The company applied this principle during the concept’s early stages and reduced the
amount of steel needed by 20 percent. This facility also has many energy efficient features.
It was designed to harvest daylight with large windows and a dimming system for indirect
lighting based on the available foot candles of natural light which decreases
Meredith’s energy use.

All enclosed offices are located in the core of the building so natural light can
extend throughout the structure. Sensors automatically dim individual banks
of indirect lighting depending on the amount of natural light at a given time.
— Private offices, restrooms, and meeting rooms are equipped with motion
sensors that automatically shut off lights after a period of inactivity. Interior

Each bank of indirect lighting is dimmed

separately according to the sensors’ L .
mgasurejc;f e %ght. and exterior lights are controlled by a computerized clock that turns them off

each day.

The facilities department is constantly upgrading the lighting systems — which are 95 percent fluorescent — to increase efficiency. As
technology has evolved, Meredith has moved to using the latest generation ballasts and lamps throughout the buildings. Most lamps
have been converted to T8 or T5, which are more efficient than previously used T12 lamps.

The HVAC system is also energy efficient. The heating and cooling of both headquarter facilities is handled by a localized hydronic
heat pump system that moves heating and cooling from one spot in the building to another to save energy. These pumps use
decentralized compressors and can “load shed” during peak demands to distribute the work. Relocating heating or cooling, instead
of creating it, erases the need for a large chiller plant, which would require more energy to operate — even at low loads.

Automation is part of both buildings’ energy conservation efforts. The system will turn the lighting and heating/air conditioning
equipment on and off at preset times. The building automation system will also monitor energy demands and shut down equipment
to conserve energy and reduce the peak demand.

Green space on the west side of Better Homes and Gardens Test Garden,
Meredith Corporation on the east side of Meredith Corporation

In lieu of surface parking for Des Moines’ Locust North, an underground
parking garage was constructed to provide a protected space for vehicles and
employees, as well as a more attractive site. This option allowed Meredith to
develop two city blocks on either side of the property into green space with
artwork and a large garden.

A 21,000 square foot green roof with trees and grass was developed by
Meredith in the 1950s. This roof, along with the two city blocks of green
landscaping, reduces the volume of precipitation runoff. These features also
reduce the amount of pollution delivered to the local drainage system and,
ultimately, receiving waters.

Roof above the headquarters facility photo studios



National Brand Inspirations

Meredith also has an impact on mainstream America’s environmental practices through the editorial content of its brands.

Better Homes and Gardens

For more than eight decades, Better Homes and Gardens has shown readers how to live well by living resourcefully. Today, the
magazine has broadened this mission with the Living Green Initiative. The focus is on “everyday green” — simple habits and solutions
for cleaning, recycling, decorating and renovation that readers can incorporate in their homes. Green features can also be seen
throughout the magazine in all topic areas, ranging from buying local produce and organic foods to roof-to-basement “green” homes.

BHG.com

Living Green is an ongoing BHG.com project designed to inspire readers with get-greener ideas that are immediate, specific,
affordable, and do-able. In addition to a wide variety of stories, slideshows, quizzes, and videos, the site also showcases an
interactive magazine with all the green-related pages from the magazine (www.bhglivinggreen.com).

ReadyMade

From top to bottom, ReadyMade was founded on principles of sustainability. The magazine publishes do-it-yourself projects that
focus on recycling, taking the castoffs of consumer culture and reinventing them as great household design. A reader has described
the result as “eco-elegance.” Beyond the adaptive reuse projects — which empower readers to make a difference in the amount
they contribute to the waste stream — ReadyMade also features news, reviews and features on eco-entrepreneurs and pioneers who
are changing the way consumers think and the choices they make. People such as Grant Hill, founder of Treehugger.org, and Anna
Lappe’, a sustainable/local food activist, have graced its pages. The magazine also produces digital editions as part of a tree-free
partnership with Texterity. Sustainability is a given. It is part of the DNA of ReadyMade.

