Date October 19 - 21, 2010
Location Growne Plaza, Atlanta, GA

Why Attend the MDPA Conference

* Learn from Obesity Prevention Experts, Marketing Gurus, and
Government Officials
 Better Understand the Consumer Decision-Making Process
and Apply it to Your Marketing
e Benchmark Best Practices and Insights from Across
Industries on Obesity Prevention Marketing
* Dissect Potential Government Regulations and What
; it Could Mean for Your Brand
American consumers .
S B * Analyze Case Studies on Successfully
healthcare marketing can Influencing Consumer Behavior and Attitudes
make a real difference in * Network with Industry Thought

A holistic look at

lignyiiesioypiereiing Leaders and Discuss Challenges and
obesity and the widespread, .
costly ailments, such as heart Innovations
disease and diabetes, that can
happen as a result. For
more information,
please visit

www.mdpaconference.com



Crowne Plaza
Atlanta, GA

MDPA is Designed For
Marketers of Obesity
Related Products and
Services From All Industries
Including:

» Weight loss and diet
supplement products

» Exercise and fitness
products

e Health and wellness
products

* Rx, OTC and Medical
Devices products treating
obesity

* Heart disease and/
or diabetes prevention
healthcare products

* Food and Beverage
products marketed for
weight management

www.mdpaconference.com

Dear Marketers,

DTC Perspectives is proud to announce the inaugural
Marketing Disease Prevention in America (MDPA)
Conference on October 19 - 21, 2010 in Atlanta, GA.

Most experts agree we need to better control the cost of
healthcare or we will eventually bankrupt our country. To do
this, Americans need to take better care of themselves in
order to treat preventable diseases at early stages or to even
avoid them entirely. This year the MDPA will focus on obesity
and obesity-related diseases. Many different companies
market products aimed at obesity prevention and prevention
of obesity-related complications. The MDPA Conference is
designed to give marketers across industries a chance to
benchmark their efforts and learn from each other how to
best communicate to consumers.

Consumers do not buy products in a silo arranged for
manufacturer convenience. They think across industries for
solutions and therefore manufacturers and service providers
need to understand how consumers decide to deal with their
obesity. Our speakers will provide broad perspectives on
why consumers do not easily change their habits and what
we can say to better motivate them to change behaviors. A
good understanding of how consumers make their decisions
will lead to more successful marketing. The following pages
of this brochure outline the issues and the experts at the first
MDPA Conference.

We look forward to welcoming you and your team at this
impactful event.

Sincerely,

%MEW

Bob Ehrlich
MDPA Conference Chairman
CEO, DTC Perspectives, Inc.
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Day

1:00 - 1:15
1:15 - 2:00

2:45 - 3:30
3:30-4:15

4:15 - 5:00

5:00 -7:00

Tuesday, October 19, 2010 d Landscape

Opening Remarks/Welcome
The Obesity Explosion

Donald Hensrud, M.D., M.P.H., Chair, Division of Preventive Medicine at Mayo Clinic and
Medical Editor-in-Chief of The Mayo Clinic Diet

This session will discuss the increasing prevalence, etiologic factors, comorbidities, cost estimates,
treatment recommendations, and other relevant information associated with overweight and obesity
in the US.

The End of Overeating
Dr. David Kessler, Author of The End of Overeating, Former FDA Commissioner

Since the 1980s, the food industry, in collusion with the advertising industry, and lifestyle changes have
short-circuited the body’s self-regulating mechanisms, leaving many at the mercy of reward-driven eat-
ing. Through the evidence of research, personal stories (including candid accounts of his own struggles)
and examinations of specific foods produced by giant food corporations and restaurant chains, Dr.
Kessler will explain how the desire to eat—as distinct from eating itself—is stimulated in the brain
by an almost infinite variety of diabolical combinations of salt, fat and sugar. Although not everyone
succumbs, more people of all ages are being set up for a lifetime of food obsession due to the ever-
present availability of foods laden with salt, fat and sugar.

Networking Break in Exhibit Hall

A Free Market Approach to Obesity Prevention
Dr. Tom Price, Georgia Congressman

While all sides agree obesity is a significant problem for America, where do the reasonable bounds of
government involvement in nutritional decisions end? Should the government be able to legislate what
people are eating by banning or taxing certain health products? How can consumers improve their
healthcare without government intervention in their food decisions? Congressman Price will discuss
the limitations of government involvement in food decisions and the importance of consumer choice.
(Congressman Price has committed to appear but as an active member of Congress is obligated first
to his constituents and may experience a last minute schedule conflict.)

