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Print Publication

Key elements of the Publication

e An upscale beauty, health, wellness and lifestyle publication, representing a
value-priced alternative (99¢) to similar women'’s lifestyle publications

e Customized under the direction of the retail drug chains

e Published quarterly and sold at point-of-purchase, with
scanned circulation of 1.2 million single copies

e Targeting women who are the primary decision maker/
purchaser of products for their family’s health and well-being

Reaching the Retail Customer at Point-of-Purchase

e Retailers indicate that providing customers with point-of-
purchase incentives prompts incremental sales and
stimulates return purchases

e Women are the primary decision maker for products
associated with their family’s health and well-being—and the
primary demographic of retail chains (ages 22-55)

e Custom editorials assist you in educating the consumer
about your brands which are pertinent to their family’s health.

¢ Key topics include solutions for preventative maintenance
and care of common ailments.

Drive Additional Product Movement by Featuring Coupons Rebates

e Each quarter CVS features a tear-out, coupon/rebate insert, proven to generate additional
product movement.

Walgreens




Monitor Your Family’s Health & Wellness

Your Family's Health & Wellness

MONITOR -

Monitor Your Family’s Health & Wellness
A comprehensive family health, fitness and wellness section
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Featuring prominent editorial affiliations with the FDA Office of Women’s Health,

American Heart Association/Go Red for Women and the Harvard School of Medicine

Providing manufacturers the opportunity to tie their brands into specific health topics and educate
consumers on product benefits via comprehensive editorials in an informative and easy to understand
format.

Affiliations with these prominent associations assure that family health editorials are up to date and
written under the direction of prominent physicians and healthcare professionals.

Targeting specific health related topics each quarter, i.e., a Heart Healthy Guide, Weight Loss & Diet
Guide, Recognizing the Signs of Depression, etc.

Designed to reach women ages 24-55, who represent the head of household and the primary
healthcare provider for the American family.

Research shows that women make 90% of the healthcare purchases for the family.

Assisting the retail pharmacies educate their customers on pertinent family health & wellness issues
and directing them to their respective pharmacy departments.

Reach consumers at Retail Health Clinics such as CVS’s MinuteClinics and Walgreens/Duane Reade
Health Corner Clinics.

We are proud of our active role in assisting the U.S. FDA Office of Women’s Health’s objective of
providing women with access to reliable information on women’s health topics.



Editorial Support

The editorial theme of our publications emphasizes the concept of the
Complete Woman: Beauty, Health, Fitness and Wellness.

Print VVersion

e Our editorial staff will tailor relevant editorials which feature product
mentions in an effort to create consumer awareness of your brands.

e Editorials can be featured adjacent to any of your advertising pages.

e The Monitor Your Family’s Health & Wellness section provides the
opportunity to tie brands into a specific health topic in an informative and
easy to understand format.

Web Version

e We can place your editorial in a relevant section on our website and embed a
hot link in key words or images, which will redirect the reader to your
website, digital coupons or any other location.
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Manufacturer’s Coupon Program

PRINT: COUPON INSERT PAGES

We work with our retailer partners to develop promotions to provide value to the
consumer, drive incremental sales and stimulate additional store traffic.

CVS is able to qualify the results of featuring coupons in the CVS Reinventing Beauty
program, with an average redemption rate of 11.2% on a run of 350,000 coupons.

e  Our programs outperform all other coupon media

e Redemption between 4% to 19%
e Average lift of 12%

e Coupons featured in conjunction with advertising drew greater results

e Coupon usage is at an all time high—3.0 billion in 2009

e Nearly half of all coupon redeemers are 34 or younger

e Nearly three quarters of coupons redeemed are by women age 25-54

DIGITAL: WEB BASED COUPONS

We have entered into a joint venture with America Online and the Shortcuts.com
couponing program to provide online solutions to drive consumers to purchase your

brands at the retail drug stores.

Details on the following page.
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Digital Marketing Solutions Designed to Increase Market Share
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Beauty Handbook has partnered with AOL’s digital couponing site Shortcuts.com

Beauty Handbook.com provides consumers an opportunity to print coupons from
their home printer or add coupon savings to their registered store savings card.

