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Abstract

As it’s commonly known that the movie industry is very innovative. Because the
diffuse characteristic of popular products is with exponential pattern, it’s more important
to do the sales forecast at initial stage and analyze the diffusing speed. If the marketers
have a statistical model to do the sales forecast well, then they can make right decisions
based on the forecasts. Since the product life cycle of movies is very short, it is easy to
observe the whole diffusion process in three or four months. Therefore, this study takes
the American movies as empirical research and the main analytical method for this

research is Bass Diffusion Model.

In general, past scholar’s articles of which studied on word-of-mouth were focus on
the variance and volume of reviews; however, if consumers could know the evaluation of
the products and how many people paid attention to the products, then the degree of
attentions which the products attract can be taken as a kind of word-of-mouth effect. By
comparing different factors, it is hoped to find an efficient forecasting model with greater

forecasting ability and help companies in making more effective marketing strategies.

keyword : attention ~ word-of-mouth ~ innovative product ~ Bass Diffusion Model
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%41 (a) H0MRFARTHE ()

TEHE BES PR ERE | PPy | E2BY FFEG TEA | R Fgp
1 The Hunger Games: Catching Fire 424,582,054 4,163 22-Nov-13 yes 130 PG-13 Action yes
2 Iron Man 3 409,013,994 4,253 3-May-13 no 200 PG-13 Action yes
3 Despicable Me 2 368,061,265 3,997 3-Jul-13 yes 76 PG Animation no
4 Man of Steel 291,045,518 4,207 14-Jun-13 yes 225 PG-13 Action no
5 Gravity 273,190,658 3,575 4-Oct-13 no 100 PG-13 Sci-Fi yes
6 Monsters University 268,492,764 4,004 21-Jun-13 yes 200 G Animation no
7 Fast & Furious 6 238,679,850 3,658 24-May-13 yes 160 PG-13 Action yes
8 Star Trek Into Darkness 228,778,661 3,868 16-May-13 no 190 PG-13 Sci-Fi yes
9 Thor: The Dark World 206,297,726 3,841 8-Nov-13 no 170 PG-13 Action yes
10  |The Heat 159,582,188 3,181 28-Jun-13 yes 43 R Comedy yes
11 [We're the Millers 150,394,119 3,260 7-Aug-13 yes 37 R Comedy yes
12 |The Great Gatshy (2013) 144,840,419 3,535 10-May-13 no 105 PG-13 Drama yes
13 The Conjuring 137,400,141 2,903 19-Jul-13 yes 20 R Thriller no
14 |Grown Ups 2 133,668,525 3,491 12-Jul-13 yes 80 PG-13 Comedy yes
15  |The Wolverine 132,556,852 3,924 26-Jul-13 yes 120 PG-13 Action yes
16  |Anchorman 2: The Legend Continues 125,168,368 3,507 18-Dec-13 yes 50 PG-13 Comedy yes
17 Cloudy with a Chance of Meatballs 2 119,793,567 4,001 27-Sep-13 no 78 PG Animation no
18 The Wolf of Wall Street 116,779,955 2,537 25-Dec-13 yes 100 R Drama yes
19  |Lee Daniels' The Butler 116,632,095 2,933 16-Aug-13 yes 30 PG-13 Drama no
20 |Epic 107,518,682 3,882 24-May-13 yes 100 PG Animation no
21 Captain Phillips 107,100,855 3,020 11-Oct-13 no 55 PG-13 Drama yes
22 Jackass Presents: Bad Grandpa 102,003,019 3,336 25-Oct-13 no 15 R Comedy no
23  |Pacific Rim 101,802,906 3,275 12-Jul-13 yes 190 PG-13 Action no
24 |Olympus Has Fallen 98,925,640 3,098 22-Mar-13 yes 70 R Thriller no
25 |42 95,020,213 3,003 12-Apr-13 yes 40 PG-13 Drama no

37




. 4-1(b) 50T HALATH (-)

