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Mayo Clinic Diet Nutritionist-developed, do-it-  Diabetes Second-best for diabetes Buy-it-yourself fooc

yourself plan control, sixth best diet
overall (tie)
Volumetrics Diet Developed by Penn State Weight loss, diabetes ~ Second best weight loss Buy-it-yourself fooc
University diet, second best for
diabetes (tie)
The Ornish Diet Developed by Dr. Ornish for  Heart health, First for heart health, sixth  Buy-it-yourself fooc
overall nutrition diabetes for diabetes control, ninth

best overall diet (tie)

Nordic Diet From Denmark’s University of ~Weight loss, overall  Third-best plant based diet, ~ Buy-it-yourself fooc
Copenhagen healthy eating ninth in best diet overall (tie) ~be expensive

Source: “Best diets methodology: How we rated 41 eating plans.” U.S. News & Torld Report, January 2, 2019

One important factor in all these diets was the extent to which they were do-t-yourself efforts. Many of the successful diets, including the
DASH and Mayo Clinic diets, required consistent self-control without any external support system. Obviously, Weight Watchers was
different in this respect, as were best known competitors Jenny Craig and Nutrisystem.
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Another different

g factor was cost. The cost of plans in which people bought their own food depended, of course, on each person’s food
choices. The cost of the commercial plans also varied widely. Weight Watchers’ cost depended on whether the member chose to attend
weekly in-person meetings or use only the online tools. (Weight Watchers' membership costs ranged from about $3 per week for an online-
only plan to $12 a week with personalized coaching.) None of the WW costs included food. With Jenny Craig, the initial registration fee
could exceed $400, and a week’s worth of Jenny’s Cuisine might cost at least $100. Nutrisystem, which had basically fallen off the survey
charts due to complaints about costs and the poor taste of the food, had a 28-day Select Plan, which included 10 days of frozen meals and 13
days of pantry food, and generally cost between $240 and $300. Packaged diets such as Slim-Fast did not have a personal support system,
but food supplements could be customized to achieve a “satisfied feeling” that reduced regular food intake.

One major advantage Weight Watchers had was the extent of research done on its results. Two studies found that Weight Watchers cos

was just as good as clinical weight-loss programs under a physician’s control and that some Weight Watchers participants lost more than
twice as much weight as individuals following clinical advice.2 A physician from the Mayo Clinic said, “It's only natural that the weekly
weigh-ins and ‘group spirit’ of programs such as Weight Watchers would prove more effective than occasional guidance from a doctor or

nurse, since research has shown that dieters are more likely to stick with weight-loss programs that stress accountability.”23

Business Model

Revenues for Weight Watchers International Inc., as shown in (@ Exhibit 2, were principally gained from “service revenues™ or meeting fees
(members paid to attend weekly meetings), online revenues (from Internet subscription products), product sales (bars, cookbooks, and the
like, sold as complements to weight-management plans), and revenues gained from licensing (the placement of the Weight Watchers logo on
certain foods and other products) or franchising (franchisees typically paid a royalty fee of 10 percent of their meeting fee).26 The costs of
running meetings were low, with parttime class instructors paid on a commission basis, and many meeting locations were rented hourly in
inexpensive local facilities such as churches. This lean organizational structure allowed wide profit margins.2 Meting fees were paid up
front or at the time of the meeting by attendees, resulting in net negative working capital for Weight Watchers—an indication of cash-flow

efficiency.
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EXHIBIT 2 Weight Watchers' Revenue Sources ($ millions)

2018 2017 2016 2015 2014 2013 2012

Service Revenues’ $12732 $10817 $9491 $9374 $11819 $1361 $1425 $1389
In-meeting product sales 2409 1379 1255 1273 1691 212 253 2818
Licensing, franchise royalties, and (included in 874 903 997 1289 151 161 1476
others above)

Total $15141 $1306.9 $1164.9 $1164.4 $14799 $1724 $1839 $1819

“Includes Internet revenues

Source: WW International, Inc. Weight Watchers 10K Filings.