Key features include:
e Digital promotions tailored to your demographics
e Reach AOL’s vast audience of over 50 million visitors per day
¢ Premium Placement for your coupons
e Electronic processing eliminates common fraud practices
e Feesincurred only when consumers print/download your coupon

e e-Coupons can be limited to a specific number of downloads based on your budget

Customized Programs Tailored to your Demographics

e Target specific gender/age through ad or editorial placement in key America On-Line
Special Interest sections

¢ Your e-Coupons can be tied into a chain-specific promotion featured on
BeautyHandbook.com, designed to encourage redemption at a specific retailer

e Cross promotions in the coupon section of Beauty Handbook (print)

e Hotlinks can be embedded in your ad or editorial in our digital publication, which can
link out to your coupon

E-Newsletter Campaign

e We can tailor a product mention in our e-newsletter directed to AOL users and
BeautyHandbook readers.

¢ Features beauty, health and wellness tips with opportunities to tie in your products and
cross link your coupons within the body of the newsletter

e Aninexpensive way to reach significant consumers and drive sales



Beauty Handbook’s Website: Digital Marketing Solutions
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e Featuring a ten-page digital preview of the R

current issue, redirecting consumers to the
retail chains to purchase the publication
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e Full, interactive flipbook versions of previous
issues on our digital newsstand link:

www.issuu.com/beautyhandbook

Promotional Features:

e Feature ads and editorials on our site with keyword embedded hot links, redirecting
visitors to your website to view your contests, demonstration videos, etc.

e Feature ads and editorials on our site with keyword embedded hot links, redirecting
visitors to your on-demand coupons (via Shortcuts.com)

e We retain the most recent back issue in digital flipbook format on our website in order
to feature your ads/editorial with hot links to your content and coupon

e Feature your “how to” promotional videos on our site

Social Media: Facebook & Twitter

e We can assist your brands in gaining additional consumer loyalty for your brands with
the coveted “Like” affirmation on Facebook

e Our content catches the attention of consumers, allowing us to provide information
about your brand’s latest activities, discounts, promotions, updates on future products
and more.

e We also tweet current trends on Twitter to assist you in promoting your brands

Visit us on Facebook: www.facebook.com/pages/Beauty-Handbook/148054515248340


http://www.issuu.com/beautyhandbook
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Retail Sales Associate Training Program

Boost the effectiveness of your advertising by utilizing the Beauty Bulletin Sales Associate
Training Program in conjunction with our consumer publications

The Retail Store Associates control the success of your brands!

A program that answers the retailer, manufacturer and consumer’s need for a highly
trained and motivated sales clerk.

Good product selection must be matched with a knowledgeable salesperson. This is the
critical element which retailers are focusing on in these challenging times.

e An effective way to increase sales of your brands is by educating the CVS sales
associate on the key features of your brands, and providing strategies and tools to
assist the sales associates in driving additional sales of your products to the
consumer.

e Featuring product information, benefits, advertising and display; sales incentive
contests, how-to selling points—all the pertinent information needed to stimulate
additional consumer sales of your brands.

¢ Reach over 35,000 retail sales associates and provide them with the feature benefits
of your existing products, as well as items soon to appear on their shelves.

e Implemented in conjunction with Beauty Handbook, the newsletter is distributed with a
copy of Beauty Handbook directly to the store associates in the HBA, beauty and
cosmetic departments.




Reader Profile

Beauty Handbook reaches women between the ages of 22-55

v" One in three items purchased at chain drug are cosmetic and HBA items
v" Women represent 90% of drug store traffic

v" Women purchase 70% of the items utilized by men

AGE

MEAIAN AQE ... oiiiiiiee e 35.0
WOMEN 12-18... et e e 3.0%
WOMEN 19-24 ... 26.0 %
WOMEN 25-34 ... a e 36.0 %
WOMEN 3554 ... 35.0 %
EMPLOYMENT

EMPIOYEd ... 68.0 %
INCOME

HH INcome $30,000 ....coevvnieiere e 65.0 %
Median HH INCOME ....ooveeiceeee e $42,230
EDUCATION