B 5 TR LH BE Y BRI | e | ELEY R TR [ TR AP S
26 Planes 90,288,712 3,702 9-Aug-13 yes 50 PG Animation no
27 The Lone Ranger 89,302,115 3,904 3-Jul-13 yes 215 PG-13 Action yes
28  |Oblivion 89,107,235 3,783 19-Apr-13 no 120 PG-13 Sci-Fi yes
29 |Insidious Chapter 2 83,586,447 3,049 13-Sep-13 no 5 PG-13 Thriller no
30 Turbo 83,028,128 3,806 17-Jul-13 yes 135 PG Animation no
31 2 Guns 75,612,460 3,025 2-Aug-13 yes 61 R Action yes
32 | The Smurfs 2 71,017,784 3,866 31-Jul-13 yes 105 PG Comedy no
33  |The Best Man Holiday 70,525,195 2,024 15-Nov-13 yes 17 R Comedy no
34 Percy Jackson: Sea of Monsters 68,559,554 3,031 7-Aug-13 yes 90 PG Action no
35 The Purge 64,473,115 2,536 7-Jun-13 yes 3 R Thriller no
36 |Ender's Game 61,737,191 3,407 1-Nov-13 no 110 PG-13 Sci-Fi no
37  |Prisoners 61,002,302 3,260 20-Sep-13 no 46 R Thriller yes
38  |The Secret Life of Walter Mitty 58,178,353 2,909 25-Dec-13 yes 90 PG Comedy yes
39  |Free Birds 55,750,480 3,736 1-Nov-13 no 55 PG Animation no
40  |Evil Dead (2013) 54,239,856 3,025 5-Apr-13 yes 17 R Thriller no
41  |Red?2 53,262,560 3,016 19-Jul-13 yes 84 PG-13 Action yes
42 |Tyler Perry's A Madea Christmas 52,543,354 2,194 13-Dec-13 yes 25 PG-13 Comedy yes
43 Pain and Gain 49,875,291 3,277 26-Apr-13 no 26 R Action yes
44 | The Internship 44,672,764 3,366 7-Jun-13 yes 58 PG-13 Comedy yes
45 | The Family (2013) 36,918,811 3,091 13-Sep-13 no 30 R Comedy no
46 Walking with Dinosaurs 36,033,276 3,231 20-Dec-13 yes 80 PG Animation no
47 |R.1.P.D. 33,618,855 2,852 19-Jul-13 yes 130 PG-13 Action yes
48  |Scary Movie 5 32,015,787 3,402 12-Apr-13 no 20 PG-13 Comedy no
49  |Delivery Man 30,664,106 3,036 22-Nov-13 yes 26 PG-13 Comedy no
50 |Grudge Match 29,807,260 2,838 25-Dec-13 yes 40 PG-13 Comedy yes
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%42 (a) S0THAFTHE (2)

BB TR LA B iF T A M| i T i g g 3 ¥ MOVIEmeter| F p: v - ¥ MOVIEmeter| *+ g 5 ¥ MOVIEmMeter
1 The Hunger Games: Catching Fire 175 8.14 2 2 1
2 Iron Man 3 281 6.25 9 1 .
3 Despicable Me 2 65 7.74 74 21 5
4 Man of Steel 850 7.46 10 6 1
5 Gravity 254 7.71 26 22 2
6 Monsters University 48 7.65 102 72 11
7 Fast & Furious 6 124 7.37 15 5 1
8 Star Trek Into Darkness 293 7.15 10 4 2
9 Thor: The Dark World 112 7.16 10 4 1
10  |The Heat 57 7.14 105 99 17
11 [We're the Millers 27 7.19 65 29 5
12 |The Great Gatshy (2013) 111 7.18 15 5 2
13  [The Conjuring 108 7.28 45 22 4
14 |Grown Ups 2 25 6.32 92 48 8
15  |The Wolverine 172 6.29 38 22 3
16  |Anchorman 2: The Legend Continues 74 5.93 65 14 5
17  |Cloudy with a Chance of Meatballs 2 6 6.67 156 165 56
18  |The Wolf of Wall Street 100 6.54 29 10 2
19  [Lee Daniels' The Butler 68 7.43 152 18 11
20 |Epic 8 5.88 203 93 10
21  |Captain Phillips 44 8.57 159 54 22
22 |Jackass Presents: Bad Grandpa 26 6.81 79 87 14
23 |Pacific Rim 282 6.97 46 25 1
24 |Olympus Has Fallen 87 6.98 117 51 5
25 |42 36 8.25 187 120 12
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%42 (b) 50THBATH (Z)

