October 11, 2005
By Sonia Reyes/Brandweek

NEW YORK Heinz has partnered with Kaboose, a leading online
hub for families, to launch a sub-site to promote Heinz products, including the new Silly Squirt
children's ketchup.

Silly Squirts will be touted in a national print push this month from Heinz agency Cramer-
Krasselt in Chicago. The Mom-targeted print from the independent agency launches in two
weeks and will focus on the product's unusual bottle that allows kids to control the flow of
ketchup into desired shapes.

Kaboose has created a family-focused sub-site on Kaboose.com that offers a variety of
activities like games, crafts, cooking lessons and consumer promotions. It is also promoting
Silly Squirts and regular Heinz Ketchup.

In partnering with Heinz, the privately owned online Toronto company will have its
Kaboose.com logo on millions of Silly Squirt and Heinz Ketchup bottles. While Kaboose
clients have included other food marketers like General Mills and Nestle, the online-offline
alliance marks a first for Kaboose, which will now leverage a presence in the grocery aisle.

"Through Heinz's unparalleled distribution network, the Kaboose brand will have a place on
millions of family kitchen tables across America," said Jonathan Graff, president of Kaboose.

For Pittsburgh-based Heinz, which began shipping Silly Squirts in August, it provides an
"excellent vehicle for reaching families, who are our primary audience for Heinz Ketchup,"
according to Wendy Joyce, senior brand manager for Heinz U.S. consumer products.
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Heinz Partners with Kaboose

October 12, 2005
By Dawn Anfuso

Kaboose Inc., an independent online media destination for kids and families, has partnered
with global food giant, H.J. Heinz Company for an online/offline cross-brand promotion.

The partnership -- orchestrated with guidance from Heinz's media agency of record Starcom -
- is a co-marketing agreement with Heinz North America, a division of H.J. Heinz Company,
L.P., for the launch of Heinz's new product, Silly Squirts (available in the United States only).

Heinz will be providing Kaboose label space on millions of Heinz-base brand and Silly Squirts
bottles to showcase the Kaboose logo. Kaboose, in return, has developed a family-focused,
interactive Heinz micro-site within Kaboose.com, which will feature resources and activities
for families to enjoy together, as well as promote the official Heinz Silly Squirts website and
provide product information. Micro-site activities and content, developed in collaboration with
interactive media agency unit Starcom IP, include recipes, a Mom's Forum and suggested
crafts for kids.

"Kaboose is very excited to have been chosen by this distinguished 136-year old brand as its
only online promotional partner for this new product launch,” says Jonathan Graff, president
of Kaboose. "Through Heinz's unparalleled distribution network, the Kaboose brand will have
a presence on millions of families' kitchen tables across America."

Starcom Media Director Gail Fujisawa says: "Kaboose.com is a unique online destination with
creative, targeted content and a large, loyal mom audience. The engaging micro-site
experience and its extension into real life activity will lead to meaningful brand interactions
and a relevant impact for both Heinz and Kaboose."
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October 11, 2005
News Briefs

Kaboose and Heinz to partner for Silly Squirts

Toronto-based kids and families’ online media spot Kaboose.com has partnered with food
giant H.J. Heinz to launch the latter's U.S. only Silly Squirts product. The partnership marks
the largest offline exposure for Kaboose with Heinz providing the company with label real
estate on many of its brands, including the Silly Squirts bottles. As part of the deal, Kaboose
has developed target demo-appropriate and interactive Heinz microsites within
Kaboose.com. The microsites will feature family activities and content including recipes,
crafts for kids and a Mom's Forum, all while driving traffic to the official Silly Squirts website.
The deal was brokered by interactive media agency Starcom IP. According to a
spokesperson, this is the first time that Heinz has used an online vehicle for a product launch.
The U.S.-only promo targets moms.
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Ketchup giant Heinz found the perfect vessel to help launch its new
kid-friendly Silly Squirts product this week. The condiment king
announced Wednesday a branding partnership with Kaboose, one of
the leading online media destinations for families with little ones in
their stable.

Orchestrated by Heinz's agency of record Starcom, the co-marketing
agreement entails all Silly Squirts bottles provide Kaboose with label space to brand their logo.
In return, Kaboose has developed a family-focused, interactive Heinz micro-site (developed by
Starcom IP) within Kaboose.com, which includes product info, recipes and even a Mom'’s
Forum.’

Apparently, the move was orchestrated for Heinz to solidify its core audience. "We're excited to
partner with Kaboose because they offer Heinz an excellent vehicle for reaching families, who
are our primary audience for Heinz Ketchup", says Heinz USA Senior Brand Manager Wendy
Joyce.

Better Silly Squirts than Green Ketchup, in my opinion.
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October 24, 2005

Heinz Climbs Onboard Kaboose.com

To build excitement for new Heinz Silly Squirts Ketchup, H.J. Heinz partners with Kaboose, an
independent online media destination for parents and families, for an online/offline cross-brand
promotion. Kaboose developed a family-focused, interactive Heinz micro-site within
Kaboose.com, which will feature resources and activities for families to enjoy together. For
Heinz, Kaboose.com provides a vehicle for reaching families -- the primary Heinz ketchup
audience. In return, Heinz will sport the Kaboose logo on millions of Silly Squirt and Heinz
Ketchup bottles. “The engaging micro-site experience and its extension into real life activity will
lead to meaningful brand interactions and a relevant impact for both Heinz and Kaboose,” says
Gall Fujisawa, director of Starcom Media, the media agency that helped to orchestrate the
cross-promotional deal.