What was perhaps most important about Weight Watchers’ business model was its flexibility. The number of meetings could be adjusted
according to demand and seasonal fluctuations. The business model’s reliance on a variable cost structure had enabled the company to
‘maintain high margins even as the number of meetings over the same time period was expanded. When attendance growth outpaced meeting
growth, the gross margins of Weight Watchers typically improved. Since fiscal year 2005, Weight Watchers International had maintained an
annual gross margin in the operating segment of 50 percent or more.28 Weight Watchers’ business model yielded high profit margins as a
result of the company’s low variable expenses and low capital expenditure requirements. By allowing its meetings to be held anywhere,
‘Weight Watchers kept its capital costs low—unlike Jenny Craig, which maintained its own centers with food inventories. This model also

allowed Weight Watchers to gain entry into the workplace at wellness-minded companies via its Weight Watchers at Work Program.2®
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Exhibits 3 to & 5 show financial statements of the firm.

EXHIBIT 3 Income Statements ($ millions)

2018 2017 2016 2015 2014

Total revenue $1514 $1,307 $1165 $1164 $1.480
Cost of goods sold 648 614 579 590 677
Gross profit 866 693 586 574 803
Operating expenses: 648 412 385 406 529
Operating income 389 281 201 168 273
Interest expense 42 123 M5 122 123
Income before taxes 244 145 84 56 158
Provision for income taxes 20 18 7 23 59
Net income from continuing operations 224 163 67 33 99
Net income $224 $163 $68 $33  $99
Earnings per share 319 240 106 056 174

Source: WW International, Inc. Weight Watchers 10K Filines.
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EXHIBIT 4 Balance Sheets ($ thousands)

2018 2017 2016 2015

Assets
Current assets:
Cash and cash equivalents $237  $83 $109 $242  $301
Net receivables 27 24 28 29 32
Inventory 26 32 33 28 32
Other current assets 34 43 36 15 38
Total current assets 366 209 235 351 428
Gross property plant and equipment 205 202 204
Accumulated depreciation (155)  (144) (130
Net property, plant and equipment 52 48 50 58 75
Goodwill 152 156 166 159 107
Intangible assets 808 801 807 814 868
Other long-term assets 35 32 3 32 38
Deferred LT asset charges 16 12
Total assets 1415 1246 1271 1422 1515
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Source: WW International, Inc. Weight Watchers 10K Filings.
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EXHIBIT 5 Cash Flow Statements ($ millions)

2018 2017 2016 2015 2014

Net income $224 $163 $67 $33 $99
Depreciation a4 51 53 53 49
Amortization deferred financing costs 8 6 6 7 9
Impairment of assets 27 752 615 2 27
Share-based compensation expense 20 15 7 25 1
Deferred tax provision (4) (@8 M - 22
Inventory 1) 5 ) @ @
Prepaid expenses @ @ (5 (8 U}
Accounts payable 2 (15 0 14 (10
Accrued liabilities 17 4 (9 31 1
Income taxes payable 27 4 - - 1
Other working capital - - 0 @
Other non-cash items - - 18 8 (@
Net cash provided by operating activities 296 222 19 55 323
Investment in property, equipment and plan  (46) (41 (34) (36) (52)
Acquisitions @) o 3 @ 07
Other investing activities (10) m o o
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Innovation

Domestically and abroad, Weight Watchers was fortunate enough to build on a foundation of five decades of weight-management expertise
that had allowed the company to become one of the most recognized and trusted brand names among weight-conscious consumers
worldwide.3 The innovation initiatives at Weight Watchers were focused on three main objectives: (1) rejuvenating the brand through more
effective marketing, (2) providing more customer value by introducing new products, and (3) broadening the customer mix by targeting new
customer segments.

