














New Year's resolution makers descend on the Internet every January to seek out information about their resolutions. They tend to view articles about resolutions and how
to keep them, as well as looking for information on topics such as weight loss, getting more exercise, and quitting smoking.

Ny

New Years HHI EM“ l.“[l[“]fﬁ

Resolution Makers

2.80x more likely to visit 'News/Information - Politics'

' IS 50.51% sites than the average internet user

21.9% 2.50x more likely to visit 'Health - Pharmacy' sites
than the average internet user

2.50x more likely to visit 'Business/Finance - Online
Trading' sites than the average internet user
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Outdoor enthusiasts are nature-loving sportspeople who enjoy cycling, boating, and other outdoor activities. Their online activities center around reading online
publications that relate to their sports interest, whether it's about boats or bikes. They also seek goods and services related to their outdoor activities, research adventure

oe travel, and comparison shop gear.
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internet user
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Political influencers are people who display a very high level of interest and engagement with the latest in politics and political campaigns.
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11.45x more likely to visit 'Travel - Car Rental' sites

6.40x

5.71x

than the average internet user

more likely to visit 'Retail - Mall' sites than the
average internet user

more likely to visit 'Retail -

Fragrances/Cosmetics' sites than the
average internet user

Politically-minded people seek out content on popular U.S. and international news sites. They tend to seek information from a wide range of sources to get the most

complete picture of current events.
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4.28x more likely to visit 'Business/Finanace - Online

Trading' sites than the average internet user

4.14x more likely to visit 'News/Information - Politics'

sites than the average internet user

3.09x more likely to visit 'Health - Pharmacy' sites

than the average internet user



Proud Parents
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Proud parents are committed to the parental cause. They study good parenting techniques, keep up with the latest family and parenting news, and purchase educational
toys and products online.
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Retirees are people who live in areas with a large population of retirees.
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4.50x more likely to visit 'Retail -
Fragrances/Cosmetics' sites than the average
internet user

4.15x more likely to visit 'Retail - Food' sites than the
average internet user

4.02x more likely to visit 'Services - Incentives' sites
than the average internet user
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5.16x more likely to visit 'Services - Incentives' sites
than the average internet user

5.07x more likely to visit 'Retail -
Fragrances/Cosmetics' sites than the average
internet user

4.98x more likely to visit 'Retail - Food' sites than the
average internet user
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Singles are defined as visitors to online dating sites.
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5.61x more likely to visit 'Travel - Car Rental' sites
than the average internet user
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Information' sites than the average internet
user
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Social Networkers are actively involved in building online networks of contacts, which can include both personal or business friends. They are registered users on a variety
of social networking sites.
More Information Coming Soon

Sports buffs are all consumed by their interest. They spend a significant amount of time looking at sports news, both online and off, and reading online publications related
to sports. These people are just as active as their sports interest; they tend to be athletic, often shopping for sporting goods online.

H SEGHENT AUDIENCES:

4.11x more likely to visit 'Travel - Transactions' sites
than the average internet user
32.4%% 3.83x more likely to visit 'Travel - Car Rental' sites
than the average internet user
3.79x more likely to visit 'Retail -

Fragrances/Cosmetics' sites than the average
internet user
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Teens are all about staying up to date, whether it's their cell phone, their clothes, their games, or their entertainment--and their online activities reflect this. They are avid
consumers, constantly researching and purchasing new wireless technologies, fashion, games, and other teen-oriented products. In addition, they like to keep current with
entertainment by viewing teen-related content on TV and news sites.
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14.50x more likely to visit 'Travel - Transactions'

e sites than the average internet user
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sl 3.27x  more likely to visit 'News/Information -
Politics' sites than the average internet user
2.96x more likely to visit 'Retail - Health Care' sites
: : : than the average internet user
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US military personnel who visit websites across the AudienceScience network.
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2.74x more likely to visit 'Travel - Ground/Cruise'
sites than the average internet user

2.31x more likely to visit'Community - Green' sites
than the average internet user

2.22x more likely to visit 'Career Services and
Development - Training and Education' sites
than the average internet user
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Women have a wide range of online interests. As a category, many seek out information on health, home, garden, personal care, and cooking through portals, women's
magazines, and news sites. Women also are interested in health, home/garden, personal care, and cooking. Online shopping focuses on clothes, shoes, and beauty

products.
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