B 5L TR LA B iF T A M| i T i g g 3 ¥ MOVIEmeter| F p: v - ¥ MOVIEmeter| *+ g 5 ¥ MOVIEmMeter
26  |Planes 23 6.13 200 119 47
27  |The Lone Ranger 173 6.67 96 33 4
28  |Oblivion 129 6.92 27 3 1
29  |Insidious Chapter 2 75 7.00 73 46 5
30 |Turbo 17 8.06 399 93 37
31 |2 Guns 26 6.62 232 149 30
32 |The Smurfs 2 8 6.13 141 94 23
33 | The Best Man Holiday 26 8.96 401 277 228
34 |Percy Jackson: Sea of Monsters 44 6.23 79 49 13
35 |The Purge 82 4.65 17 11 3
36  |Ender's Game 121 6.93 38 22 7
37  |Prisoners 76 7.50 71 43 8
38  |The Secret Life of Walter Mitty 78 7.73 60 40 8
39  |Free Birds 17 5.29 231 275 132
40  |Evil Dead (2013) 162 6.73 37 15 4
41 |Red?2 29 7.21 260 91 15
42 |Tyler Perry's A Madea Christmas 12 7.00 566 546 156
43  |Pain and Gain 52 6.12 87 54 7
44 |The Internship 22 6.27 260 128 19
45  |The Family (2013) 26 5.23 42 42 27
46  |Walking with Dinosaurs 9 4.44 336 223 94
47 R.I.P.D. 25 6.68 174 59 24
48  |Scary Movie 5 35 4.40 103 29 6
49  |Delivery Man 10 5.90 184 158 55
50 |Grudge Match 7 7.71 131 80 33
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2. WokEEdL (3 Y RMIRARE)

FIw o ke g §F REE 0 REE L A2 % TR R A T
AAR B EFEA TS e R IR E T - S ORI R R
e Glicq e
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528 AL ¥H

FU#* L3t a4 SAS P NLS 2 ks 41 5

<0 B 45 30 B A Gt p > qeidy BcA) i (exponential pattern)

release strategy ) > ¥ - & %

)