Attended/Graduated College..........cccvvvvvvervvevrvnerinnnnnns 52.0 %

MARITAL STATUS

Y= U =T 61.0 %
Single/Widowed/Divorced ...........coovvvieiiieeieieiiiiieeen, 39.0 %

HOUSEHOLD STATUS
MOTNEES ..o 65.0 %

WALGREENS LOOK GOOD—FEEL GOOD™ IS A TRADEMARK OF THE WALGREEN CO.
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COMPENDIUM 2011 RATE SCHEDULE
PUBLISHING EFFECTIVE JANUARY 1, 2011

346 NORTH MAIN STREET
PORT CHESTER, NY 10573

PHONE: 800.801.5241 AS PUBLISHED IN

www. BEAUTYHANDBOOK com STANDARD RATE EBFRRIOES & DATA SERVICE
look goed
rord oo & BEAUTY HANDBOOK—RATE BASE : 1.200,000
MAKEOP TR
e 4-COLOR B&W
Pl “Megedin Spread $37,620 $28,000
Revive, Full Page 18,810 15,000
XENES reinventi Two Columns 13,570 11,000
“““““‘ 4 1/2 Pg. Horizontal 10,177 8,300
e ol HOM .
2 1/2 Pg. Vertical 10,177 8,300
s Digest Size 10,177 8,300
o . Column Vertical or Square 6,783 5,500
o Y Black & White Disclaimer 7,000
"Dl 4
Geleb Looks E_::;,- - COUPON RATE
' Single Coupon $5,000

Notes: Bleed charges are included in the rate

BEAUTY BULLETIN TRAINING PROGRAM—RATE BASE: 50,000

4-COLOR B&W
Full Page $6,000 n/a
Editorial content, product image

PUBLISHING SCHEDULE—ON COUNTER

Quarterly: January through December

An advertiser who does not complete a committed schedule will be subject to short rate. Bills are rendered on or about the issue’s on-sale date
and due 20 days following invoice date. All advertisements are subject to Publishers approval; Publisher reserves the right to reject or cancel
any advertisement, insertion order or contract at any time. Production charges incurred on behalf of an advertiser or its agency in preparation
of advertising material will be billed at net cost. All advertisements are accepted and published upon the representation by the agency and
advertiser that they are authorized to publish the entire contents and subject matter thereof and that such publication will not violate any law or
infringe upon any right of any party. In consideration of the publication of advertisements, the advertiser and agency will, jointly and severally,
indemnify and save the publisher harmless from and against any and all losses and expense arising out the publication of such
advertisements, including, without limitation, those arising from claims or suits for defamation, copyright or trademark infringement,
misappropriation, violation of the Lanham Act or right of privacy or publicly or from any and all similar claims now know or hereafter devised. It
is understood that the advertiser and agency are jointly and severally liable for payment of invoices for advertising published hereunder. In
consideration of the Publisher’s reviewing for acceptance, or acceptance of, any advertising for publication, the agency and advertiser agree
not to make promotion or merchandising reference to Beauty Handbook, Teen Beauty Handbook, Health Handbook, Beauty Handbook en
Espanol or Beauty News & Trends, in any way except with the prior permission of the Publisher in each instance.



Digital Rates for Beauty Handbook.com & Shortcuts.com

DISCOUNTED COMBINATION RATES ARE AVAILABLE

Print Ad featured digitally on Beauty Handbook.com.......... $500 net

Digital Coupon via AOL/Shortcuts.com ........ccccoevviivininnn 10¢ per print (minimum run 25,000)
CoupOoN SEt-UP FEE....cvciieiieire e no charge

Banner Ads on ShortCuts.com .........ccoevvvcccicieicinicsenes $5,000 net (one month run)

Custom Editorial: Digital..........ccccoeeeieeiiicececcccceeae, $500 net per issue

Featured in print version, digital version and on BeautyHandbook.com

Hot Link Enabled in your Digital Editorial and/or Ad

Featured in Beauty Handbook’s Digital Version and on BeautyHandbook.com

Embedded link to your website or coupon..............ccceenee. $500 net

E-Newsletter Campaign (beauty and/or wellness target)........ $5,000 net (impressions TBD)
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Beauty Handbook Lifts Sales With Value Promise

NEW YORK — Coupon usage
was up almost 17 percent in
the fourth quarter of 2008,
according to Valassis, a
media and marketing servic-
es company.