On the operations side, the magazine buys only the most environmentally sound recycled paper (85 percent recycled content that is
chlorine free — very rare in the magazine industry,) limits printing practices that are toxic, and warehouses and sells back issues so
they will not be pulped.

Part of the ReadyMade mission is to remove the stigma attached to the environmental movement started by past generations — to
make stewardship of the earth accessible and cool for a generation that feels the consequences of those past.

READYMADE:

Established as a do-
it-yourself guide that
makes green living and
projects the hip thing to
do, ReadyMade promotes
creative and fun ways for

readers to live and express
themselves. The brand
practices what it preaches,
boasting a make-up of 85
percent recycled paper with
30 percent post-consumer
waste (PCW).
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Family Circle

An important part of the Family Circle editorial mission is to provide readers with easy ways to live an earth-aware existence. lts Home
section has a monthly “Go Green, Save $” in addition to the section’s regular coverage of planet-protecting tips from getting tax credits for
energy-efficient appliances and environmental improvements to a round-up of environmentally sound flooring to highlighting websites like
greenandsave.com to recycling Christmas trees as mulch in your garden and local park. The Family Time news page regularly highlights
green initiatives families can do together and teaches simple strategies to reduce waste and live a good-for-the-world existence. The
magazine reminds readers and their kids to celebrate eco-events like Earth Day, features Teens Turning Green, a national movement that
focuses on everyday sustainable alternatives, and encourages readers to enter America’s Greenest School Contest. The Style, Health and
Food sections also devote space to eco-friendly goods and trends, including spotlighting beauty and fashion companies, that promote re-
using and re-purposing, eco-aware products like sneakers made of recycled plastics, and offering tips on how to avoid throwing out food.
Family Circle even gets celebs into the act with Matt Damon and Water.org in the Good Works column and Kim Raver, who makes sure her
family makes eco-friendly choices in their everyday life, in My Family Life.

Ladies’ Home Journal

The LHJ commitment to covering green dates back at least 100 years. The magazine has had an extremely successful history of educating
and motivating its readers to value the environment. In 1905, the magazine mobilized readers to write to the White House to call for
protection of Niagara Falls when it was at risk of being depleted by too many hydroelectric power plants. After being deluged with letters,
President Theodore Roosevelt urged LHJ faithful readers to write to Congress as passionately as they had to him. Congressional action was
passed the very next year, limiting the amount of water that plants could divert from the Niagara River. Today, LHJ proudly continues to
inspire and mobilize its readers to action on the environmental front. The magazine regularly features an inbook Green House column that
provides simple, innovative, and cost-effective ways to be more eco-friendly. LHJ.com has also produced a number of online “green” gift-
guides and its yearly spring cleaning section regularly features the most environmentally friendly products in that category.

Parents

Parents continues to advocate for the environment by featuring green products, tips, and environmental news items in every issue.
Sections such as “Goody Bag” and “Solutions” promote eco-friendly trends and goods, like non-toxic nursery paint, energy- and
water-saving household devices, and tips for getting by with one family car. The magazine has reported about the dangers of BPA in
bottles, the benefits of buying local foods, how to recycle kids’ clothing, and a holiday toy buying guide including green toys for babies.
The brand continues to rely on advisor Phillip Landrigan, M.D., of Mount Sinai School of Medicine, one of the country’s top experts in
environmental health.

American Baby

Using a small green leaf icon in each issue, American Baby highlights items that help the environment. The “Think Green” icon notes a variety
of things, such as products made from recycled material, specific foods or tips to teach kids how to be sensitive to the environment.

Traditional Home

Traditional Home's point of difference is to show green design in the context of home — highlighting products and explaining terminology
and environmental programs — to make integration of green practices by readers an approachable and natural thing to do. Editors also
seek opportunities to explore green in ways appropriate to readers in other regular columns and whole-house features.

The Traditional Home Green Advisory Panel launched in 2008. It includes industry experts, as well as architects and interior designers with
specialty in the area. This panel advises magazine editors on current developments in eco design, appropriate green home projects and
products, and speaks on behalf of Traditional Home at both consumer and designer events and panels.