PR AR

LR g kg A -

i A

PiAap-g-m=E

2

3_,; lé"gtq ;Lﬁé%’—

TORREAIUEFEAR IR Tra R R - B

ST Bl pE ) B

B2 R0 e @

#4350 =g #2 p~q-m

/ﬁT‘E 7 - PR S T e

‘ﬁ*

F_*

#p

2400 IRdg

IR RRL Tra e o

F2>6 kP p 3 (wide

Fobrig ;8 g Kk (platform release strategy ) - — 45

N

P S RERS PR ARRCE PR PRk E s
F &
LR § Tl A D 2R

Fr‘-l—p&a_g‘%j‘%‘%)j_’}%i

BEL| 2R EH p q m

1 The Hunger Games: Catching Fire 0.716781161 | 0.00100001 | 410,842,695
2 Iron Man 3 0.71771177 | 0.00100001 | 403,639,175
3 Despicable Me 2 0.519832561 | 0.00100001 | 298,185,437
4 Man of Steel 0.808296062 | 0.00100001 | 276,351,572
5 Gravity 0.356135139 | 0.118774528 | 254,710,760
6 Monsters University 0.620712691 | 0.113023214 | 262,390,468
7 Fast & Furious 6 0.815347408 | 0.00100001 | 235,962,304
8 Star Trek Into Darkness 0.602133335 | 0.00100001 | 211,817,129
9 Thor: The Dark World 0.737818679 | 0.00100001 | 202,511,871
10 The Heat 0.481820037 | 0.00100001 | 158,936,686
11 We're the Millers 0.326672847 | 0.008687062 | 140,563,335
12 The Great Gatsby (2013) 0.615819198 | 0.00100001 | 144,108,580
13 The Conjuring 0.5957039 0.00100001 | 136,845,439
14 Grown Ups 2 0.590702889 | 0.00100001 | 131,700,693
15 The Wolverine 0.808290533 | 0.00100001 | 130,230,500
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16 Anchorman 2: The Legend Continues | 0.484600164 | 0.50552825 | 111,475,123
17 Cloudy with a Chance of Meatballs 2 | 0.396895939 | 0.030540766 | 116,747,695
18 The Wolf of Wall Street 0.384309701 | 0.00100001 | 100,603,479
19 Lee Daniels' The Butler 0.322150182 | 0.207291588 | 115,520,220
20 Epic 0.596581321 | 0.00100001 | 106,845,786
21 Captain Phillips 0.406133347 | 0.00100001 | 106,318,076
22 Jackass Presents: Bad Grandpa 0.49374155 | 0.132879773 | 101,894,522
23 Pacific Rim 0.719671654 | 0.00100001 | 100,877,695
24 Olympus Has Fallen 0.506342945 | 0.00100001 98,185,212
25 42 0.476414737 | 0.00100001 94,820,619
26 Planes 0.426898443 | 0.00100001 90,089,540
27 The Lone Ranger 0.883304106 | 0.00100001 68,980,040
28 Oblivion 0.762232388 | 0.00100001 88,533,213
29 Insidious Chapter 2 0.775999099 | 0.00100001 82,170,652
30 Turbo 0.547841966 | 0.285611765 | 71,428,244
31 2 Guns 0.656549552 | 0.00100001 74,534,986
32 The Smurfs 2 0.602385543 | 0.00100001 60,666,867
33 The Best Man Holiday 0.752962877 | 0.029710305 | 70,832,369
34 Percy Jackson: Sea of Monsters 0.445977306 | 0.00100001 58,243,260
35 The Purge 1.124656186 | 0.00100001 64,000,025
36 Ender's Game 0.787237741 | 0.00100001 61,086,009
37 Prisoners 0.594575523 | 0.00100001 60,965,139
38 The Secret Life of Walter Mitty 0.794306821 | 0.00100001 45,161,149
39 Free Birds 0.342224946 | 0.430821146 | 55,150,841
40 Evil Dead (2013) 0.885644264 | 0.00100001 54,057,522
41 Red 2 0.609101254 | 0.211177895 | 52,756,061
42 Tyler Perry's A Madea Christmas 0.326489108 | 0.762939818 | 52,668,212
43 Pain and Gain 0.728939219 | 0.00100001 49,601,530
44 The Internship 0.778211735 | 0.001096056 | 44,290,315
45 The Family (2013) 0.665029647 | 0.142715216 | 36,772,378
46 Walking with Dinosaurs 0.287879032 | 1.155345949 | 35,216,555
47 R.I.LP.D. 0.662704507 | 0.514051544 | 33,169,116
48 Scary Movie 5 0.736066923 | 0.00100001 31,629,697
49 Delivery Man 0.4430647 0.412766903 | 30,248,613
50 Grudge Match 0.618386503 | 0.752940598 | 23,494,428
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MAD (1% week) 11,476,894 15,048,544
MAPE (1% week ) 27.01% 33.94%
MAD (Weekly ) 3,972,481 6,017,472
MAPE (Weekly) 65.58% 75.66%
RMSE (Weekly ) 6,333,591 9,774,187
MAD ( Total Sales) 36,544,212 55,037,030
MAPE ( Total Sales) 31.08% 44.86%
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#4-6 (a) 10T HEFTHRAZAAFTH