C 102

The Brand

With regard to its brand, Weight Watchers was fortunate that consumers considered its brand credible and effective. The brand image was
reinforced by the involvement of celebrities such as Oprah Winfrey advocating the effectiveness of Weight Watchers diet programs. However.
the company was always looking to differentiate its lifestyle-based approach from the strictly dieting orientation utilized by many of its
competitors. In a focus group for Weight Watchers, a woman who had considered joining expressed concern that her weight would be called
out in public and that she would have to tell her whole weight-loss struggle as if she were at an Alcoholics Anonymous meeting. Thus. one of
the primary challenges for Weight Watchers was to correct such misperceptions as to what Weight Watchers actually was.! Weight

Watchers had the challenge of dispelling concerns that the mecting experience was something akin to a Biggest Loser weighin and
competition.

The second thing that Weight Watchers was trying to do was to reenergize the brand with more effective and differentiated marketing.
Weight Watchers believed that its advertising needed to accomplish three basic tasks. First, it had to be noticed when it was seen. Second, on
noticing it, people had to associate the advertising with the Weight Watchers brand. Third, it had to accomplish both the first and the second
aims while communicating something new about Weight Watchers that would cause consumers to reconsider Weight Watchers as fheir
solution—a plan at which they could be successful. Though the company had experienced success in the first two tasks, communicating
something new to consumers still seemed difficult. Weight Watchers had to actively emphasize the innovative things that it was doing in

order to overcome consumers’ preconceived notions. The company needed to show its consumers that its approach was different from other

weight management providers.
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The brand. especially as Weight Watchers transitioned to the new WW, was focused on seven things: promoting mindfulness: continuing to
recruit celebrity ambassadors: offering rewards of exclusive products and experiences for doing useful activities: personalizing the FitPoints
system for each member based on height, weight. age. and sex: using Connect Groups to encourage members to connect online through
shared interests: accessing SmartPoint values for food via smart devices such as Amazon’s Alexa and Google's Assistant: and paying
attention to the removal of artificial sweeteners, flavors, colors, or preservatives from all food products.32 Weight Watchers also had to
consider how to relay relevant information that would appeal to a wider net of demographic groups.

The Customer

Innovation at Weight Watchers also involved broadening the customer mix and targeting new customer segments. Weight Watchers was
expanding beyond its target consumer market of women, ages 23 to 55. In an attempt to appeal to other demographic groups, such as men
and the Hispanic community in the United States, Weight Watchers retooled its offerings and approach to appear more relevant to weight-
loss consumers who sought different methods of weight management.

The company was committed to work to better serve the growing Hispanic population. For example, it had improved its Spanish-language
meeting materials and increased the number of Spanish meetings offered.>3 Men, another attractive market segment, appeared to be more
the self-help type and were not as much in favor of a group-support experience.># Weight Watchers meetings had been attended mostly by

women, with men making up only 5 percent of meeting members, and thus WW was testing home-based weight-loss services for men.3%

To attract this segment, Weight Watchers Online, the step-by-step online guide to following the Weight Watchers plan, had intentionally
customized itself for men and their unique set of weightloss challenges.*® The weightwatchers.com for men customization was born of the
realization that Weight Watchers needed to be more culturally relevant to more groups of people who wanted different things. For instance,
according to research, about 70 percent of men were overweight and about 30 percent of men were obese. Yet, according to the study. only
28 percent of men were actively engaged in weight loss.3” Weight Watchers sought to change this.

