
focusing on accessibility, technology, and
community.

Digital Strategy: Engaging social media content and
influencer partnerships.

Personalized ads leveraging customer data.




Content & Engagement: Emotional
storytelling, interactive classes, and
challenges to build loyalty.

Marketing Overveiw . ‘i E

Sales Channels: Direct-to-Consumer model
with retail showrooms and subscriptions.

Collaborations: Partnerships with fithess
apparel brands and exclusive music features.

Growth & Challenges: Surging demand during
the pandemic but facing market competition
and pricing pressures.



https://youtu.be/xMK2TUB_JeY

Pelton SOCIIAL MEDIA FOLLOWING

Social Media Presence

Instagram TikTok Facebook

1.9M 152.4k 898Kk

LinkedIN X YouTube

316k 231.5k 191Kk
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¢ Q Peloton Interactive

Peloton Interactive @
Anyone. Anywhere.

Wellness and Fitness Services + New York -
317K followers

9 Joseph & 3 other school alumni work here

FER I ( Following ) ()
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Home About Posts Jobs Life Peoj

m Images Videos Articles

Peloton Interactive

g 316,814 followers
5h - ®

We're excited to continue our Leaders In Motion

speaker series with two remarkable brands making
big moves leveraging the values of ...see more

Video My Network Notifications
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Social Media
Overview

Peloton maintains a strong, optimized presence
on Instagram, Facebook, Twitter, TikTok, YouTube,
and Linkedln, posting multiple times weekly with

platform-specific content like inspirational stories,
iInstructor spotlights, and fitness challenges. They
leverage branded hashtags (#0nePeloton), user-

generated content, and real-time engagement to

build community. A data-driven approach ensures
optimal timing, targeted ads, and consistent
audience growth.
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Target Market e/'

Demographics:
o Affluent
e Health-conscious individuals 25-55
e The flexibility to work out from home

Psychographics:
e Appeals to individuals who prioritize health and fithess
e Those who are tech-savvy
e Prefer a premium fitness experience

Geographic Markets:
e Primarily North America, with expansion into European and

Australian markets
\\// I\




Comypetitive Landscape

Primary Competitor:
e Echelon, NordicTrack, and SoulCycle for connected fitness
equipment
e Digital fitness platforms compete for subscription-based
fithess experiences

Differentiators:
e Peloton offers:
o Live classes
o Exclusive access to top-tier instructors
o An extensive library of on-demand workouts
o Social features such as leaderboard rankings




Competitor - Bowflex

Founded - 1986

Product Range: Home gym appliances consisting of strength training,
treadmills, bikes, and more.

Target Audience: Aimed at avid gym goers and health enthusiasts who are
looking for the convenience and personalized structure of an in-home gym.

Market Reach: Products are offered worldwide through online stores and retail
locations.

Motto: “Be Fit for Life” - Bowflex Website



Bowflex V.S Pelton Comparison

Product Differentiation

° : Wide range of multi-functionalfitness
equipment for cardio and strength training.
e Peloton: Focuses on high-end stationary

bikes/treadmills with immersive, instructor-led
content.

Pricing Strategy
° . Affordable, with flexible pricing options
appealing to a broader audience.
e Peloton: Premium pricing reinforces exclusivity
but limits accessibility for cost-sensitive buyers.




Bowflex V.S Pelton Comyparison

Comparison Summary

Bowflex Strengths: Versatile product range, affordability,
appeals to practical and space-conscious fitness
enthusiasts.

Peloton Strengths: Premium quality, immersive content,
strong community, and brand loyalty.

Bowflex Weaknesses: Limited community and social
features, less emphasis on immersive content.

Peloton Weaknesses: High cost, narrower product range,
limited appeal to cost-conscious or functionality-
focused users.



Competitor - Echelon

Founded: 2017

Product Range: Uses a subsription based digital platform to connect

with various workout equipment like bikes, treadmills, rowing machines,
etc.

Target Audience: Looking for health and fitness enthusiasts that want
to join a community-centered workout platform.

Market Reach: Global market through retail and digital distribution
channels.

Motto: “Fitness for Everyone.” - Echelon Website.



Echelon V.S Pelton Comparison

Pricing Strategy

e Echelon: Affordable equipment and subscription plans
(around S20-S30/month) broaden appeal. b

e Peloton: Premium pricing reinforces exclusivity but limits \_"{;, '
reach to affluent users.

Peloton Strengths: Premium quality, strong community,

brand loyalty.

e Echelon Weaknesses: Perception of lower quality,
weaker community features.

e Peloton Weaknesses: High cost, limited market
penetration among cost-sensitive users.




Comparison Summary

e Echelon Strengths: Affordability, product
variety, broader demographic reach.

° Strengths: Premium quality, stron:
community, brand loyalty.

e EFchelon Weaknesses: Perception of lower
quality, weaker community features.

. Weaknesses: High cost, limited
market penetration among cost-sensitive
users.