Free To Be Obese
Peter Ubel, M.D., Professor of Business, Duke University

America is in the middle of an obesity epidemic as are most industrialized nations. Some leading econ-
omists a have concluded that this is a fine state of affairs — that people are simply rationally choosing
how much to eat, exercise, watch TV, drive their cars and all the other behaviors that have led them to
become the largest generation in history. Dr. Ubel will show why this view is wrong, highlighting what
behavioral science has taught about the irrational forces that are making us fat, the policy implications
of these findings, and that the free market alone cannot solve the obesity epidemic.

Networking Cocktail Party

Day

8:00 - 8:30

Tuesday, October 20, 2010 g Opportunities in Prevention

Changing the Behaviors of Patients with Obesity and Other Metabolic Diseases
Alyson Connor, SVP, Group Director, Strategic and Behavioral Services, MicroMass Communications

Marketers of all types of health-related and food/beverage products need to look at consumers with
obesity, diabetes and other metabolic diseases through a new lens. Behavioral science provides far
deeper insights into how marketers need to address the underlying reasons consumers behave (or
not) as they do and appreciate the levers that can be pushed or pulled to change those outcomes. Al
marketers need to take a more holistic view of their consumer and understand that to change behavior,
you need to promote health and not just the medicine or brand.

A Conference on Marketing Obesity-Related Products and Services




8:30 - 9:00

10:45 -11:15

11:15-12:00

12:00 - 12:30

Consumer Attitudes on Healthy Living
David Kweskin, Senior VP, The Research Intelligence Group

Consumers have various attitudes towards products that are defined as “healthy living”. What are those
attitudes? How do they react to advertisements on these products? What can companies do to gain
their loyalty? David Kweskin, long-time expert on consumer attitudes & behaviors, will answer ques-
tions on these and other consumer attitudes. Learn to broaden your view of your competition and
understand how the widening area of options impacting consumer choice.

How CPG Companies Can Change Health Behavior While Marketing Their Brands
Linda Leikin, CEO, Pulse Health and Wellness

Major consumer packaged goods companies have committed themselves to improving the health
of Americans through product innovation and reformulation, education and corporate communica-
tions efforts. Many have signed on to high-profile not-for-profit and public health initiatives. Under-
stand why these efforts often fall short of adding meaningful value to consumers’ health & wellness
efforts and how to adjust your strategy to maximize the investment. Drawing on her diverse back-
ground on pharma and CPG campaigns, Leikin will share examples and wisdom on how to significantly
add value to your marketing activities through integration of meaningful health promotion.

How Retailers and Manufacturers Can More Effectively Reach Diabetic Americans - Take the
Lead Through an Integrated Approach

Dennis Callahan, Director, Health Panel Services, The Nielsen Company

Diabetes, presenting not just one health issue but many, is a reality for 1 in 10 Americans. As the
healthcare model evolves over the next decade as expected, retailers and manufacturers are presented
with the opportunity and challenge to lead the shift to an integrated treatment model for diabetes.
New research from The Nielsen Company confirms that segmenting and targeting the right diabetes
consumers with the right messages around heart health, weight management, foot care, oral care etc...
is the critical first step. Discover how to tailor the message of brand’s health & wellness benefits to this
specific and important audience using these impactful findings.

The Effects of YouTube on an Obesity Campaign
Desmonique Bonet, Senior Account Executive, Google

According to the CDC, more than 1/3 of U.S. adults (over 72 million people) are obese. Obesity is a
leading preventable cause of death globally and has been declared “one of the most serious public
health problems of the 21st century”. This session will explore the role of Search, as well as emerg-
ing platforms such as mobile and online video, as purveyors of content, tools and resources that can
empower lifestyle change for those suffering from obesity and obesity related diseases. For example,
nearly 50% of consumers report that online health videos serve as a top resource when searching for
medical information and prescription drug information. Additionally, 7 in 10 health consumers are
interested in watching health related videos. How do these trends drive patient education programs
for the healthcare community in the realm of obesity? We'll showcase programs and initiatives from
healthcare advertisers that have tapped into these core insights and trends to connect and empower
patients and consumers. We'll further explore the factors driving patient education in the digital space
and the online behavior of those with obesity.

