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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)
A 7 million unique visitors per month

A 15 million visits per month

A 101 million page views per month

Source: Google Analytics

éand Growing FAST!

A 8,000 new members join SparkPeople.com each day
A 8,000 9,000 people download our mobile applications each day
A SparkPeople will add more than 3 million new members in 2011

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

* Source: comScore Media Metrix SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved.
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SparkPeople Absolute Unique Visitor Growth*

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

A Q11 Q2, 2010 vs. 2011 SparkPeople Year over Year growth was 48%

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

A Q11 Q2, 2010 vs. 2011 SparkRecipes.com Year over Year growth was 84%

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

*Source: Google Analytics SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved.

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

A SparkPeopl eds UVs were consi st enthehigleestd\d s
month
A Weight Watchers experienced 26% of their UVs in the month of January

Unique Visitor Comparison: Jan-May 2011 (comScore)
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* Source: Google Analytics SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved.
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Our Mission:
To Spark Millions of People to Reach Their Goals and Live Healthier Lives

Member Results (so far):
Over 11 Million Registered Members Reach Healthy Living Goals with Us

They have lost nearly 16 Million Pounds!
Our members have logged 2.1 BILLION fithess minutes
They have tracked 18 BILLION calories burned

And have consumed and tracked almost 350 Million cups of water

Do o o Do Do D>

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

l Site

new confidence and reach many different types of personal goals

Named w
»Best Health Website
by Business Week

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

SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved.
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What Makes SparkPeople Different?

A 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.

A 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

Spar kPeople.com is not merely a websi
empowering movement. Millions of people are taking control of their health

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

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

Multi-platform capabilities allow us to reach consumers wherever they are
-via our websites, mobiledmapptlyciasooins
or even live events!

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 Al osing weight with Spar

SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved. a
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£ SPARKPEOPLE it Being Member-Based Allows SparkPeople to Provide Specific and
Reliable Targeting for Advertisers, Including:

Join Now For Free!

B ‘H# I Demographic Targeting - (age, gender, height, weight, BMI, number and age of kids

‘will never share or sell your emall address.
in household and more)

Crose Socomt BRES T - Geographic Targeting - (down to the zip code)
T st - Health Condition Targeting - (during registration, we collect information about the
g = S health conditions that affect our members)
—— :":T: - Activity / Purchase Behavior Targeting i (we know the food brands members buy,
oty [t sis : o the fitness activities they engage in and more)

Birthdate:

Being Member-Based Allows SparkPeople to Personalize the User
Experience, Through Features Like:
i Personalized meal plans and fitness plans to help users reach their specific goals
i Featured health-condition Information that is relevant to each user
I Suggested teams and community groups that are relevant to the specific user

Referred By |

How did

Do You Hav
Are You

Br

S0 we know you.
‘and not 8 spam

In the characte.

The SparkPeople.com Homepage is Different, By Design:

EEE i Our homepage is designed to convert new site traffic into registered members that we
== know more about and create a personalized experience for
i 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.

SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved.
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SparkPeople Demographic Overview

General

Percent Female: * 85%
Average Age:* 39*
A18-29 = 34%

A80-39 = 25%

A10-49 = 19%

A0-59 = 13%

A0+ = 9%

Married/Partnered: 69.6%
Have Children: 64%
Education

Coll ege Educated (fNns898%® coll egeo+
Bachelors Degree or Higher 52.1%
Masters Degree or Higher 19.9%
HHI

$50,000 + 58.5%
$75,000+ 35%

- ———

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.

* Source: SparkPeople Registration Data (remaining from 2010 user survey. n=23,000) SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved.
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Health-Condition Targeting

In the SparkPeople registration path, we collect health condition

MY TOO! THY LI ~ commuNITY LOG QUL ) .
P T | e information that can be used to target relevant messages to users

Your Preferences & Conditions R y across our websites and eNewsletters.

Condition areas we currently collect information about

Your Preferences & Conditions

include:
Your Meal Plan Preferences:
[ Vegetarian "1 No Chicken/Turkey ] No Tofu )
) NoRedMeat 1 NoFish £ Low Sodium Allergies Pregnancy
"] No Pork ] No Eggs ) Low Cholesterol A .
Conditions/Interests You Have: We can provide further tools and information to help you and your family AnXIety & Stress OSteoarth rltls
[ Allergies ("] Emotional Health "1 Chronic Pain (Back, Joints, Muscles)
] Anxiety & Stress "1 GERD / Heartburn / Reflux (" Heart Health / Heart Disease ASth m a SI eep Pro b I em s
"1 Asthma "1Men's Health ("1 High Blood Pressure / Hypertension
["1Beauty / Qo ["1High Cholesterol HPR
") Bladder Issues "I Sleep Problems [ Migraine / Severe Headache B eau ty/Ap p ear an C e VI S I 0 n Car e
("1 Depression "1 Smoking ("1 Skin Problems (i.e. Exzema, Acne, Psoriasis)
("I Diabetes [1Vision Care A
e ey B Bladder Issues Womenés Health
Children Living With You: We can provide additional trackers and goals to help your whole family become De p res S I 0 n C h ro n I C Pal n
healthy, too!
How many children under 18 live in your household? | 0 B‘ D .
iabetes Heart Health / Heart Disease

