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FANDANGO ONLINE FANDANGO MOBILE
[ ] [
44% Male 56% Female 46% Male 54% Female
4.8 million 6.2 million 2.1 million 2.4 million

% Unigue \{igitors o % Umyue'vrsitors

Age 35 - 49
22%

Age 35-49 Age 18-34
34% 39%

Age 18 - 34
55%

» Median HHI: $76,083 Median HHI: $89,187
Median Age: 37 Median Age. 34
80% college educated 86% college educated
45% have kids <18 in HH 65% have kids <18 in HH

FANDANGO s

Nielsen Mobile Media View, Nov 2011

Comscore Media Metrix, @Plan Rel 3 2011
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CINEMASQD THEATRES: The Best Se€at In Town
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BARNESANDNOELE.COM
A GOOD STORY +

BETTERWORLDBOOKS.COM 5
A BROADER MISSION

Overview  Companies

Woble Commerce Caring, cookies and content make these sites

s sitand put A MOVIE PALACE

Books [ Film / Music The hottest books, music and movie retailers this year have one thing in common: all wantto immerse
Coa cansumers in wider experiences, which can work to increase brand loyalty and, of course, pump up sales.
Electronics

Flowers | Gifts |

i company oo Why They're Hot Fandango does two very different things very well: It immerses a consumer in maovies, providing

Food | Drug a wealth of content to leisurely peruse, and it enables a slick, quick purchasing process.

Hesiy ] BARNESANDNOBLE.COM & Fandango offers consumers movie news, celebrity photo galleries, box office tallies, extremely

Housewares / Home | A GOOD STORY . - ) ) . .

Hardware thorough movie descriptions including trailers and posters, and much more. And when it comes

Mass Merchant iETBTE'B""&OS'é'{;m&ﬁ%"& ~ to buying tickets, moviegoers with Fandango accounts can log in and buy tickets in just a handful

‘::j:::‘:r: oAcacon of clicks. The same can be said for its crisply designed smartphone and tablet apps (with 20

Aol A MOVIE PALACE x million downloads). "Fandango has dedicated itself to being much more than a place to

ootk ey oo purchase your movie tickets in advance,” says Jessica Yi, chief product officer. "It is the one-stop
INSTANT ACCESS & shop to make maovie-going easier.”

ORDER VIEW
HOT 100 ISSUE SAMPLE PAGE

Date Launched: 2001
Unique Visitors: NA
Web-based Sales: Order the Hot 100 issue

Who They're Using:
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CALLING
TYLER PERRY’S
BIGGEST FAN "‘

FERARY 24

Search

.¢,3f iFANnANGo S ©
7
Browse Movies DVDs Trallers | Movie Guides

cewem @ O
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Home  Showtimes
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saga and you can catch

Exclusive Video: Breaking Dawn World
Premiere!

tnterviews with

Premiere Photos
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Find a Wowe Find Thaaters + Wowss Timas

% FANDANGO ', © o

§ Fananco | @inemaCon

FAN CHOICE AWARD

Movie Buzz  Gifts + Promos

Mobile U My Fandango

fomm—— .}
HOT STREAK
HOEDOWN

& Imemet | Protected Mode: Off

FANDANGO

. Freshy Popped: The Hovie Siog

o
O ok B MO B F (He
You Rate the New Releases: The Vow, “Safe House,"
“Journey 2. and *Star Wars: Episode | - The Phantom
Menace 30"

SWEEPSTAKES

Ballot Box

VOTE FOR YOUR FAVORITE MOVIE OF 2011 & BE
ENTERED TO WIN A TRIP FOR TWO TO THE
CINEMACON CONVENTION AND BIG SCREEN

ACHIEVEMENT AWARDS IN LAS YEGAS!
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Fandango iPad app
And the award goeS tO e 2011 Webby Award Winner

Fandango for it's leading mobile and tablet products Shopping Tablets & All Other Devices

2011 People’s Voice Winner
Shopping Tablets & All Other Devices

Fandango mobile apps

2011 People’s Voice Winner
Entertainment Tablets & All Other Devices
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YouTube 98%
Facebook 98%
95%

Twitter

85%

Apple.com

Yahoo! Movies 85%
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The First Loyalty Program for TV!
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