That’'s good news to Jack
McAuliffe and his Beauty
Handbook group of chain-cus-
tomized consumer magazines.
At a time when consumer mag-
azines are struggling, Beauty
Handbook is thriving, accord-
ing to McAuliffe, president
and publisher of the publish-
ing company, which distrib-
utes at certain chains under
proprietary names and under
the Beauty Handbook logo for
many other large and regional
drug chains.

“Our publications are expe-
riencing unprecedented sales
as women find value in the in-
formative beauty, health and
wellness content at a low price
of 99 cents, in addition to valu-
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able coupon savings inside,” The latest issue of CVS
explained McAuliffe. Pharmacy’s Reinventing
A perfect example of Beauty

the value in the magazines
is the latest edition of CVS
Pharmacy’s Reinventing Beauty, which will reach
more than 1.2 million customers. Actress Kate Winslet
shares the cover with a banner proclaiming “$25 worth
of coupons inside.” The coupons include $1 off the
new Colgate Wisp, $2 off Veet and $2 oft CVS’ own Skin
Effects by Dr. Jeffrey Dover. The publication offers CVS
the chance to promote its own brands along with national
advertising. A few nonbeauty items include $1 off Coca-
Cola’s Dasani water and $1 off Hershey's Kisses. Beyond
the coupons featured in the CVS magazine, additional
inserts are distributed through the stores.

McAuliffe said he can attest to the fact that coupon
usage is on the rise since his firm can measure redemp-
tion data from retailers as well as see an increase in
sales of the publications.

Jeff Rogers, president of Physicians Formula, provided
a testimonial to the magazines. “In the first 30 days [after
a CVS Reinventing Beauty Program] we experienced re-
demption of 5 percent and a lift in sales of approximately
3.2 percent over last year’s selling period,” he stated.

In addition to the general market magazine, Beauty
Handbook publishes Belleza, a Spanish version of Beauty
Handbook; Monitor Your Family's Health, and a Beauty
Advisor Training Program. This vehicle establishes a
partnership between beauty advisers and manufacturers
to drive additional sales. A recent example of this type
of publication offered CVS advisers sales-building ideas,

'L DEPRESSION

- Wow! $25 In Coupons Inside For Only 99¢ |

byfaye Brookman

such as new products, as well as
editorial articles about consum-
er trends. There are also stories
with quizzes to help associates
validate what they've learned.

“The training program al-
lows manufacturers to develop
a partnership with the beauty
advisers and retail sales asso-
ciates and provide them with
sales strategies, product infor-
mation and incentives to assist
the sales associated in recom-
mending their brands to the
shopper,” McAuliffe said.

With more staffing being
added at stores without addi-
tional training support from
chains or vendors, the publica-
tion serves as a training tool,
one retailer explained.

McAuliffe realizes there is
a pressure for print publish-
ers to provide more digital
content. “A balance must be
achieved in providing cer-
tain content online in order
to reach new readers, as well
as to provide advertisers with
new vehicles to target con-

sumers,” he said. “Our pro-
gram is unique in that the
entire content of our publi-
cations is designed to drive
consumers into the brick-and-
mortar retail stores.”

However, he said his firm is
evaluating what works and what
doesn’t on the Internet and plans to

roll out a new online presence in the next few months.

Chain drug is the best fit for the magazines, McAuliffe
proposed, versus grocery stores, because the magazine
helps boost store traffic by redirecting women — who
are usually the providers for a family’s beauty, health
and wellness needs. “Our publications support the
image that our retailer drug partners are the experts
in providing health and beauty needs,” he said. “Our
programs provide manufacturers with the opportunity
to target the drug customer and provide them with ad-
ditional incentives to purchase their brands.”

And, a price incentive does indeed work in this
economy and could hold true even as the picture im-
proves. “Challenges in the economy are most definitely
influencing manufacturers and consumers as it relates
to both distribution and redemption,” said Suzie Brown,
/alassis chief marketing officer. “Every trend indicates
these current buying and saving habits will continue to
increase and value-seeking will become a cornerstone
of shopping behavior in the future.
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