What Can The Web Tell Us About Consumer Attitudes Toward Obesity?

Panel Experts to be announced

Marketers want to know what consumers think about obesity and how best to discuss the issues con-
sumers are actually concerned about. But what are consumers really looking for? By asking executives
from some of the leaders in interactive online health in both the search and Q&A format, our panel
will discuss what trends they notice in online consumer interaction and how insight into the mindset of
consumers can be gleaned from such information.

The Trust for Celebrities in Obesity Ads

www.mdpaconference.com

Greg Lao, Account Director, JWT
Katherine Ravenhall, Planning Director, JWT

Celebrities are often featured in ads for weight loss and obesity products. How do consum-
ers view them? Are they trusted messengers of these products? How do their experiences
on weight loss drugs compare for celebrities versus “average people” in how consumers
view them? Experienced campaign leaders from JWT will analyze in-market creative from the
Weight Watchers and other dietary campaigns to examine this effect.
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12:30 - 1:30
1:30 - 2:00

2:30 - 3:15
3:15-4:00
4:00 - 4:45
4:45 - 5:30
5:30-7:00
7:00 - 8:30

Day

9:00 - 9:30

Lunch
Food Industry Response to Health Issues of the 21st Century

Cathy Kapica, Senior Vice President, Global Health and Wellness, Ketchum

While the food industry is often the target of public health advocates, food companies can, in fact, play
an important role in mitigating nutrition-related chronic diseases such as obesity and diabetes. This
session will review examples of what has been done, is being done, and could be done to show how
the for-profit sector is part of the solution.

Revealing The Corporate Role in Obesity Marketing

MeMe Roth, President/Founder, National Action Against Obesity

Obesity epidemic expert, health pundit and child wellness crusader MeMe Roth will provide her take
on reversing the obesity epidemic by discussing how the food, beverage, and restaurant industries are
marketing disease- and obesity-accelerators through the food supply and how important it is to stop
Secondhand Obesity™ (obesity handed down from one generation to the next, as well as from citizen
to citizen); while encouraging exercise across all ages. Success relies upon wholly re-imagining what
the U.S. population considers “normal” food consumption and “normal” exercise. When the majority
is overweight, America cannot be normal.

The Role of Obesity Prevention in Food Marketing — An Industry Leader Debate

Moderator: Cathy Kapica, Senior Vice President, Global Health and Wellness, Ketchum
Elizabeth Pivonka, President and CEO, Produce for a Better Health Foundation
Maureen Storey, PhD, Senior VP of Science Policy, American Beverage Association
MeMe Roth, President/Founder, National Action Against Obesity

What is the food industry doing to market anti-obesity products? What can they do better? What op-
portunities exist in the space? Who is doing it well and who is simply touching on a large problem? The
expert panel discusses and debates.

Networking Break in Exhibit Hall

Marketing Obesity Prevention to the Hispanic Community — A Panel Discussion

Moderator: Jorge Daboub, Vice President of Marketing and Business Development, Univision
Hispanics are one of the demographics most at risk for obesity today. Jorge Daboub of Univision will
lead a panel on how best to break that language and culture barrier and discuss what can be done to

let the Hispanic community know about the abundance of options that they can undertake to stave off
the obesity crisis in their communities.

Marketing Obesity Prevention to the African American Community

Dr. Henrie Treadwell, Director and Senior Social Scientist for Community Voices, Morehouse
School of Medicine

Dr. Henrie Treadwell will moderate a panel on obesity in regards to what is being done by companies
to assist in the combat of the epidemic in the US through corporately supported programs and the
marketing goods, services and products to the African-American community.

Networking Cocktail Party
MDPA Advertising Awards Dinner

The MDPA Advertising Awards are designed to honor excellence in DTC creative based on indepen-
dent judging of the campaign creative. The Advertising Awards Dinner is an exciting industry event.
Gold, Silver and Bronze Winners are announced live and awards are presented to brand and agency
team members.

Entry for the MDPA Advertising Awards is now open. For information on how to enter your campaign
in these exciting new awards, please visit www.mdpaconference.com and use the Awards link. Entry is
free and simple, deadline is August 20, 2010.

