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We heart Peloton.

As athletes and sports nuts, wedve bee
watching (and using) Peloton with admiration
for some time.

And weodre not S

hy i-n sayisi'g. tshat
we think youdd di

g wor kishg Wi t;h e us.

To show you why, wedve donega bit of t
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about the Peloton experience and woven ' 2 § 3
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together a story about how Peloton + Sprocket
Is something like potato chips & orange slices
after a long ride.

Turn the page to learn more about how we can &
help you design unforgettable, engaging
customer experiences that lead to growth.
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We O | | begi n by hel pli
understanding your customers.

The key to growth and innovation lies in customer understanding. We often start by creating personas. Simply

put , a opersonad6é is marketing and design speak for who your
aggregating observed behaviors and personifying them as a person to help you focus on product

development, service delivery, communications, and more.

We often start with @pearsonadceeatan franlinferng lenowdedge and hypotheses. For the
purpose of our example, we used our own working knowledge of fitness to personify two different customer
groups Peloton likelyhas. Meet o6 Tri athlon Tyl erd and 6Mari ssa the Momd.

“The Spectator”
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with your product.

We develop research -based journey maps to understand the motivation and context of customers as they

Exploration

Purchase Trigger

Tyler is finding it difficult to
continue to compete in triathlons
now that his family has grown. He
was looking for another way to
get a great workout in and to feed
his competitive side.

Tyler is intrigued by the quality of
Peloton's bike, the versatility of
the rides available, and the
opportunity to compete against
himself and others on the leader
board.

He orders the bike and pre-pays
for a year-long subscription to get
a free month. He doesn't buy
shoes; he's already got a pair that
are perfectly broken in.

interact with you (and others) in search of a solution to their problem. They help us (and you) identify points of
satisfaction, points of pain, and areas where innovation will add customer value and create business growth.

Onboarding

Bike Delivery

Tyler anxiously awaits the delivery
of his bike. He knows just where he
wants to put it and has read
Peloton's FAQ's to find the right
configuration in his house.

When his bike arrives, he is thrilled
to discover that it is just as solid
and quiet as the reviews he read
said it would be.

Check out

Bike Set-Up

Tyler immediately powers up his
bike and creates a new Peloton
account (#Tri_Guy_FTW).

He skips the tutorials about how
to configure his bike to fit his
body. He's well aware of how to
make a bike work for his height
and pedal stroke.

He doesn't have time for aride
right away, but he easily clips in to
get a feel for his new toy.

He plays around with the user
interface and makes a mental note
to check out a 60-minute live Hip
Hop ride after work.

Tyl er 6s

First Ride

highlighted journey

Experience

Habit Formation

bel ow.

Ongoing Use
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Tyler makes sure his first ride is a
live one. He wants to see if he can
get a shout-out from his
instructor, Alex.

He easily warms up and begins to
get the familiar rush that comes
from pushing himself to the max.

Half-way through his ride he
notices that he is 100th out of 805
live riders. This realization causes
him to push harder. He begins
experimenting with his cadence
and resistance to try to generate
maximum output.

By the end of theride, he has
climbed to 78th place. He takes a
second to enjoy the endorphin
rush he always gets after a hard
ride.

He skips the cool-down, and easily

unclips, hops off his bike, and hits
the shower.

He doesn't share the results of his
ride because he doesn't want his
tri group to see that he came in
78th.

Tyler easily slides back into his
familiar 3-per-week schedule for
working out.

Having the bike in his house cuts
down on his commute time and
makes it really easy for him to fit in
multiple rides per week.

Tyler has been consistently using
his bike for 3 months now and has
completed 40 rides.

He almost always rides live, and he
did finally get a shout-out from
Alex on his 25thride.

He has told his tri friends about
his experience, and a couple of
them have bought bikes. They've
started a small Facebook group to
create a digital version of the
community they have inside of
their tri training group.
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with your product.

We develop research -based journey maps to understand the motivation and context of customers as they
interact with you (and others) in search of a solution to their problem. They help us (and you) identify points of
satisfaction, points of pain, and areas where innovation will add customer value and create business growth.

Check out Marissads highlighted journey bel ow.

Onboarding Experience

Exploration

Purchase Trigger Bike Delivery Bike Set-Up First Ride Habit Formation Ongoing Use
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