In addition, Traditional Home was the national media sponsor for two green showhomes, the 2009 CharityWorks GreenHouse in McLean,
Virginia, and the 2010 Healthy Home Showcase in Lake Forest, lllinois. The newly constructed houses were photographed for publication in
Traditional Home, and editors participated in special events and panels at the houses to educate consumers and designers on sustainable
and healthful design.

More

More provides its readers with environmentally conscious editorial in ways that fit with the magazine’s mission, part of which is to inspire
readers by celebrating women who are activists. So, its coverage of environmental issues is filtered through a lens trained on women who
have taken the lead in big ways and small, and editors know their spirit will spur readers to action. Coverage in the last year has included
women who make and sell products out of recycled goods, green entrepreneurs who make money while doing good, and a roundup of
women around the world who deal with the impact of global warming in personal, innovative ways.
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Fitness

In every issue, Fitness spotlights products, gear, tips and trends that help protect the planet and keep readers healthy and fit. Fitness
features and articles have included a special health report about outdoor pollution and exercise and how to protect yourself when running,
walking, biking and swimming outside; the dangers of BPA in water bottles and supermarket receipts; eco-friendly ways to commute to
work, do errands and get in shape; the best new natural beauty products; strategies for greening a fitness routine; tips for eating green;
and all-natural cures for stress.

Successful Farming

A high percentage of the Successful Farming and Agriculture Online content is ideas that farmers can take right to the field to help them save
energy, conserve natural resources and protect the environment. Farmers also save money and make more profit as they use emerging new
sustainable technologies to reduce tillage and to apply fertilizer and minimal crop protection products more efficiently while maintaining high
yields. Other content helps farmers position their farms to profitably participate in the accelerating crop biofuels and wind power industries as
well as carbon credit trading programs.

Midwest Living

The Midwest Living magazine and website often include products, appliances and fixtures that are energy efficient alongside short features

on environmentally friendly and green concepts. Editorial coverage has included “green” hotels for the traveler, ways to make a garden more
eco-friendly, how to cook with locally produced foods, and recyclable home decorating materials. The magazine’s 2010 Idea Home showcased
an update of the Chicago Museum of Science and Industry’s (MSI) Smart Home, in which the magazine displayed ways to make eco-friendly
design part of everyday life. The home is currently open for tours at MSI. The Miadwest Living ongoing coverage of smart reuse of materials and
eating and shopping locally simply reflects the resource-savvy mindset of the magazine and its region. As Midwest architect Michelle Kaufmann
has said, “I learned about ‘green’ design before it was cool from growing up with my mother in lowa. Only she called it, ‘being frugal.” ”

Hispanic Ventures

Siempre Mujer was the first major Hispanic media outlet to launch a conscious effort related to green content. The brand features tips for
green living, and has dedicated multiple editions to encouraging readers to seek solutions for protecting the environment. Siempre Mujer has
been featured on Telemundo with links to its green-focused issues. The brand is continuing coverage on the green initiative, and is seeking
partnerships to help get the message out — “jEn Espafiol!” Ser Padres — a Spanish-language parenting publication — has included eco-friendly
features, such as six ways for kids to help prevent pollution.

wooD

Woodworking is an activity that directly impacts the environment on industrial and home-use levels. So, W00D magazine regularly includes
coverage of topics pertaining to ecological stewardship, ranging from the world’s forests to the air quality in a home shop. It reqularly features
articles on sustainable forestry, water-based finishes low in volatile organic compounds, effective dust collection, and methods for wringing
the most material from every board and scrap of lumber.

Living the Country Life

The mission of Living the Country Life includes a strong focus on green living. Each issue includes environmentally focused stories, including
topics such as windmill energy, solar water heaters, biofuel bugs, converting pond algae to fuel, and organic lawn fertilizers. In addition, the
brand’s radio show, TV show and Web site all add to the coverage of eco-friendly content.

Creative Collection — American Patchwork & Quilting and Scrapbooks etc.

