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SparkPeople Isé 

SparkPeople is the Largest & Most Active Healthy-Lifestyle 

Community on the Web*é 
With millions of active members engaged in healthy activities:  improving their health, reaching fitness goals, managing their 

weight, improving medical conditions, and much more.  Whatever the goal, people get started (and stay on track) at 

SparkPeople.   

 

Monthly Average Traffic (May-June, 2011) 

Å 7 million unique visitors per month 

Å 15 million visits per month 

Å 101 million page views per month 

 

éand Growing FAST! 

 
Å 8,000 new members join SparkPeople.com each day 

Å 8,000ï9,000 people download our mobile applications each day 

Å SparkPeople will add more than 3 million new members in 2011 

 

* Source:  comScore Media Metrix 

The Marketing Opportunity: 

Introduce your brand to the largest online community devoted to building and living a healthy lifestyle. 

Source: Google Analytics 
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SparkPeople Unique Visitor Growth 
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SparkPeople Absolute Unique Visitor Growth* 

Å 36.8 million SparkPeople Unique Visits in Q1 and Q2, 2011 

Å Q1 ï Q2, 2010 vs. 2011 SparkPeople Year over Year growth was 48% 

Å 9.7 million SparkRecipes.com Unique Visits in Q1 and Q2, 2011 

Å Q1 ï Q2, 2010 vs. 2011 SparkRecipes.com Year over Year growth was 84% 

 

Source: Unique Visitor Comparison: Jan-May 2011 (comScore) 

 *Source: Google Analytics 

Source: Unique Visitor Comparison: Jan-May 2011 (comScore) 
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Unique Visitor Growth Comparison Among Category Leaders 
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SparkPeople Unique Visits exceeded  Weight Watchers  by 24% in the first half of 2011. 

 

Å SparkPeopleôs  UVs were consistent across the months with March being  the highest UV 

month 

Å Weight Watchers experienced 26% of their UVs in the month of January 

 

Source: Unique Visitor Comparison: Jan-May 2011 (comScore) 

* Source: Google Analytics 
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Making a Real Impact on The Health of America! 

Member Results (so far): 

Å Over 11 Million Registered Members Reach Healthy Living Goals with Us 

Å They have lost nearly 16 Million Pounds! 

Å Our members have logged 2.1 BILLION fitness minutes 

Å They have tracked 18 BILLION calories burned 

Å And have consumed and tracked almost 350 Million cups of water 

Å We receive countless emails thanking us for helping them get healthy, gain 

new confidence and reach many different types of personal goals 

 

 

 

The Marketing Opportunity: 

Align your brand and its benefits with people who are setting real goals and taking action to improve their lives.   

Our Mission: 
To Spark Millions of People to Reach Their Goals and Live Healthier Lives 
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What Makes SparkPeople Different? 

Å SparkPeople.com is the most active weight loss and healthy living 

website in America and one of the most active health-related websites in 

the world.   

Å Being member-based allows SparkPeople to leverage the rich 

registration  data our members share to personalize the product 

experience, while also providing incredible targeting capabilities for 

advertisers 

Å SparkPeople.com is not merely a website, itôs a positive and 

empowering movement. Millions of people are taking control of their health 

-- losing weight, getting fit, eating healthy foods, and reaching their goals in 

life ï and they are joining together to help other people do the same. 

Å Multi-platform capabilities allow us to reach consumers wherever they are 

- via our websites, mobile applications, books, DVDôs, 3rd party ñsocialò sites, 

or even live events! 

Å Healthtainment®: We also believe in (and coined the term) 

Healthtainment®, where we combine health with motivation and 

entertainment to help people make a true lifestyle change.  Consumers often 

tell us that ñlosing weight with SparkPeople is actually funò. 