B 5L T LA T H I | YR | ERED EE(F ) R | TR | FRME
1 The Hobbit: The Desolation of Smaug 3,903 13-Dec-13 yes 250 PG-13 Action no
2 World War Z 3,607 21-Jun-13 yes 190 PG-13 Action yes
3 Now You See Me 2,925 31-May-13 yes 75 PG-13 Thriller yes
4 The Hangover Part 111 3,555 23-May-13 yes 103 R Comedy yes
5 This is the End 3,055 12-Jun-13 yes 32 R Comedy yes
6 Elysium 3,284 9-Aug-13 yes 115 R Sci-Fi yes
7 White House Down 3,222 28-Jun-13 yes 150 PG-13 Action yes
8 Riddick 3,107 6-Sep-13 no 38 R Sci-Fi yes
9 American Hustle 2,507 13-Dec-13 yes 40 R Drama yes
10  |Anchorman 2: The Legend Continues 3,507 18-Dec-13 yes 50 PG-13 Comedy yes

% 4-6 (b) 10T HFFHRAZ A AFTH
B 5L w B LR B FIT X | T A k| a3 ¥ MOVIEmeter| P w — i¥ MOVIEmeter| + p: 5 ¥ MOVIEmeter

1 The Hobbit: The Desolation of Smaug 306 7.18 12 13 1

2 World War Z 250 6.42 10 12 2

3 Now You See Me 50 7.32 84 45 9

4 The Hangover Part 111 44 4,77 52 33 5

5 This is the End 96 6.48 35 17 6

6 Elysium 155 5.93 60 17 7

7 White House Down 74 6.26 84 84 14

8 Riddick 107 6.22 62 29 4

9 American Hustle 68 7.12 7 5 2

10  |Anchorman 2: The Legend Continues 74 5.93 65 14 5
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i

est £ 1 308 £4% The Hobbit: The Desolation of Smaug

PRk RRE 5 RE S

1 105, 781, 842 96, 045, 417 9, 736, 425 10. 14%
2 43,701, 501 64, 424, 129 20, 722, 628 32. 1%
3 16, 572, 926 52,914, 876 36, 341, 950 68. 68%
4 5, 387,599 20, 820, 013 15,432, 414 4. 12%
5 1,661, 463 10, 615, 410 8,953, 947 84. 35%
6 503, 958 9,399,079 4, 855, 121 90. 60%
T 152, 091 2, 850, 890 2,698, 799 94. 6%
8 45, 830 1, 680, 364 1,634, 534 97. 2%
9 13, 804 915, 199 901, 395 98. 49%
10 4,157 718, 367 714, 210 99. 42%
11 1, 252 404, 368 403, 116 99. 69%
12 37T 305, 195 304, 818 99. 88%
RS 173, 826, 801 | 257,053,307 | 83,226, 506 32. 38%

The Hobbit: The Desolation of Smaug
200,000,000
100,000,000
0 i

[ 5]
=)

e
il
i}

59




*~ P 2% World War Z

S Pk FRIE 5 FEES AD APE
1 93,520, 174 | 93, 922, 294 402, 120 0. 43%
2 40, 130, 833 46, 658, 381 6, 527, 548 13. 99%
3 15, 770, 934 27,076, 245 11, 305, 311 41.75%
4 5,317,157 | 14,084, 147 8, 766, 990 62. 25%
5 1,697, 868 8,118,479 6, 420, 611 79. 09%
6 532, 663 4,214, 416 3, 681, 753 87. 36%
7 166, 180 2,729,670 2,563, 490 93. 91%
8 51, 755 1,062, 501 1,010, 746 95. 13%
9 16, 109 673, 888 657, 779 97. 61%
10 5,014 483, 810 478, 796 98. 96%
11 1, 560 1, 896, 706 1, 895, 146 99. 92%
12 486 598, 296 597, 810 99. 92%
SR 187, 622,320 | 201,518,833 | 13,896,513 6. 90%
World War Z
100,000,000
50,000,000
0
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psie ~ X 4 3 The Hangover Part III

