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Email

Personal and
targeted connection
to mom

21st Century Mom Panel
Largest mom panel in US
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Reaching and

Knowledge
Global website of industry leading
(=== = editorial content

Social Media
Rapidly growing audience

\
Blogs
MOMformation and
FAMEbaby, Mocha
Mama, etc.

Videos & .
Photos engaging more than
Pregnancy, 8MM unduplicated
baby. toddler, moms in the US each \, Mobile
month, across multiple gg&ggg&?%ooty
touch points. Caller
~ Facebook Voice Portal
Reaching her across Baby Tips

multiple community \§
environments

Tools
Baby name finder, height
predictor, kids activities, etc.

.‘\\\—/ o .

Multicultural
Hispanic and African
American

\\—‘//’
Twitter
Follow us at @BabyCenterMom and
@Momlnsights

Insights Study Highlights

Learn more by contacting:
Suzanne Skop

(646) 487-6380, x203
suzanne.skop@babycenter.com
www.babycentersolutions.com
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BabyCenter Delivers
The Webos #1 gl obal i nteractive

Unparalleled Reach
BabyCenter reaches 78% of new and expectingmoms onl i ne every year! T
new and expectant moms across 21 markets worldwide; and more than 8MM in the U.S.

Deeply Loyal Audience
73% of BabyCenter moms return every week for trusted advice and friendship.

Word -of-Mouth Marketers
77% of our moms share the information they find on BabyCenter with others. 1 in 3 have
recommended a brand or product to a friend after seeing it advertised on BabyCenter.

Industry Leadership
Featuredexpert on all top business and consumer outl
March 2008Lidt gdotBBC&As fiTodayod show and ABCOs

Our 21stCentury Margesprdpretary U.S. panel t df 8K engaged
moms and moms-to-be, managed by Socratic.

Editorial teams culturally embedded across 21 countries.

Trusted advice and expert information ~ from Medical Advisory Boards in all 21 markets.

BabyCenter connects marketers with moms via multiple touch points

L@  |Emaill: More than an email, an emotional conn
\\b/_/‘email newsletter for many moms is the #fh

begin their connection.

_ ’ Website/Knowledge : Our U.S. website alone reaches 6.5MMit hat 6 s mor e
\/ people in a month than there are births in the U.S. a year!

@ | Community: Based on what mom wants from social media and developed from
V knowledge gleaned from over a decade of supporting the motherhood journey.

\1- _ Blogs: Influential parenting blogs including Momformationn a me d fi Mo st
@/' Aut horitative Bl og i Techhdrad. parenti ng spac¢
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Sources: ComScore Media Metrics, June 2009; Internal Data, July 2009 www.babycentersolutions.com



mealtime mom
90% eat dinner as a family several
beauty mom times weekly.
68% reevaluated their beauty
routine when they became mothers.
Hispanic mom
1in 4 U.S. births are to a
Hispanic woman.

gadget mom
91% of moms never leave the

house without their cell phone. €Cco mom

After becoming a parent,

moms are 89% more likely to

say environmental impact is an
media mom important purchase criteria.

10.7 additional hours of
parenting cuts into her

media usage. dr. mom

84% say the Internet has made
them more informed about

social mom childrenods heal
44% use social media for
WOM recommendations on

brands & products to buy.

empowered mom
She is 70% more likely to say

becoming a mom its easier to take time off to
A new mother is born every have a family and then return
7 seconds in the U.S. to have a successful career.
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21STCENTURYMOM
Powerful. Savvy. Social,
Unlike any Mom before her.

Methodology

A21stCent ur y trdtkingBudy conducted with NovaQuant. 15t wave 2006, 2" wave
completed in May 2009.

A 18 in-depth surveys between January & June 2009, capturing the thoughts and opinions of over
25,000 moms on the BabyCenter 21tCent ury MomE Panel and websilfe.

A Seeded conversations on the BabyCenter Community leading to hundreds of comments and
discussions, giving direct qualitative access to mom.

A Mined conversations in active areas of the BabyCenter Community.

A Supplemented where appropriate with insights from comScore, Nielsen, Mediamark, eMarketer,
CDC & other government sources.