While the fundamental concepts of weight loss—eat less and exercise more—were the same for both genders, the approach to weight loss for
cach gender was different. As Chief Scientific Officer MillerKovach noted, “Men and women are biologically and emotionally different, and
multiple variables factor into how each loses weight.” However, the same underlying motivators for weight loss were shared between the
genders: “appearance and health.”¥® Thus, while the preferred means might be different, the desired end was the same. A dedicated page on
weightwatchers.com allowed men to follow the Weight Watchers plan and get food and fitness ideas, as well as other content and resources,
tailored specifically to them.3® This afforded Weight Watchers a new opportunity to appeal to a large market segment that might not have
otherwise considered giving the program a try.
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Questions Remain

Weight Watchers had attempted to reinvent itself in several ways. It had looked beyond its core market of women to include men, and it had
expanded its business model to include not only in-person meetings but also online weight-management tools. Weight Watchers was also
exploring a business-to-business model by partnering with community centers, major health care plans, and large selfinsured corporations
that offered subsidized Weight Watchers memberships to eligible members and employees. Weight Watchers was actively promoting its larger
health message.

In the announcement of the new WW and its focus on wellness, CEO Grossman said she considered Weight Watchers an clo3

“aspirationally accessible brand” with programs and platforms that could span across a diverse subset, no matter what the income, race, or
locale. As she said, “We are the brand that can bring health and wellness to everyone, and not just a certain few. I've met billionaires who are

on Weight Watchers, and I've met people on food stamps that were on Weight Watchers. Wellness needs to be much more democratized and
40

serve that many more people if we're really going to help solve the crisis that we're in right now.”

The question remains, would Weight Watchers be effective in staying true to the core of Jean Nidetch’s goals, while still expanding to
different target groups, different dieting or health wellness platforms, and different means of offering them? Only time will tell, but one thing
is certain: The weight-loss and wellness industry is not going away, and members of Weight Watchers® senior management continue to have
many tough decisions to make.
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CASE 15
WEIGHT WATCHERS IS NOW WW’

In April 2019, Weight Watchers (WW) launched a new marketing campaign called *It Works!” This promotional plan featured media mogul
Oprah Winfrey encouraging WW members to celebrate their weight loss. The only problem was investors perceived this promational push as
too little, too late. WW had posted disappointing fiscal third- and fourth-quarter reports, missing estimates and reporting a declin in its
subscriber base, which had fallen to 3.9 million from 4.2 million in the fall of 2018. In addition, WW saw expected 2019 revenue at $1.4
billion, down from the reported $1.5 billion in 2018, and projected earnings per share of $1.25 to $1.50, much worse than the $3.19 reported

at year end.! Could the involvement of Oprah Winfrey turn this performance around?

Winfrey had started investing in Weight Watchers in October 2015, paying about $43 million to obtain an approximately 10 percent stake in
the company. Three months later, in January 2016, she reported she was able to lose 26 pounds with the help of the program. Then in early
2017, the Weight Watchers “Beyond the Scale” advertising campaign featured Winfrey claiming that she had lost 40 pounds. Winfrey
endorsed the Weight Watchers experience by emphasizing “It Works!"2 However, investors did not buy it: just saying “it works™ did not seem

to be inspiring “increasingly distracted and skeptical customers.”3

Winfrey's involvement, the advertising campaigns, and discount offers in 2018 were all part of a rebranding effort that ultimately had failed
to impress investors. The price of Weight Watchers shares (ticker symbol: WTW) had been tumbling since its high point in 2011 and 2012.4
This price decline echoed the financial reality: seven straight quarters of declining sales that had not started to reverse until mid-2018, What
had gone wrong?

Weight Watchers had undergone some internal changes, starting with the resignation of CEO David Kirschoff in 2013. Kirschoff had
presided over the firm during its most profitable years, yet his replacement, John Chambers, had been unable to reverse what appeared to be
an inevitable decline and left WW in 2016, This left the firm without a full-time CEO until April 2017 when Weight Watchers named Mindy
Grossman as President and CEO. One of Grossman’s strategies was to rebrand the company—turning “Weight Watchers” into “WW" in an
attempt to “embrace wellness,” or encourage its customers to stay with the program long after they had achieved their target weight.
However, this rebranding campaign, launched in the fall of 2018, only confused customers. The timing of this new message, just before the
crucial holiday diet season, made it seem as if Weight Watchers was abandoning its core weight loss mission.? In her announcement of the
disappointing fourth quarter and full year 2018 results, CEO Grossman said the following:
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While we are disappointed with our start to 2019, we are confident that our strategy to
focus on providing holistic wellness solutions leveraging our bestin-class weight
management program is the right path to support longterm sustainable growth. Looking
ahead. I'm happy to say that Oprah Winfrey will play a central role in our upcoming TV
and digital marketing campaign for spring. bringing to life a clear message on how WW is
the program that works. Together with Oprah, we are also working on an initiative to
galvanize and bring together communities through a series of digital and live experiences
and events to accelerate WW's impact and allow us to reach new and diverse audiences. We
will announce more details in the coming months, but anticipate the initiative will kick off
later in 2019.%