SparkAmerica Preferences: As part of your plan, exercise you track will be entered into our SparkAmerica

program. Digestive Health / IBS High BP / Hypertension

™ Share my fitness tracking with other members.

fContlnue and Select Your Fast Break Goals >

Emotional Health High Cholesterol

GERD / Heartburn / Reflux  Migraine / Severe Headache

Menodés Health Skin Problems

SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved. e
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Millions of Food and Fitness Choices Are Made Each Month On SparkPeople

FOOD 7l NTENDERSO

A SparkPeople members make over 25 Million food decisions monthly
(Each month, our members select and track over 20 Million food choices in
Spar kPeopl eds Nutrition Tracker and down

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

A 77% say they are likely to seek out and purchase new brands of healthy
foods in the next 6 months

FITNESS ENTHUSIASTS

A Members track an average of 50-Million fitness minutes each month
(and have tracked 2.1 BILLION minutes over time)

A 77% exercise 3-4 times per week

A 74% 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.

SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved.
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SparkPeople Members are Positive, Proactive and Passionate

PROACTIVE INFORMATION SEEKERS*

T 98% of members actively seek out health & wellness information

I 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*
i 92% say they #fAli ke trying new thingsbo
i 58.9% say they try new and different exercises to stay motivated over time

POSITIVELY INFLUENCERS!*
T 95% say they are actively trying to be a positive influence on others
i 74% say they actively encourage/help other people on their fithess journeys
i After joining SparkPeople 96% claimed to have either a somewhat or very positive outlook

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 wi
and purchase intent.

o /

* Source: 2010 SparkPeople Member Survey. N=23,000 SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved.
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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:

A 500 "Super Bloggers", who blog regularly and have very popular
SparkPeople blogs

A 15,000 Active "Community Leaders", SparkTeam leaders or active
community moderators

A 50,000 "Super Userso, who are very "social" on SparkPeople and
have taken 50+ community actions

A "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 Spar kPeople and create additional fear ned

SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved.
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SOCIAL INFLUENCER PROGRAMS OVERVIEW

A Sampling i 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.

A Custom Community Challenges i Community driven challenges are very popular with our members. Weight
loss challenges, fithess 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.

A Social Recipe Contests (or other types of contests) i 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.

A Facebook / Twitter Programs i 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.

A Custom Content & Community Destinations i 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.

SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved.
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SparkPeople Web Properties & eMail

e — SparkPeople Video
"""" -] | Programming & Syndication

SparkPeople Blog Network

Reach Your
Target
Audience
Through
SparkPeople

Spar kPeople Books & D% Live Member Events
SPARKPEOPLE Local & National
COOKBOOK
otk SparkTeams

Each month, our experts

will lead a new chalenge to
help you to develop
healthier habits.

SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved.
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A Weight Management

A Health Condition Management

A Setting / Reaching Fitness & Healthy-Living Goals
A Mobile

A Social

A Offline

SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved. .
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<> SPARKPEOPLE | ) it B e | b | oo Weight Management Overview
vomDeCos T P P — A 90+% of SparkPeople Users Set a Weight Management Goal
Tell Us About Yourself e A Individual programs are personalized based on member goals
Calculate BMI A Based on the simple equation i calories in vs. calories out
Current Weight: 65 | (Founds 1) | A We follow American Heart Association Nutrition Guidelines

Height: |5 (fest %] |8 (finches |
Calculate BMI d'

Your Body Mass Index (BMI) and Target Weight Ranges:

u 26.7

YOI A
B.M.l. "

oy s Wikeic less-185 185-24.9 25-299 30 - more | |

Weight Ranges » 114 154 185

Set Your Weight Goal

e Need Help?
Target Weight: Enter Target Weight, Find Out How Long it Will Take

Enter Future Date, Find Out How Much to Lose by Then

By When: [ November _§7[23 42011 3

Continue to select your program preferences

SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved. .
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& SPARKPEOPLE [ =) (e Health Conditions Overview

Make ¥our Lifs An Adventure

e SR A SparkPeople collects health condition information from
u WHAT’S YOUR Take the free Brain Grade test! L members Upon reQIStratlon
: A Programs are tailored for many members, based on their
braingrade oy 9 Y
health conditions. (i.e. Diabetes, High Blood Pressure)
:Ifﬂtﬂfomgft'??:ts?mlm'ﬁ?fm - A Health content is provided by Harvard Health Publications,

