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Core Consumer Profile

A snapshot of the athletes who make up our core IRONMAN & IRONMAN 70.3 customers. Based on a 2015 Turnkey Research survey.

Home University Average Gender Average Annual
Owners Educated Age Breakdown Household Income
68%
MALE
83% 92% 40 $
247,000
32%
FEMALE
HHI Comparison Occupational Breakdown
IRONMAN I $247,000 Legal - 1%
Los Angeles Pro Team IS $225 000 Retail 5%
New York City Pro Team s $148,000 Education B 5%
Dallas Pro Team I $142,000 el I 10%

Technology

A Top 10 U.S. Marathon I $129,000 I 15%

. Medical/Pharma
Chicago Pro Team I $128,000 I 13%
Financial Services
NASCAR Event I $112,000 I 17%

Other
Bay Area Pro Team I $108,000 I 2 7%



Reach & Influence

Corporate Decision Makers

The IRONMAN experience provides partners with
diverse access to a global market of business
influencers across a wide variety of customer types.

449 of IRONMAN triathletes influence
financial decisions at their place of business.
Of that 44%...

* 149% are in executive and C-level roles

* 39% work at companies with more
than 1,000 employees

Company Size
Business decision makers responded with the
following information about the size of their company:

39%
oo | 35%

Employees <100 20%

Employees
pioy 100-1000

Employees

*Turnkey Research Survey, North American IRONMAN & IRONMAN 70.3 athletes



Customer Travel Data — Athlete Survey Results

70%
Book
Direct

30%

Travel
Search

\ Engine

25% Answered Yes

249% Travel to the event market

10% Travel to a destination

Survey was conducted with IRONMAN & IRONMAN 70.3 Athletes

IRONMAN 43% Answered 4 or more

IROMAN 70.3 35% Answered 3 or more

55%

3+ Trips 18.4%

10+ Trips

For Vacation For Business



Customer Travel Data — Athlete Survey Results

69%
Answered
4 or more 75%
JRQUisIN IRONMAN 70.3 IRONMAN IRONMAN 70.3 e
68%
Hotel
\RONMAN 46% Answered IRONMAN 36% Answered YES 449

IROMAN 70.3 28% Answered YES IROMAN 70.3 21% Answered YES Car Rental

Survey was conducted with IRONMAN & IRONMAN 70.3 Athletes



Media Coverage

Captivating The Masses

As inspiring as they are challenging,
IRONMAN and IRONMAN 70.3
events garner attention from media
outlets all over the world.

From some of the most popular news-
magazines, to prime time television,
the impact of the IRONMAN is
extending beyond traditional

sports coverage.

IRONMAN
Global Media

Print, Digital, Broadcast

21 Billion+
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*Logos depicted only represent a sample set of IRONMAN® media coverage
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University of Minnesota CIO Ex My Body: Ironman Timothy | ..
Focus on Ironman Triathlon O'Donnell
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t}irls Pratt Skipped the MTV Movie Awards to
Compete in Ironman Triathlon
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The Washington Post

Sean Astin Completes Ironman
World Championship as Fans Chant
‘Rudy! Rudy!" at the Finish Line




Partner Snapshot - North America
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For a list of additional Partners, please visit www.ironman.com/partners