The SparkPeople Difference 
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SparkPeople:  The Benefits of Being Member-Based 

Being Member-Based Allows SparkPeople to Provide Specific and 
Reliable Targeting for Advertisers, Including: 

 
ï Demographic Targeting - (age, gender, height, weight, BMI, number and age of kids 

in household and more) 

- Geographic Targeting - (down to the zip code) 

- Health Condition Targeting - (during registration, we collect information about the 

health conditions that affect our members) 

- Activity / Purchase Behavior Targeting ï (we know the food brands members buy, 

the fitness activities they engage in and more) 

 

Being Member-Based Allows SparkPeople to Personalize the User 
Experience, Through Features Like: 
ïPersonalized meal plans and fitness plans to help users reach their specific goals 

ï Featured health-condition Information that is relevant to each user 

ï Suggested teams and community groups that are relevant to the specific user 

 

The SparkPeople.com Homepage is Different, By Design: 
ïOur homepage is designed to convert new site traffic into registered members that we 

know more about and create a personalized experience for 

ï Once registered, members visit their personal home/start page and engage deeply in 
tools, content and community designed to support their healthy-living journey 

 

 

 

 

The Marketing Opportunity: 

Advertising on a member-based website provides a greater level of targeting and personalization for your brand. 
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General 

Percent Female: *  85%  

Average Age:*   39* 

Å18-29 = 34% 

Å30-39 = 25% 

Å40-49 = 19% 

Å50-59 = 13% 

Å60+ = 9% 

Married/Partnered:  69.6% 

Have Children:  64% 

 

Education 

College Educated (ñsome collegeò+) 89.8% 

Bachelors Degree or Higher  52.1% 

Masters Degree or Higher  19.9% 

 

HHI 

$50,000 +   58.5% 

$75,000+   35% 

 

 

 

 

SparkPeople User Demographics 

* Source:  SparkPeople Registration Data (remaining from 2010 user survey.  n=23,000) 

 

SparkPeople Demographic Overview 
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The Marketing Opportunity: 

Because we are member-based and collect user data upon registration, we can specifically target users by age, gender, geo-location (zip code level) 

and even the number and ages of their kids.  Geographic representation of our membership mirrors that of the U.S. population. 
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Health Condition Targeting  

In the SparkPeople registration path, we collect health condition 

information that can be used to target relevant messages to users 

across our websites and eNewsletters.   

 

Condition areas we currently collect information about 

include:  

Allergies Pregnancy 

Anxiety & Stress Osteoarthritis 

Asthma Sleep Problems 

Beauty/Appearance Vision Care 

Bladder Issues Womenôs Health 

Depression Chronic Pain  

Diabetes Heart Health / Heart Disease 

Digestive Health / IBS High BP / Hypertension 

Emotional Health High Cholesterol 

GERD / Heartburn / Reflux Migraine / Severe Headache 

Menôs Health Skin Problems 

9 

 

Health-Condition Targeting 
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The SparkPeople Community 

Millions of Food and Fitness Choices Are Made Each Month On SparkPeople 
 
 
 

 

FOOD ñINTENDERSò 
 
ÅSparkPeople members make over 25 Million food decisions monthly 

 (Each month, our members select and track over 20 Million food choices in 

SparkPeopleôs Nutrition Tracker and download 5 million recipe selections) 

Å SparkPeople members track 7.5 Million cups of water per month (360 
Million cups total) 

Å77% say they are likely to seek out and purchase new brands of healthy 
foods in the next 6 months 

 

 
FITNESS ENTHUSIASTS 

 
ÅMembers track an average of 50-Million fitness minutes each month 

(and have tracked 2.1 BILLION minutes over time) 

Å77% exercise 3-4 times per week 

Å74% say they are likely to seek out and purchase new exercise shoes or 
apparel in the next 6-months 

 

The Marketing Opportunity: 

Create awareness and interest in your brand as food and fitness decisions are being made.   
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The SparkPeople Community 

 

PROACTIVE INFORMATION SEEKERS* 
ï 98% of members actively seek out health & wellness information 

ï 77% say they spend more than 6 hours per week using the internet (45% more than 12 
hours,  20% more than 24 hours) 

 

OPEN TO TRYING NEW THINGS* 
ï92% say they ñlike trying new thingsò 

ï 58.9% say they try new and different exercises to stay motivated over time 

 

POSITIVELY INFLUENCERS!* 
ï 95% say they are actively trying to be a positive influence on others 

ï 74% say they actively encourage/help other people on their fitness journeys 

ïAfter joining SparkPeople 96% claimed to have either a somewhat or very positive outlook  

 

 

What Is SparkPeople? 

