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In business since 1962
Value in 155+ North American Markets
National, regional and local value and
savings provided through:
65,000 merchant partners
240,000+ local merchant locations

Over 6 million Entertainment books
distributed nationwide each year

Over 200 million transactions generated

Raises more than $90 million annually
for local charities, schools, and
community groups

A wholly owned subsidiary of
|AC/InterActiveCorp company
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Base demographic - 25-54
Mean income - $71,000
College educated- 80%

Has / uses a credit card - 93%

Internet Access - 79%
Own their own home - 90%
Median home value - $142,000

Traveled domestically on vacation
in the last 12 months - 84%

Would recommend Entertainment
offers to a friend - 84%
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3 of 4 US consumers use coupons.
Manufacturers offered more than
$300 billion in coupons in 2004.

Shoppers saved more than $3
billion in 2006 by using coupons.

Nearly half of retailers reported
offering shoppers some form of a
bonus coupon program in 2006.
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EPI's CONSUMERS ARE LOYAL

77%

Repeat Purchasers Have Purchased for Plan to Purchase
Five Years or More Again Next Year

Source: 2001 RUF Study; Internal Sales Data

Source: 2002 EPI Attitude & Usage Study
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Source: 2002 EPI Attitude & Usage Study

Source: Company estimate
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Generated over $300 million for airlines,
hotels, rental cars and cruise lines annually

Generated over $15 million for just one female
apparel promotion annually

600 Dining Gift Cards sold monthly — even
during off-peak season

3% redemption for superstore domestics
retailer
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Low-cost distribution

« Pay for performance options—
upfront and/or commission payment structure

Highly target customer

* We control distribution of your promotional
offers specifically to value-responsive families

* Opportunity to deliver brand advertising to active shoppers
Ability to create cross-promotions with other IAC companies
* Leverage IAC and custom channels for additional online
distribution
Push last-minute inventory online
Customers can link directly to your website
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non-profit campaigns, _ .
Barnes & Noble, Target... Private Label Entertainment.com/Emails

Programs
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155+ U.S. editions featuring
50% off discounts

More than 6 million books
purchased each year

Members use their book an
average of 25 times per year to
make a purchase decision

Redemption rates are highest
with our book distribution
channel
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Entertainment’s Partnership Marketing
Division specializing in private label
programs matched to our partner’'s
marketing objectives.

Several options to deliver targeted
consumer savings

* Coupon book

¢ One-to-one newsletters

* Private-label savings
& loyalty card

¢ Customized online programs
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Member Only site for consumers who
have purchased the printed
Entertainment® book or a standalone
online membership

Offers can be accessed by our
members via click-through and/or
printable coupons

Flexibility to change offer content on a
monthly basis

Feature great deals on the Member
Home Page
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May

June

July
August
September
October
November
December

Mother’'s Day
Summer Travel
Father’'s Day
Summer Fun
Back to School
Fall

Holiday Travel
Thanksgiving
Christmas
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“Advertising with Entertainment gives us an effective way to
make a wide range of value-added offers available to
millions of potential customers whenever they need to select

a rental car company.” — P. James Moskel, Hertz

Director Membership Programs & National Accounts

“Not only a new customer acquisition vehicle, Entertainment
Is a successful way for us to increase customer order

frequency. The turn-key approach to service is a plus”
— Julie Evans, Omahasteaks.com

Sales Manager

“Ad placement in the Entertainment® book drives new

customers into the Sharper Image stores, our catalog and

website. The offer has proven an effective way to increase

average spending while serving as a loyalty component year

after year. Importantly, we can track the results of the

Entertainment program and effectively measure our return

on investment” — Roger Bensinger, Sharper Image Corporation
Vice President, Business Development
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“The Entertainment Book is an excellent
acquisition tool. This program gives us the
opportunity to reach audiences that FTD does not

traditionally target.”

— Leslie Smithers, FTD

“Business growth directly attributed to
Entertainment programs has far surpassed our

expectations.”

— James D. Krapf, Avis
Vice President, Group Sales
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