Although Weight Watchers had been working to update its image and offerings and was still able to boast a high gross profit margin, it
seemed revenue and cash generation as well as the firm’s growth strategy had not been able to fully inspire cither investor or customer
confidence. Clearly, Weight Watchers was in trouble.

Company Story

Jean Nidetch began Weight Watchers in an unlikely, and unintended, way. In 1963, Jean invited six women into her home to help both
herself and her neighbors and friends lose weight by communally discussing their weight-loss issues. Nidetch’s belief, which became the core
of the Weight Watchers philosophy, was that anyone could be given a diet but the group and social setting of “talk therapy” was the true
secret not only to losing weight but also o keeping it off She believed in fostering success through group support, and she created a simple
reward system that included pins and tie bars to reward increments of weight loss. The idea was simple, yet very effective.” The basic concept
of the Weight Watchers plan consisted of two components—the Weight Watchers program and the group support. The program was
essentially a food plan and an activity plan. The food plan provided people with the educational tools they needed for weight loss and
provided control mechanisms so that individuals could find their way to healthier food choices. This was supplemented with an activity plan
tailored to their lifestyle.
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Since its origins in 1963, Weight Watchers, originally targeting primarily women ages 25 to 55, had experienced growth into an iconic € 96

global brand. By 2019, Weight Watchers (now WW) provided weight-management services worldwide. Stating that it believed it was the
leading global provider of paid digital subscription weight management products. the company had approximately 3.9 million subscribers. of
which approximately 2.6 million were digital subscribers. Approximately 1.3 million subscribers had access weekly to in-person workshops
or digital subscription product offerings and therefore could attend approximately 31,000 workshops each week around the world, run by
approximately 8,300 coaches.®

What started in 1963 by Jean Nidetch as a women’s support group in her home, had grown into a multibillion-dollar weight-loss goliath in
five decades’ time. By 2013, Weight Watchers International had fully evolved into a *points” system for food management that worked along
with a weight management program, emphasizing weight loss by taking a holistic approach to a fit and healthy life style.? Customers could
create their personal points “budget” according to their fitness goals and eat any type of food as long as it was within the consumption or
calories limit allowed by their budget. Food with higher calories had higher points value as compared to the food with lower calories. With a
counting system based on dietary guidelines, dieters were encouraged to maximize their points allowance by choosing more “Power Foods™—
the healthiest, most filling foods, such as whole grains, lean meats, low-fat dairy, and unlimited quantities of fresh fruit and non-starchy
vegetables. This system, along with optional in-person weekly group meetings, led by a role model who had seen success with the program,
had helped millions of people lose weight.

Although doctors and nutritionists had given the points program a thumbs up, in 2012, Weight Watchers’ then-CEO David Kirchhoff felt
something was lacking. Citing evidence from behavioral scientists, Kirchhoff said he “realized that Weight Watchers needed to take into
account social, environmental, and behavioral factors that led memobers to fail."}0 Weight Watchers had always believed in behavior change,
encouraging people to be mindful of what they ate and just counting calories, as the points system did, was not enough.