itk RE S FREES AD APE

1 68, 334, 607 60, 366, 191 7,968, 416 13.20%
2 30, 497, 646 22, 838, 302 7,659, 344 33. 54%
3 14, 606, 428 10, 256, 596 4, 349, 832 42. 41%
4 6, 234, 602 4,045, 916 2, 188, 686 94. 10%
5 2,529,402 1,063, 961 1, 465, 441 137. 73%
6 1,004, 948 943,116 461, 832 85. 03%
7 395, 947 548, 242 152, 295 27.718%
8 155, 488 318, 448 162, 960 51.17%
9 60, 981 180, 277 119, 296 66. 17%
10 23,904 110, 872 86, 968 78. 44%
11 9, 368 105, 282 95, 914 91.10%
12 3,671 33, 406 29, 735 89.01%
LS 151, 397,828 | 100,410, 609 50, 987, 219 90. 78%

The Hangover Part llI
100,000,000
50,000,000
0 —i—a—a—a—8
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<~ E+2 % %xp This is the End

1P FRE S EES

1 28, 877, 281 32, 483, 389 3, 606, 108 11.10%
2 15, 319, 318 21, 189, 485 5, 870, 167 27.70%
3 7,379, 060 13, 823, 144 6, 444, 084 46. 62%
4 3,073, 801 8, 984, 287 9, 910, 486 65. 79%
5 1,202,125 4,461, 652 3, 259, 527 73. 06%
6 458, 459 1, 864, 193 1,405, 734 5. 41%
7 173, 162 786, 137 612, 975 7. 97%
8 65, 165 487, 955 422,790 86. 65%
9 24, 489 200, 257 175, 768 87. 7%
10 9,198 136, 763 127, 565 93. 2%
11 3,454 79, 957 76, 503 95. 68%
12 1, 297 140, 733 139, 436 99. 08%
LS 81, 715,535 84, 637, 952 2,922,417 3. 45%

This is the End
40,000,000
20,000,000
0 & C
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w2y i Elysium

S ik ERE 5 FEES AD APE

1 66, 583, 654 42, 314, 306 24, 269, 348 97.35%
2 25, 681, 691 19, 639, 632 6, 042, 059 30. 76%
3 10,578,214 | 10,149, 791 428, 423 4. 22%
4 3, 829, 499 9,873, 538 6, 044, 039 61.21%
5 1, 320, 481 4, 360, 348 3,039, 867 69. 72%
6 447, 627 2, 986, 094 2,538, 467 85. 01%
7 150, 861 2, 025, 353 1,874, 492 92. 55%
8 50, 744 694, 572 643, 828 92. 69%
9 17,057 238, 619 221, 562 92. 85%
10 5, 732 130,192 124, 460 95. 60%
11 1, 926 83, 247 81, 321 97. 69%
12 647 52, 515 51, 868 98. 7%
(NS 138,905,891 | 92,548,207 | 46, 357, 684 50. 09%

Elysium
100,000,000
50,000,000
0 —a—a—a
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= %4 White House Down

b ophitic HRE 5 TELE S AD APE
1 61,970, 121 37,006, 763 24,963, 358 67. 46%
2 27,819, 422 19, 806, 170 8,013, 252 40. 46%
3 12,011, 782 9, 239, 696 2,772,086 30. 00%
4 6, 006, 101 3,672,140 2, 333, 961 63. 56%
5 2,926, 007 1,353, 184 1,572, 823 116. 23%
6 1,407, 392 707, 215 700, 177 99. 00%
7 672, 790 233, 266 439, 524 188. 42%
8 320, 674 141, 507 179,167 126. 61%
9 152, 629 369, 821 217,192 8. 13%
10 72, 597 350, 829 278, 232 79. 31%
11 34, 519 154, 768 120, 249 77.70%
@ Ly 113, 394, 035 73, 035, 359 40, 358, 676 95. 26%
White House Down
100,000,000
50,000,000
0 i—i—i—a
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A PR 2 4k Riddick