 

SparkPeople Members are Positive, Proactive and Passionate 
 

*  Source: 2010 SparkPeople Member Survey.  N=23,000 

 

The Marketing Opportunity: 

SparkPeople advertisers reach consumers in a very positive state of mind, when they are being informed, encouraged and 

supported.  This helps to create a positive association with your brand in the consumerôs mind, increasing brand favorability 

and purchase intent. 
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SparkPeople Social Influencers 

 

SOCIAL INFLUENCERS 

You can tell by looking at our engagement metrics that SparkPeople 

users are incredibly active and very social.   

We can identify and activate the top influencers on SparkPeople.com to 

help our partners reach their social marketing objectives and extend the 

value of their SparkPeople ad programs. 

Top Influencer groups on SparkPeople include: 

Å 500 "Super Bloggers", who blog regularly and have very popular 

SparkPeople blogs 

Å 15,000 Active "Community Leaders", SparkTeam leaders or active 

community moderators  

Å 50,000 "Super Usersò, who are very "social" on SparkPeople and 

have taken 50+ community actions 

Å "Multi-Site Socials", who we have identified as being most active at 

sharing on social sites outside of SparkPeople.com, including high 

activity on; Facebook, Twitter or outside blogs. 

 

The Marketing Opportunity:  Activate SparkPeople Social influencers to extend the brand buzz created by your 

campaign beyond SparkPeople and create additional ñearned mediaò value. 
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SparkPeople Influencer Programs 

 

SOCIAL INFLUENCER PROGRAMS OVERVIEW 

Å Sampling ï Build positive brand buzz by providing product samples to key influencers and encourage them to 

provide feedback and share with friends.  Your media message will be amplified as these members experience 

your product, because they are more likely to share the product thoughts or promotions with their social networks.  

The most compelling testimonials can be featured site-wide, to increase brand interest and drive traffic to 

sponsored sections or landing pages.    

Å Custom Community Challenges ï Community driven challenges are very popular with our members.  Weight 

loss challenges, fitness challenges, sleep challenges, healthy eating challenges and custom challenges are 

sponsored on SparkPeople.  Custom action steps can be integrated into sponsored challenges to help highlight 

your brand's key messages and encourage consumers to purchase. 

Å Social Recipe Contests (or other types of contests) ï SparkPeople members love to participate in sponsored 

contests, especially when they have a chance to win something.  The reach of these contests can be extended, by 

making them "social" and requiring participants to "share" and generate feedback or votes from their friends and 

extended social networks.   

Å Facebook / Twitter  Programs ï SparkPeople members love to support our advertisers, because they realize 

that you keep the site free and help us to constantly improve.  We can leverage this genuine support and even our 

proprietary "SparkPoints" platform to help you build "Likes" - allowing you to build an ongoing brand relationship 

with these consumers on Facebook and Twitter.   

Å Custom Content & Community Destinations ï Among SparkPeople's most sought after marketing programs 

are our custom/sponsored content & community destinations.  These custom programs place your brand within a 

very contextually-relevant environment, drive massive visits and engagement and often integrate custom 

community elements or social extensions.   
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Multiple Consumer Touch Points 

SparkPeople Mobile Apps 
Social Influencer Marketing 

Live Member Events 

SparkPeople Web Properties & eMail 

SparkPeople  

Provides Multiple 

Ways to  

Reach Your 

Target! 