In 2013, Weight Watchers created the *360-degree Program™—the “Points Plus program with a 2lstcentury makeover.” By monitoring the
amount of carbohydrates, fats, fiber, and proteins in the food choices people made on a daily basis, and using current scientific research on
why people cat what they eat, Weight Watchers guided members toward making healthier eating decisions in all sorts of situations.!! The
360-degree Program added two new components to tracking caloric intake: “spaces,” which included tips for how to handle eating situations
iin the different environments members might encounter, and “routines,” which encouraged members to create new habits—for instance,
changing just three small behaviors a day. such as walking an extra five minutes, cating lunch at the same time, and drinking an additional
glass of water. These 360-degree components—tracking, spaces, and routines—were even available as apps on the Weight Watchers website as
well as on Apple and Android mobile devices. By adding the mobile apps and other online social networking support to the direct face-to-
face support of the weekly mestings, Kirchhoff believed that Weight Watchers finally had a program that tied everything together.12
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However, in August 2013, Kirchhoff resigned in order to “pursue other opportunities.” This left the company facing a scenario where
community social support for weight loss could be provided virtually rather than at a physical weekly meeting: the next generation of diet
programs and online apps, like MyFitnessPal and the FitBit activity monitor, were providing this support basically for free, since the

companies offering them did not need to charge mecting fees or employ trained support staff.!3 Former CEO Jim Chambers admitted, “The
=14

consumer has changed and we haven't kept pace. We need to turn this company inside out.

The market for weight-loss products was growing, as obesity levels were on the rise in more and more parts of the world, and this made
weight management an attractive industry, especially for deeply entrenched firms such as Weight Watchers. However, faced with competition
from traditional rivals Nutrisystem and Medifast and other weight-oss programs such as Jenny Craig and the Biggest Loser franchise,
Weight Watchers International had to monitor the larger environment and keep track of the major trends that could affect industry and firm
profitability and revenues.

Those trends, as they related to Weight Watchers and the weight-loss industry as a whole, included the temporary emergence of fad diets:
decreased effectiveness of marketing and advertising programs; the need for developing new and innovative products and services, many of
which had to be delivered via online or mobile apps; the development of more favorably perceived or more effective weight-management
methods (e.g., pharmaceuticals and surgical options such as the Lap-Band); and the threat of impairment of the Weight Watchers brand
itself.15 The challenge for Weight Watchers was repositioning itself and creating a forward-focused diet plan for the 21st century while
staying true to the mission initially established by Jean Nidetch, its founder. The brand needed to remain relevant and, at the same time,
pursue additional medium- to long-term initiatives, such as reaching out to new market segments.

In 2016, CEO Chambers resigned. and Weight Watchers' Board members. including Oprah Winfrey, began a search for his co7

replacement. In April 2017, Weight Watchers named Mindy Grossman as President and CEO. Grossman had more than 38 years of
experience in building and transforming consumer brands, including nine years as CEO of HSN, Home Shopping Network. Upon her
arrival, Grossman began to map out a new direction, calling it an “Impact Manifesto.” and calling out a goal of $2 billion in revenue and an
overall customer base of 10 million people by 202016 To move in that direction, WW implemented the “WW Freestyle” program as part of
its mobile app—a new version of the points system that assigned a zero value to foods such as eges or fish, encouraging members to cat more
of these healthier options. Under Grossman’s guidance, the company was also shifting its focus away from weight loss as a primary goal, and
transitioning itself into a wellness brand. As an example of this, WW was collaborating with Headspace, the meditation app, to offer
members “guided meditations in multiple languages to help transform their relationship with food and their body overall.”!”
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In 2018, Grossman decided to modernize the brand. In keeping with the new focus on positive body image and overall health and wellness
rather than weight loss through calorie counting, Weight Watchers changed its name and all its product marks to WW. As Grossman said,
“Weight Watchers is now WW. We have a mission: to inspire healthy habits for real life—for everyone. We'll always be the global leader in
weight loss. Now we're becoming the world’s partner in wellness.”$8 WW also implemented a *Wellness Wins” rewards program, a game-like
app offering rewards for tracking and achieving activity and weight goals. The intent was to attract more men, who were still just 10 percent
of WW’s membership. Along with the new branding, in 2019 WW made the decision to remove artificial sweeteners, flavors, colors, and
preservatives from all its food and related products. This product category included bars, snacks, and cookbooks, which made up 13 percent
of revenue in 2018, and the hope was that this shift would help the category grow dramatically.