G EN AR [ oo s =i rele i [6) - Prevention IMarketing as Public Policy

The CDC Perspective on Disease Prevention Marketing
Faye Wong, Chief of the Program Services Branch in the Division of Cancer Prevention and
Control, Center for Disease Control and Prevention

What does public health want from the private sector to mutually advance goals to address obesity?
How have public health and private sector worked together? Why does it make sense to collaborate
and how can companies and government benefit? Faye Wong from the Center for Disease Control and
Prevention gives her organization’s perspective.

A Conference on Marketing Obesity-Related Products and Services




9:30 - 10:00

10:00 - 10:45

11:15-11:45

12:45 -1:30

Utilizing Public/Private Partnerships to Fight the Obesity Crisis
Bob McKinnon, Founder, Yellow Brick Road

Too often, the first response to a problem as large as the childhood obesity epidemic is to find some-
one to blame for it. But in fact, we all share responsibility - personally, corporately, in the private
and pubilic sector - not for just how we’ve gotten here but more importantly for how we can create a
healthier country together. In his talk, Bob McKinnon will discuss the barriers that have prohibited suc-
cessful collaborations to date including the lack of appreciation for the different roles that the public
and private sectors play in society and how we can find common ground and mutually beneficial solu-
tions that begin with a simple acceptance that the public and private sectors have different but equally
valid reasons for desiring the same outcome, a healthier citizenry.

Slowing The Childhood Obesity Epidemic — An Expert Discussion

Moderator: Bob McKinnon, Founder, Yellowbrick Road

Patti Miller, VP of Public Policy, Sesame Workshop

Alice Cahn, VP of Social Responsibility, Cartoon Network

Faye Wong, Chief of the Program Services Branch in the Division of Cancer Prevention and
Control, Center for Disease Control and Prevention

It is hard to understate the severity of the childhood obesity epidemic. Americans are getting larger at
an alarming rate and are doing so younger and younger. The children of America are in worse physical
condition than at any time in this country's history. What can be done to combat this crisis? What is the
media’s responsibility in this? How can initiatives be communicated to today’s children to stop them
from becoming the most obese generation in history? Our expert panel discusses.

A Legislative Update on Food and Nutritional Policy
Annie Toro, Director of Government Relations, Trust for America’s Health

Food policy is a hot topic in Washington. Under discussion are many laws regarding nutritional label-
ing, sin taxes, marketing to children, and the ability to use transfats and salts in food production. Annie
Toro from the non-partisan organization Trust for America’s Health will update what is under discussion
in food policy around the country and how these new laws and regulations will effect industries and
consumers.

Using Public Policy to Encourage Nutritional Behavior
Ellen Haas, CEO, Food Fit and Former Undersecretary of Agriculture, Food, Nutrition

How can legislators utilize public policy to dictate behavior? Why is it important to change how prod-
ucts are marketed to children and in schools? What is the government’s responsibility to make sure
that people are eating better and not burdening the healthcare system with obesity-related diseases?
Leading expert Ellen Haas discusses the importance of these pending laws.

The Obesity Myth
Dr. Paul Campos, Professor of Law, University of Colorado

When an entire society is told that thinner is better and studies everywhere agree diets don’t work, it's
time to take a look at the assumptions behind the messages. How important is BMI really and is thin-
ner really better? What has the government done in terms of changing the BMI standards so that they
consider Brad Pitt to be overweight and George Clooney obese and how do these positions drive the
arguments that America is too fat? Professor Campos suggests that Americans should take another
look at weights, dieting, and how they want to let the government regulate what foods they should eat
and how they should be marketed and wonders how necessary some of those proposals really are.

Panel — Should Certain Food and Beverage Products be Restricted for Sale?

Moderator: Annie Toro, Director of Government Relations, Trust for America’s Health
Ellen Haas, CEO, Food Fit

Judith Bell, President, PolicyLink

Dr. Paul Campos, Professor of Law, University of Colorado

Patrick Basham, President, Democracy Institute and Adjunct Scholar, Cato Institute

Our panel takes a look at all sides of the current discussion as to the advantages and disadvantages of
certain sin taxes, advertising limitations, and the difference in what should be allowed in marketing to
adults and children.
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EGISTER

Web: www.mdpaconference.com //' L7 Fax: 973-377-1106
under Conferences tab &

Registration

Mail: MDPA Conference c/o DTC Perspectives, Inc.