SparkPeople Books & DVDôs 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

SparkPeople Video 

Programming & Syndication 

Reach Your 

Target 

Audience 

Through  

SparkPeople  

SparkPeople Blog Network 

Local & National 

SparkTeams 
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ÅWeight Management 

ÅHealth Condition Management 

ÅSetting / Reaching Fitness & Healthy-Living Goals 

ÅMobile 

ÅSocial 

ÅOffline 

 

How Consumers Utilize SparkPeople 
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Weight Management Overview 

Å 90+% of SparkPeople Users Set a Weight Management Goal 

Å Individual programs are personalized based on member goals 

Å Based on the simple equation ï calories in vs. calories out 

Å We follow American Heart Association Nutrition Guidelines 

 

 

Weight Management Program 
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Health Conditions Overview 

Å SparkPeople collects health condition information from 

members upon registration 

Å Programs are tailored for many members, based on their 

health conditions. (i.e. Diabetes, High Blood Pressure) 

Å Health content is provided by Harvard Health Publications, 

along with related content from SparkPeople 

Å Most of the top health conditions have a supporting weekly 

eNewsletter 

 

 

 

Health Condition Management 
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No Matter What Goals They Have, SparkPeople Tools,  
Content and Community Help Our Members Reach Them! 

 

 

 

Tools, Content, & Community 

Tools 
ÅNutrition Tracker / Meal Planner 

ÅFitness Tracker / Planner 

ÅCalories Burned Calculator 

ÅWeight & Measurements Tracker 

ÅWater Consumption Tracker 

 

 

 

Content 
ÅHealthy-Living Content 

ÅHealth Condition Content 

ÅQuizzes, Slideshows, User Polls 

ÅFitness & Food/Cooking Videos 

ÅLifestyle Centers 

 

 

 

Community 
ÅSparkTeams & Message Boards 

ÅMember / Team Challenges 

ÅMember Blogs 

ÅSparkPages 

ÅSparkMail / InMail 
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SparkPeople Mobile 

SparkPeople Mobile Applications 
SparkPeople has two free and popular mobile applications on each of 
the four largest mobile platforms; iPhone/iPod Touch, iPad, Android 
and Blackberry.   

SparkPeople Mobile Apps Include: 

ï Diet & Food Tracker by SparkPeople 

ï Healthy Recipes by SparkRecipes 

ï Perfect Produce (This paid app is currently only available on 
iPhone/iPod Touch) 

Reach & Engagement: 

ï Over 500,000 unique visitors use SparkPeople apps each 
month! 

ï More than 5 million lifetime downloads and 8,000 new 
downloads per day 

ï App users are very active, generating 30-35 million pageviews 
per month! 

Advertising & Sponsorship:  SparkPeople offers a variety of 
sponsorship options available, ranging from in-app banners to a 
variety of integrated sponsorships. 

For More Information visit:  http://www.sparkpeople.com/mobile 

 

   

 

http://www.sparkpeople.com/mobile
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Motivation Systems & SparkPoints 

ÅSparkPeople has integrated ñgame mechanicsò into the site 

experience, making it more fun and motivating 

 

Å SparkPoints are awarded for taking healthy actions on the 

site; like tracking your food and fitness, reading healthy-

living articles or following a fitness video 

 

Å Trophies are earned over time and virtual ñgoodiesò can be 

shared by members to encourage each other. 

 

 

 

Motivation & SparkPoints 
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The Media is Buzzing about SparkPeople!  

Media Buzz 

First for Women magazine  

(March 22, 2010 issue) featured a 

Six-page cover story sharing 

SparkPeopleôs ñSecrets of Successò 

In the February 2010 issue of  

Good Housekeeping magazine 

SparkPeople was featured with the 

cover callout �³�*�H�W���7�K�L�Q���I�R�U���)�U�H�H�� 

�7�K�H���R�Q�O�L�Q�H���S�U�R�J�U�D�P���W�K�D�W���Z�R�U�N�V�´ 

SparkPeople was voted ñBest of 

The Webò in the health category 

for three years in row by Business 

Weekôs online readers. 

In January, 2011 A SparkPeople 

Member was featured on the cover 

of PEOPLE magazineôs ñHalf Their 

Sizeò issue and invited to share her 

story on �W�K�H���³�7�R�G�D�\�´���V�K�R�Z. 

 

To see other accolades, awards and P.R. stories about SparkPeople, check out our P.R. Blog. 
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In January, 2011, a health & fitness focused 

ñExtraò issue of All You Magazine hits 

Walmart stores nationwide.  This issue was 

created in partnership with SparkPeople and, 

from cover-to-cover features SparkPeople 

success stories, tips, recipes and more. 