Saving scraps and putting them to work are the ultimate ways for readers of enthusiast media centered on quilting and scrapbooking to live
green. Patterns to create scrap quilts, reusable fabric lunch sacks, scrapbook pages, and paper crafts made from leftover supplies make
perfect low-budget, eco-friendly projects. In addition, editorial content highlights eco-friendly products as available, such as bamboo batting
and soy-based inks.

Other Publications

Other Meredith publications also carry content with a green focus. Special Interest Media titles include many environmentally friendly
features. Nature’s Garden is a magazine designed for green-hearted consumers who want to live in harmony with the environment in their
own backyards, emphasizing turning a space into a safe haven for family, local birds and butterflies. Its Web site contains user-generated
content for consumers to share the ways they co-exist with wildlife.
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Local Media Group Efforts

Meredith’s 12 broadcasting stations boast energy-efficient features such as high-efficiency lighting, timers and motion sensors,
and occupancy energy settings. Following equipment upgrades, old equipment is recycled or sold for parts instead of added to
mainstream waste.

WGCL (Atlanta, GA)

CBS Atlanta’s facility has a 40-ton air-to-air high-efficiency building chiller unit that uses
outside air to cool equipment whenever the outdoor temperature is below 45 degrees.

A large portion of the studio’s lighting has been updated to more efficient fluorescent
bulbs, and more efficient LCD units replace CRT monitors when updates are needed. The
station’s computer vehicle tracking system ensures news crews take the most efficient
routes to cover stories.

KPHO (Phoenix, AZ)

The KPHO Newsroom is moving to a series of new electronic scripting tools that will
reduce the amount of paper used in the newsroom by tens of thousands of sheets per
year. On KPHO.com, viewers can click on “Going Green” in the Lifestyles section to

find environmental news stories, as well as links to other eco-friendly areas of interest.
KPHO'’s news-sharing agreement with other local stations limits the number of live
trucks and helicopters used to cover events, significantly reducing fuel consumption and
» pollution across the area. The station recently finished installing a set of large sun “sails”
KPHO.com HD over_the buildir?gjs_courtyard area, sigqificantly reducing pene’Frat_i(_)n of the hot Phoeni)_<
sun into the adjoining offices and making the courtyard more inviting to people who wish
to work or hold meetings in the space. KPHO also participates in Maricopa County’s Trip
Reduction Program by providing monthly and quarterly incentives for employees that
carpool, ride their bicycles or take the bus.

KPTV/KPDX (Portland, OR)

KPTV coordinates electronic recycling and shredding events where citizens can bring
items to the station to be recycled or shredded by a third party. The station also replaced
older, inefficient vehicles with hybrid vehicles for its news fleet, and plans to add

more. KPTV’s green coverage includes a regular news segment titled, “Living Green”,
spotlighting local businesses and leaders who focus on sustainability. The stations

also recycle batteries and fluorescent lights to a local recycler, and they participate

in the Oregon electronic recycling program to dispose of electronic equipment in an
environmentally friendly manner.

WFSB (Hartford — New Haven, CT)

WFSB’s new facility boasts many energy efficient features. The building is equipped with
a Flywheel UPS, which uses kinetic energy instead of acid-based batteries for backup
power. The replacement of CRT monitors with LCD computer screens and single- and
multi-view displays saves power and reduces heating and cooling needs. WFSB airs
public service announcements to promote the eco-friendly, Connecticut-based magazine
All Green, and uses the publication’s topics and experts on “Better Connecticut” and
frequent news segments. The station started a used computer and battery recycling
program with local businesses.
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KCTV/KSMO (Kansas City, MO)

A special “Living Green” section on the KCTV/KSMO Web site helps viewers find
stories, information and links related to environmental living. The stations frequently
invite organizations and guests to discuss environmental issues on their public affairs
programming, such as “Your Kansas City” and “My Teen TV.”

The stations replace older CRT monitors with Energy Star-compliant flat screens when
possible, and retrofitted control rooms with multi-view monitor setups to eliminate

the need for multiple monitors. The HVAC systems have been updated with variable-
frequency drives to reduce energy use.

