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A short course in 
recorded history. 

When the home video 
industry was young, most con- 
sumers were hardware buffs 
who made a second career 
out of home taping. 

Those days are long 
gone. More and more, VCR 
owners are relying on pre- 
recorded software. So where 
are they looking for informa- 
tion on new releases? 

Not to the specialty 
magazines. The fact is, the 3 
top video enthusiast publica- 
tions combined reach less 
than 5% of software 
consumers. 
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Sure, you can try the mass 
circulation magazines. But 
then you're paying budget - 
busting bucks to reach the 
nearly 2/3 of U.S. households 
that don't even own a VCR. 

How to make a 
million-guaranteed. 

Starting in August, a mil- 
lion copies of Videopreview 
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will be distributed each month 
-right in the software depart- 
ments of America's top video 
and consumer electronics 
chains. Given away free to 
each store's most active 
buyers and renters. 

Each issue has informa- 
tive summaries of the month's 
new software releases, con- 
veniently grouped by genre. 
Plus a celebrity interview, in- 
sider's column, and lots of 
other video -oriented 
editorial. 

Your ad in Videopreview 
will make a million impres- 
sions on people seeking new 
programming. Even better, it'll 
be taken home and seen 
repeatedly as families refer 
to back issues. And given the 
turnover in retail store cus- 
tomers, running a schedule 
in Videopreview is by far the 
most efficient way to increase 
reach among the people 
who spend the most on 
software. 

Bag a million 
for peanuts. 

VideoprevieWs $17.50 cost 
per thousand (4- color) is less 
than half that of any major 
video enthusiast magazine. 
And our special charter rate 
of $12.00 per thousand simply 
walks away from the field. 

Consider: 21/2 x the circu- 
lation -for the same dollars. 
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SPEND LESS TO REACH MORE 

Advertising Cost per Million Readers 

(4 -color pages, 6X rate) 
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An audience that's 100% soft- 
ware- involved. An editorial 
environment that's designed 
to help sell prerecorded pro- 
gramming. No X -rated or mail 
order clutter. And a unique 
distribution method through 
America's leading video 
retailers. 

li's a video marketer's 
dream! 

The boat sails June 10. 
Be on it! 

Our premiere issue closes 
June 10. If you miss it, you'll 
miss out on a rare opportunity 
to increase your audience by 
a million- without increasing 
your ad expenditures. 

Call Bili Slapin or Marvin 
Fisch now. They've got all the 
details on the most exciting 
new video marketing oppor- 
tunity yet. 

1950 Sawtelle Blvd., Suite 330 
Los Angeles, CA 90025 
213- 478 -6070 

THE CONSUMER GUIDE TO HOME VIDEO RELEASES 

Right. Now. 
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MGM /UA MUSICALS DRIVE 
(Continued from opposite page) 

An American In Paris." 
The company is also using themes 

from its movies in a 60- second radio 
spot. Both the TV and radio ads will 
be available to retailers for co -op 
placement. 

In addition to its print and broad- 
cast advertising, MGM /UA will 
maintain a "continuing flow of p -o -p 

materials," Melnick says. The com- 
pany is providing stores with a floor 
rack to start, and promises an on- 
going stream of posters, catalogs, 
and other material. 

For music /video outlets, MGM/ 
UA will be shipping out browser 
cards for placement in record bins 
to alert music fans to the videos. 
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In Simitar Drive 
BY MOIRA McCORMICK 

CHICAGO Minneapolis -based 
Simitar Entertainment Inc. and the 
United States Hot Rod Assn. 
(USHRA) have joined forces to pro- 
mote Simitar's home video release 
"Monster Madness." The 37- minute, 
$19.95 cassette features footage of 
tractor pulls, mud racing, and 
"monster truck battles," licensed 
by Simitar from the USHRA. 

According to Tom Schon, Simi - 
tar's director of promotions, the in- 

dependently distributed "Monster 
Madness" will be promoted in con- 
junction with USHRA live truck - 
pull shows in a number of major 
markets. Area merchants are lined 
up to display show vehicles in malls 
or parking lots on the day of an 
event and will continually run an ad- 
vance copy of "Monster Madness" 
on a nearby video screen. 

In Washington, D.C., Video 
World sponsored an April 5 mall ap- 
pearance by the 'Bigfoot" monster 
truck (whose 10 -foot wheels crush 
cars in the performance) and the 
Dragon Lady pull car. "Two thou- 
sand people showed up," Schon 
says, "and stopped traffic." 

On April 11, mass merchant Mc- 
Dade's in the Chicago suburb of 
Palatine displayed Gary Bower's 
monster truck Lon -Ranger. "The 
vehicles are only on display," Schon 
stresses. "We'd create a whole new 
problem if we tried to crush cars in 

parking lots." 
Schon says Simitar and USHRA 

are looking at similar promotions in 

other markets where the truck pull 
shows are appearing. 

Simitar publicizes the vehicle ap- 
pearances via tags on television ads 
for the live truck -pull shows. Radio 
ads and fliers announcing the immi- 
nent release of "Monster Madness" 
are being used also, Schon adds. 

New from Billboard! 
In -depth coverage of 

the entertainment 
industry's hottest 
financial topics. 
... see page 62. 
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