Fitness
Equipment
Comypetitors

<>

BOWFLEX

Bowflex:
Products:
o) Two verisons of fithess bikes
Key Differentiator:
o Bowflex's VeloCore Bike features a unique
lean-to-steer technology
o Offers more budget-friendly range

Echelon:
Products:
e Bikes, treadmills, rowers, and even smart
mirrors
Key Differentiator:
e Major selling point is its affordability
e Lower-cost alternative to Peloton’s
equipment
e Partnered QVC to expand their audiance




Traditional Gym Chains Offernng
Digital Fitness

FITNESS -
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> Planet Fitness:
 Developed its PF App to track workouts
e Low-cost gym memberships
e Leaned into digital fithess options

> Equinox+:
e A high-end gym brand
e A subscription service

e A direct competitor to Peloton’s
membership model

e Equals the status luxury gyms




Brand Strengths

Strong Brand Community: Peloton
has built a loyal community

Technology Integration: The brand
effectively combines hardware with a
dynamic software platform
e Provides: real-time stats,
leaderboards, and live classes

Instructor Loyalty: Peloton’s
instructors are highly visible, who
have built their own following

Premium Product Quality: Peloton is
recognized for its high-quality
equipment



Strong Brand Community: Peloton has a strong brand loyalty,

Brand evident in social media engagement

PerfOrmance Market Share: While Peloton is a leader in the

connected fithess space, its share

MetriCS Is challenged by cost-effective

alternatives

d ® Brand Sentiment: Overall brand sentiment is positive,
I n though recent safety recalls and
TikTok pricing adjustments have raised

concerns among some consumers




Revenue (Quarterly) Chart B4 VIEW FULL CHART
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Demographics
e Age: About 70% of Peloton users are over 35 years old, with 30% between 45 and G4,
and 2% between 18 and 24. The largest demographic is those aged 35-44.
e Gender: In 2021, 49% of Peloton users were female and 43% were male. In the US, 67%
of Peloton hardware owners are women.
e Income: Over 60% of Peloton US bike users have a household income over S50,000,
with 21% earning over S200,000.
e Workout frequency: In Q4 2021, Peloton subscribers did 19.9 workouts per month.
e Most popular workout: Cycling is the most popular activity, accounting for 58% of all
workouts.




Historical Revenue (Quarterly) Data

View and export this data back to 2018. Upgrade now.

Date

September 30, 2024
June 30, 2024
March 31, 2024
December 31, 2023
September 30, 2023
June 30, 2023
March 31, 2023
December 31, 2022
September 30, 2022
June 30, 2022
March 31, 2022
December 31, 2021

September 30, 2021

Value

585.90M
643.50M
717.70M
743.60M
595.60M
642.20M
7/48.80M
792.70M
616.50M
678.70M
964.30M

1.134B

805.10M

Date

June 30, 2021
March 31, 2021
December 31, 2020
September 30, 2020
June 30, 2020
March 31, 2020
December 31, 2019
September 30, 2019
June 30, 2019
March 31, 2019
December 31, 2018

September 30, 2018

Value

936.80M

1.262B

1.065B
757.90M
607.10M
524.60M
466.20M
228.00M
223.40M
316.70M
262.80M

112.10M




Brand Challenges

1. Cost and Affordability

prices are high

2. Improving Customer Retention and Satisfaction
subscription rates are dropping

3. Product Differentiation and Diversification

Other brands are offering same fitness prgrames with same quality for lesser;
peloton remains drivin in cycling and treding workouts which limit workout
diversity

4. Community Engagement and Social Features

Lacking advanced social nhetworking, and limits personalixation and social
interaction

5. Innovation in Content and Training

focus on cycling classes is strong but narrows brand identity and potential
audiences. competetors are already offering wider vareity of workouts

6. Customer Service and Product Support

long waiting times for repaires, installations, poor handling of customer
iInquiries




Threats

e Economic Downturn: High-priced
fitness products and services
may become less attractive to

consumers during economic
slowdowns.

e Emerging Competitors: Brands

like Apple and Google have
significant resources to compete
aggressively in the digital fitness
space, which could impact
Peloton’s growth.
e Technological Advancements by
Competitors: The fitness tech
space is rapidly evolving, and
competitors who offer innovative
features may attract Peloton’s
customer base
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Deaths and Safety

1. March 2021 a six year old child
was pulled under a peloton
treadmill which risulted in the
childs death
2. January 2023 Ryan Furtado,
32, used a peloton Bike
machine as support to help him
get up after a core workout and
the machine colasped on top of
him, cutting into his neck
instantly killing him




g+

Co rporate Well

iy

& [05

SPEED gl
o SeSTaE g
92

LEADERBGLRD

MERE Now

Sandra i
o @ swanrives

i ﬁ VogLife

- Racack7s

rSh|p Y

= () oo

129

*+ un-w.wmmkmwmsu Lor
X :2‘3’ Suparktia
F. 3 B Movicy. oy Fzé




Recommendations

Fuel Your Success:; Peloton Personalized
Meal Plans & Fithess Packages

Campaign Overview:

A new subscription service that provides personalized meal plans and meal deliveries
designed to complement the user’s fitness journey.

Target Audience:

* Primary Audience: Busy professionals, who prioritize fitness and health but struggle

with time management. Typically aged 25-45,
» Secondary Audience: Fitness enthusiasts, people committed to personal wellness

goals
Campaign Objectives:
1.Expand Peloton's Brand Portfolio

2.Increase Peloton Membership and Engagement
3.Attract Time-Constrained Professionals:
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Pre-Launch Phase

Duration:; 2-3 Weeks
Activities:;

=z
L —
/s

MARKETING

Sﬂ.ategs e Teaser Emails & Social Media

e Influencer & Trainer Endorsements
(2 ]
\V 2 e In-App Promotion
\,\

e Landing Page

¢ PELOTON



2. Launch Phase

Duration: 1-2 Weeks
Activities:;

e Virtual Launch Event

e Peloton App Integration

e Exclusive Offers for Early Adopters
e In-App Tutorials

¢ PELOTON



Duration: 2-3 Months
Activities:
e Social Media & User-Generated
Content
e Meal Plan Challenges
e Personalized Check-Ins

e Corporate Partnerships

¢ PELOTON



Campagin
Recap

Peloton's new "Fuel Your Success" meal plan
service offers busy professionals a
seamless solution to stay fit, healthy, and
nourished without the time investment of
meal prep. By integrating nutrition with their
workout routine, Peloton can become a one-
stop destination for fitness
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