S P ik FRE S FTRES AD APE
1 30,151,205 | 24, 266, 375 5, 884, 830 24. 25%
2 13, 408, 963 9,241, 915 4,167, 048 45. 09%
3 5,933, 958 4,941, 275 992, 683 20. 09%
4 2,295, 377 2,209, 355 86, 022 3. 89%
5 841, 039 743, 635 97, 404 13.10%
6 301, 997 365, 590 63, 593 17. 39%
7 107, 650 169, 585 61, 935 36. 52%
8 38, 273 87, 405 49, 132 56. 21%
WE S 53,078,463 | 42,025,135 | 11,053, 328 26. 30%
Riddick
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B X < i & American Hustle

St i FRE 5 FEES AD APE

1 28, 224, 253 39, 336, 985 11,112,732 28. 25%
2 16,072,037 | 35,068,563 | 18,996,526 54. 17%
3 7,473,933 | 18,444,012 | 10,970,079 59. 48%
4 2,939, 997 12, 868, 263 9, 928, 266 7. 15%
5 1,079,164 | 10,107, 562 9, 028, 398 89. 32%
6 385, 969 9, 382, 426 8,996, 457 95. 89%
7 136, 757 5, 695, 901 5,559, 144 97. 60%
8 48, 295 4,003,178 3, 954, 883 98. 79%
9 17,035 3, 362, 816 3, 345, 181 99. 49%
10 6, 006 2,405, 356 2,399, 350 99. 75%
11 2, 117 2,942,478 2, 940, 361 99. 92%
12 746 1,412, 373 1,411, 627 99. 95%
LE 5 56, 386, 311 | 144,629,913 | 88,243,602 61.01%

American Hustle
40,000,000

20,000,000
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8%+ 48 2 @4 L 4 Anchorman 2: The Legend Continues

Fpitric TERIE 5 ALy AD APE
1 65, 670, 594 00, 293, 375 15,377,219 30. 58%
2 30, 104, 841 34, 562, 495 4,457, 654 12.90%
3 11,592, 911 14, 338, 431 2, 745, 520 19. 15%
4 5, 454, 291 7,513, 405 2,009,114 27. 41%
5 2,378, 684 3, 054, 517 675, 833 22.13%
6 1,002, 901 1, 105, 587 102, 686 9. 29%
7 416, 803 442, 812 26, 009 9. 87%
8 172,185 360, 165 187, 980 52.19%
9 70, 955 273,938 202, 983 74.10%
(N 116, 864,165 | 111, 944, 725 4,919, 440 4. 39%
Anchorman 2: The Legend Continues
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414 ~ it Now You See Me

it FRE S LS
1 53,322,403 | 41,874,024 | 11,448,379 217. 34%
2 22,749,388 | 27,815,419 5, 066, 031 18. 21%
3 9,252,284 | 16,891, 533 7,639, 249 45. 23%
4 4,218,284 | 12,599,615 8, 381, 331 66. 52%
5 1, 805,213 8,464, 821 6, 659, 608 78. 67%
6 751, 521 4, 332, 290 3, 580, 769 82. 65%
T 309, 262 1,996, 914 1, 687, 652 84. 51%
8 126, 659 718, 975 592, 316 82. 38%
9 51,772 474, 545 422,773 89. 09%
10 21, 145 438, 404 417, 259 95. 18%
11 8, 633 239, 487 230, 854 96. 40%
12 3,524 250, 800 247, 276 98. 59%
L5 92, 620, 086 | 116, 096, 827 | 23, 476, 741 20. 22%
Now You See Me
100,000,000
50,000,000
0 i i
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