KCTV/KSMO worked with the U.S. Green Building Council Kansas City to promote “Get
Into Green” — a fundraising and membership event in the Power & Light District. The
stations also partnered with Mid-America Regional Council on a clean-air campaign,
and Kansas City Power & Light on an energy conservation educational campaign. Also
in conjunction with Mid-America Regional Council, the stations applied for a grant to
help with a solid waste management educational campaign.

WSMV (Nashville, TN)

WSMV is working to implement the recommendations of the Nashville Electric Service
after it performed an energy survey at the facility. It recently replaced its backup power
system with a Flywheel UPS to eliminate pollution, and exchanged 52 CRT monitors in
the control room with two flat screens to use less energy.

WHNS (Greenville, SC / Asheville, NC)

Fox Carolina has a green page section on its Web site (www.foxcarolina.com/
green-pages) where it posts eco-focused stories. The page is promoted on air during
newscasts with environmental segments.

KVVU (Las Vegas, NV)

Fox 5 uses a computer vehicle tracking system to ensure news crews take the most
efficient routes to cover stories. The station has produced integration programs with
organizations such as NV Energy and Concordia Homes to tell a green message and
promote products that help save energy. KVWU is investigating ways to conserve water
through a reimbursement program that advocates converting grass to desert landscaping.

WNEM (Flint-Saginaw, MI)

WNEM runs a weekly “Going Green” segment to give viewers tips to green the
environment. It also airs the package on the late newscast it produces for FOX66. With
Dow Chemical building a factory nearby to produce solar cells and shingles, WNEM news
has featured the energy conservation and cost savings that result from using those units.

The station joins other area businesses to plant gardens at traffic triangles and park
entrances as part of Flint’s “Cultivate Our Community” project.

WSHM (Springfield-Holyoke, MA)

CBS 3 Springfield donates its profits from recycling bottles and cans from its vending
machine to partner charities such as Big Brothers/Big Sisters, Autism Speaks and the
National Kidney Foundation. The station has switched to using rechargeable batteries
to save the amount of waste produced when using single-time units.

Many of Meredith’s broadcasting stations devote an entire section on their Web sites to eco-friendly stories, information and links.
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Industry Initiatives

MPA - The Association of Magazine Media
Tom Harty, President of Meredith’s National Media Group, serves as Secretary of the MPA.

According to the MPA Web site, the organization’s role in sustainability procedures starts with its members. These
publishers “desire to support and implement responsible and economically sound environmental policies and procedures
related to the full lifecycles of magazine products, from raw materials to well-read copies.” The group notes its main
priorities on this topic include “sustainable forestry practices and certification standards, retail efficiency programs,
promoting the recovery of used magazines and other used paper for recycling and minimizing the impact of pulp

and paper production processes.” MPA has developed an Environmental Task Force comprised of publishers, paper
companies and printers. The Task Force is responsible for maintaining an awareness of current issues and providing
members with sustainability information. Visit www.magazine.org/ENVIRONMENT for more information on industry
developments and the latest research studies affecting the magazine industry.

DIRECT MARKETERS ASSOCIATION (DMA)

The DMA has established the Committee on Environment and Social Responsibility to help establish sustainability
guidelines and best practices for the DMA. The organization also works to educate the public about the environmental
impact of catalogs and direct mail.

According to its annual report, DMA is “dedicated to helping direct marketers and consumers be informed, responsible,

and respectful earth citizens.” To read more about its efforts to promote sustainability, visit www.dmaresponsibility.org/
environment or www.the-dma.org/annualreport/advocacy-corporate-responsibility-002.html

NATIONAL ASSOCIATION OF BROADCASTERS (NAB)

The NAB recently published “Going Green — A Broadcaster’s Guide to Acting Locally.” Check out www.nab.org/AM/
ASPCode/SpotCenter/campaign.asp?id=47 to read the NAB'’s resource that aims to inspire stations and their audiences to
go green. Paul Karpowicz, President of Meredith’s Local Media Group, serves on the NAB Executive Board.
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