Harvard Medical School and SparkPeople. Learn more about preventing and

il el e Today In Health along with related content from SparkPeople
Main Health Categories Income Disparities May
Health A2 Health Nows Dnbapay “ A Most of the top health conditions have a supporting weekly
Q mmme | o | e
2 & =S themselves, study finds eNewsletter

Read The Story

Indepth guides and Special tools and features Health News  3eemare health news »
features for the mast for people with diabetes
and pre-diabetes FastFood Outlets Near Schools
May Mot Be Making Teens Fat
Smoki sation Drug Chantix
Linked to Heart Problems

common health issues our

Condition Centers Diabetes Program
members face. ﬁ'l

Health Tip: Prevent Swimmer's Ear
More of Today's Health News

- Depression -, Diabetes {Spark*D Program)
.. GERD (Heariburn) .. Healthy Heart

- High Blood Pressure .. High Cholesterol
1 -, Irritable Bowel Syndroma (IBS)
.. Ostecarthritis

SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved. .
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No Matter What Goals They Have, SparkPeople Tools,
Content and Community Help Our Members Reach Them!

Tools

A Nutrition Tracker / Meal Planner
A Fitness Tracker / Planner

A Calories Burned Calculator

A Weight & Measurements Tracker

A Water Consumption Tracker

Track Your Food
Water Tracker ©

q Thursday, June 16 D i‘-- 4
L -
Tracker Options | Daily Feedback | -2

Search ]

Enter food not listed

| .. Change the day for tracking food |

[Yoplait Original - Strawbe‘

#) Any of these words () All words [ Sort A-Z

SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved. .

Content

A Healthy-Living Content

A Health Condition Content

A Quizzes, Slideshows, User Polls
A Fitness & Food/Cooking Videos
A Lifestyle Centers

Main Healthy Lifestyle Categories

: Nutrition Resources Fitness Resources
.+ Learn how to eat better, Find workouts, videos,
; manage your weight and training tips and exercises
° make healthier food choices. for all fitness levels.

Motivation Resources Wellness Resources
R\ Setsmart goals and learn Because there's more to a
| how to stay motivated for the healthy body than eating
long haul! ' and exercising

Community

A SparkTeams & Message Boards
A Member / Team Challenges

A Member Blogs

A SparkPages

A SparkMail / InMail

Main Commumty Features

SparkTeams 6. £~ Message Boards
Grnups created by t2 Interact with experts and
members based on goals '}, members in our discussion
and interests - forums

i4  Challenge Central Secrets of Success
., Join a fun challenge to ., <9 % The besttips from other
P¥i~ reacha new goall &y members, voted on by you!

=7 SparkPages Member Blogs
.. MeetSparkFriends via ! Stories and u| pdateswrinan

—F{j personal homepages with by our members
4., photos and more!

Community Highlight

(- Read this week's most
) inspiring member post

g Success Stories

\d j Amazing photos and
\ strategies from our most

successful members
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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:
i Diet & Food Tracker by SparkPeople
i Healthy Recipes by SparkRecipes

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

Reach & Engagement:

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

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

i 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

SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved. .


http://www.sparkpeople.com/mobile

{} Motivation & SparkPoints 4} SPARKPEOPLE

my SparkPoints & Trophies

ety @ ot Motivation Systems & SparkPoints

See All Trophies
LEVEL9

A SparkPeople has integrated fg

experience, making it more fun and motivating

' SpinThe SparkPoints
Wheel To Get Points &
Prizes For Logging In

A 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

ATrophies are earned over ti me

shared by members to encourage each other.

SparkPeople Alert

Congratulations on earning SparkPeople Trophies!
Below are trophies you've recently eamed!

‘Set SparkPeople Goals 500 Monthly SparkPoints! ~ Completed 2 Completed 1
on 3/28/2004 December 2009 0/17/2%2° = Me&;ﬁ? 2

L] LT] L] L]

See all trophies

SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved. .
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First for Women magazine

In January, 2011 A SparkPeople .

Member v?//as featureg on the?:over ('V'aTCh 22, 2010 issue) featqred a

of PEOPLEmagazimkadlsf Their Six-page cover story ?ha“”q
SparkPeopl ebs fiSecr e

S i ziesde and invited to share her
storyon WKH 37RGD\. VKRZ

Named
“Best Health Website’
by Business Wi

In January, 2011, a health & fitness focused
AExtr ao Al Yo Magaziod hits

Walmart stores nationwide. This issue was In the February 2010 issue of

Good Housekeeping magazine

SparkPeople was voted fiBest of created in partnership with SparkPeople and, :
The Webo in the health category from cover-to-cover features SparkPeople SparkPeople was featured with the

for three years in row by Business success stories, tips, recipes and more. covercallout 3*HW 7KLQ IRU )UI
Weekds online readers. 7KH RQOLQH SURJUDP W

SparkPeople Confidential | © 2011 SparkPeople All Rights Reserved.

To see other accolades, awards and P.R. stories about SparkPeople, check out our P.R. Blog.