/é:;?.- Phone: 973-377-2106 30 Columbia Turnpike, Suite 205
Florham Park, NJ 07932

/ Please provide the following information to register for the MDPA Conference, October 19-21, 2010, Atlanta, GA \
First Name: Last Name:
Title: Company:

Address Line 1:

Address Line 2:

City: State: Zip/Postal Code:

Telephone: Fax:

Q—mail Address: /

Early Registration Options — Register Now to Take Advantage of These Discounts

O EARLY REGISTRATION & HOTEL PACKAGE CONFERENCE PASS: Includes Conference Pass (all meals, general
sessions, exhibit hall and special events) and Conference documentation portfolio and two nights (Oct. 19 - 20)
at the Crowne Plaza only $1,995.00. Discount ends September 3rd, 2010.

O SAVE $200 EARLY REGISTRATION DISCOUNT: Includes Conference Pass (all meals, general sessions, exhibit
hall and special events) and Conference documentation portfolio only $1,795.00. Discount ends September
3rd, 2010.

O Government, Non-Profit, Student Pricing: $495 (requires proof of employment/active enrollment).
Limited quantity available.

O After September 3rd - Standard Conference Pass: Includes Conference Pass (all meals, general sessions, exhibit
hall and special events) and Conference documentation portfolio for $1995.00.

@yment and Fees: Send a check to MDPA Conference or use AMEX, MasterCard or Visa. You can also fax card orders to x
973-377-1106 or mail this form to DTC Perspectives, Inc. 30 Columbia Turnpike, Suite 205, Florham Park, NJ 07932

Credit Card Billing Information: Please enter the name (exactly as it appears on the credit card) and the address where the

credit card statement is sent.

Credit Card Type: Name:
Credit Card Number: Address:
Expires: City:
Qtal Amount of Order: dollars. State: Zip: J

VENUE: The Crowne Plaza Ravinia has reserved a limited number of rooms at a special cost
of $129 per night plus taxes. Hotel contact info is: 4355 Ashford Dunwoody Road, Atlanta,
GA 30346, (770) 395-7700

Cancellation Policy: Conference fees are fully refundable up to 60 days prior to conference start. Between 60 and 30 days prior to conference start,
75% is refundable. Within 30 days up to two weeks prior to conference start, 50% is refundable. Within two weeks, no refunds can be given. However,
an attendee who cancels can transfer his/her registration to a colleague any time prior to the conference start.

There is no guarantee that all speakers will attend and DTC Perspectives, Inc. will make every effort to replace speakers who cancel with speakers of equal expertise. The

www.mdpaconference.com web site will have the updated agenda available at all times. DTC Perspectives, Inc. is not responsible for the opinions or comments of the
speakers which are entirely their own, and speaker comments do not necessarily reflect the views of DTC Perspectives, Inc.

Videotaping, recording, and taking photographs of the speakers at the conference is prohibited unless prior approval is granted by DTC Perspectives, Inc. The press must
receive prior approval of the speakers or attendees to quote their comments.

In the event of cancellation of this event, DTC Perspectives, Inc. is not responsible for non-refundable travel arrangements including air, hotel, or other travel costs made by the
attendees.
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Related Products and
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Industries Including:
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e Weight loss and diet p _ :
supplement products Dr. David Kessler, Former + Ellen Haas, CEO, + Donald Hensrud, M.D., + Cathy Kapica, Senior Vice
e Exercise and fitness Commissioner of the FDA Food Fit and Former M.P.H., Chair, Division President, Global Health
and Author of the New Undersecretary of of Preventive Medicine at and Wellness, Ketchum and
products York Times Bestseller Agriculture, Food, Mayo Clinic and Medical former Global Director of
e Health and wellness “The End of Overeating” Nutrition Editor-in-Chief of The Nutrition for the McDonald’s
Mayo Clinic Diet Corporation
products
e Rx, OTC and Medical
Devices products

treating obesity
e Heart disease and/or

diabetes prevention
healthcare products
e Food and Beverage
products marketed for + Dr. Paul Campos, + Faye Wong, thef of the + Boh McKi.nnnn, Founder, + Peter Phel, M.D., Prc.ersslor
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