Industry and Competitive Environment

Weight Watchers had had over 55 years of success in helping people lose weight, and this success had come with some significant financial
gains as well. However, Weight Watchers was also losing by 2018-year end: the company had missed both revenue and earnings per share
targets by significant amounts, and had shed subscribers, sending the share price down over 58 percent for the year.!®

Weight Watchers International had experienced stock price volatility in the past, as had the majority of its competitors, because of rival
weight-management options—such as the over-the-counter weight-loss drug A//i, launched by GlaxoSmithKline in June 2006, and the
development of Allergan’s Lap-Band device. However, there had yet to be a widely supported “magic pill” or surgical option to weight
management. In the absence of a safe and effective pharmaceutical or surgical alternative for weight loss, Weight Watchers and its
competitors faced a weight-management industry characterized not only by competition and threats, but by opportunity as well.

Obesity was on the rise in the developed countries. especially in North America, and by 2018 weight loss, including the $70.3 billion weight
loss industry2® and the fitness industry constituted an $87.5 billion-a-year industry in the United States alone.2! In addition, the obesity
problem was not confined to the United States, and this made geographic expansion a possibility for weight-loss firms. Worldwide, the World
Health Organization estimated 1.9 billion people to be overweight and more than 650 million to be obese.?2 Overall, the statistics proved
there were still opportunities, and therefore competition, in the weightloss industry.

Weight Watchers was attempting to reinvent itself while still paying close attention to the moves of its weight-loss rivals. Competition for
Weight Watchers International included both price competition and competition from self-help, pharmaceutical, surgical, dietary
supplement, and meal-replacement products, as well as other weight-management brands, diets, programs, and products.2® Over the years,
among the commercial plans. Weight Watchers had consistently earned among the highest overall ratings. according to various surveys.
because of its nutritionally based diet, weekly meetings. and weigh-ins for behavioral support. In 2019. according to US. News & World
Report, The Mediterranean Diet got top ranking. but Weight Watchers maintained its position in the top five. Other traditional competitors,
Jenny Craig, Nutrisystem, and Medifast. came in further down the list. Going into 2019, top competitors included those listed in

Exhibit 1.

-
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EXHIBIT 1Top Competitors for Weight Watchers.

Diet Plan

The Mediterranean

The DASH Diet

Flexitarian Diet

MIND Diet

Weight Watchers

The TLC Diet

Diet Type

Developed by Harvard School
of Public Health

Government-developed
suggested eating plan

Developed by dietitian Dawn
Jackson Blatner

Commercial diet

Commercial diet

Developed by National
Institutes of Health

Good For

Ratings

Overall healthy eating Best diabetes and heart

Heart health,
diabetes

Heart health,
diabetes

Enhances brain
function

Weight loss, heart
health

Heart health

easiest diet to follow, best

diet overall

Second for diabetes control
(tie): second in best diets

overall

‘Second-best diabetes diet,
third in best diets overall

Fourth-best diet overall (tie),
fourth best heart-healthy
diet & easiest to follow (tie)

First for weight loss; second
in easiest diet to follow, tied
for fourth as best diet overall

Fourth in heart health and

healthy eating,
best diet overall

ighth in

Price

Buy-it-yourself fooc
produce, olive oil, ¢
nuts are expensive

Buy-it-yourself fooc

Buy-it-yourself fooc

$10 for a pack

Membership costs
than $40/mo.; buy-
yourself food is ext

Buy-it-yourself fooc

<




