
OME VIDEO 

Death knell or godsend? Video vending machines, like this one manufactured by 
Video Vendor, were the subject of a panel discussion at the recent International 
Tape /Disc Assn. meeting. Some panelists said that the machines could bolster 
a retailer's profits, but others claimed they would prove harmful to small - 
inventory retailers. 

Panel: Pending Machines Spreading 
Nail In The Mom -And -Pop Coffin? 

HILTON HEAD, S.C. Video 
vending machines will spring up 
all over the country during the 
next five years, growing from a 
current base of under 1,000 ma- 
chines to nearly 25,000 in 1991, it 
was predicted at the International 
Tape /Disc Assn. Conference, held 
here recently. 

While manufacturers on hand 
for the discussion acknowledged 
that their machines are widely per- 
ceived as a threat to small dealers, 
they said their goal is to make 
money for retailers, not to replace 
them. When positioned in the right 
location and properly stocked, 
they said, a video vending machine 
can often be as profitable as the 
addition of a new store. 

"When you think of all the 
places you can put these ma- 
chines- convenience stores, gro- 
cery stores, office buildings - 
there are probably a half -million 
potential locations," said Barry 
Shore, president of Video Vendor. 
Shore, who said his company man- 
ufactured 880 of the machines cur- 
rently being used, stressed that 
the key component in a machine's 
success is its placement. 

Texas Music Network Offers Longforms 
A Second Kerrville Fest Release Set 

BY DAVID WYKOFF 

BOSTON The Texas Music Net- 
work, an Austin -based festival pro- 
motion firm and audio /video pro- 
duction house, has thrown its 10- 
gallon hat into the longform music 
video ring with its Kerrville Folk 
Festival releases. 

"We see a substantial market 
both here in Texas and nationwide 
for videotapes of Texas musicians. 
It's a market other folks aren't cov- 
ering, and response has been over- 
whelmingly good," says company 
president George Howard. 

"We've been preparing for four 
years to move into home video, and 
now that VCR penetration ap- 
proaches 50% and sell- through and 
nonmovie titles are established in 
the marketplace, we're ready to 
make our move." 

The company, which has over 250 
shows ready for video release, is- 
sued its debut title, "The Best Of 
The Kerrville Folk Festival, Vol. I" 
recently and is now preparing for 
the release of a second such tape. 
Featured performers on the first 
volume include Riders In The Sky, 
Nanci Griffith, Shake Russell, Mar- 
cia Ball, and Jerry Jeff Walker. 
Both 90- minute cassettes retail for 
$19.95. 

"We have 262 shows already re- 
corded to be put into videocassette 
form. And, over the next year, 
we're looking to put together 10 -art- 
ist tapes combining the various 
kinds of great music you'll find in 
Texas. Our schedule calls for us to 
release another 14 titles over the 
next year and maybe even put to- 
gether some theme releases, like ro- 
mance, to appeal to a broader audi- 
ence that's interested in subject 

matter as well as the particular art- 
ists or musical styles," says How- 
ard. 

The firm has also designed 
unique new packaging. "Tall'N'Tex- 
as," available in a larger container, 
includes an audiocassette of the per- 
formance along with a videotape. 

"We're seeing a demand for the mu- 
sic in separate form, perhaps so peo- 
ple can listen to them on higher fi- 

delity equipment for their car tape 
decks or Walkmans," says Howard. 
These combination packs will retail 
for $3 more than the videocassette - 

(Continued on next page) 

Bridal Tape Is Marketed 
Through More Channels 

BY MOIRA McCORMICK 

CHICAGO With the release of 
"1987 Bridal Fashions -A Consum- 
er Video Guide," Minneapolis -based 
home video manufacturer Wedding 
Information Services is making this 
second in a series of "video maga- 
zine" products available through 
mass merchants and video retail 
outlets. The company's first video 
magazine release, "1986 Bridal 
Fashions," was sold primarily 
through mail order. 

According to John Hunter, co- 
owner of Wedding Information Ser- 
vices, the "Bridal Fashions" tapes 
serve as visual magazines for fu- 
ture brides to aid in their selection 
of wedding and bridesmaids' gowns 
and feature styles from more than a 
dozen major bridal designers. 

Since styles change annually, the 
video is reshot each year, says 
Hunter, which accounts for its de- 
scription as a magazine. The 1987 
version is 60 minutes long and has a 
suggested retail price of $11.95 
($14.95 plus $3 shipping via mail or- 
der from Wedding Information Ser- 
vices.) 

Minneapolis -based Simitar Enter- 
tainment is distributing the product 
to mass merchants and video stores, 
according to Ed Goetz, Simitar vice 
president of marketing. "We've got- 
ten major commitments from a 
number of wholesalers," Goetz 
says. They include Waxworks Video 
Works of Owensboro, Ky., 
Schwartz Bros. of Washington, 
D.C., VTR of Pittsburgh, Videocas- 
sette Marketing of Minneapolis, and 
Home Entertainment of Minneapo- 
lis. Goetz says that major chains 
carrying "1987 Bridal Fashions" in- 
clude Discount Video of Detroit, 
Erol's of New York, Sam Goody's of 
New York, and Licorice Pizza of 
Los Angeles. Retail price at the 
mass -merchant level will be $10, ac- 
cording to Goetz. 

Wedding Information Services' 
Hunter says that some 500 bridal 
shops around the country have al- 
ready purchased the tape. "It's used 
as a sales tool," he says. 

Hunter says that "1986 Bridal 
Fashions" sold only 2,000 copies, 
but adds that it was only available 
through mail order and special -in- 
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Although Video Vendor did 
poorly when it was placed in large 
stores like Sears and K mart, 
Shore said that locations a con- 
sumer will visit more regularly of- 
fer far more potential. 

`There are a 
half -million 
locations' 

Because each machine is 
equipped with, or linked to, a com- 
puter, transactions can be careful- 
ly tracked. Not only does this al- 
low a retailer to track his inven- 
tory closely, but it makes vending 
machines ideal for either pay -per- 
view or pay -per- transaction pro- 
grams, according to James Lahm, 
president of J. Lahm Consultants. 

Lahm, who estimated that in 
five years, 25% of all rental trans- 
actions will be done through ma- 
chines, said some renters liked the 
anonymity of vending machines. 
"Some consumers don't like deal- 
ing with people," he said. 

Competition among vending -ma- 
chine makers to install the ma- 
chines in as many locations as pos- 
sible has not been a plus for deal- 
ers who have already invested the 
$15,000 needed to buy one, accord- 
ing to Lahm. "In their haste to sell 
these machines, they have not tak- 

en time to provide support," he 
said. Lahm also said that no manu- 
facturer has built a machine that 
would be appropriate for every lo- 
cation. "There is no [machine] that 
fully meets the needs of the mar- 
ketplace," said Lahm. 

The lone retailer on the panel, 
Barry Rosenblatt of Video Li- 
brary, a 32 -store chain based in 
San Diego, said the machines could 
succeed, providing they have a 
knowledgeable operator. "People 
in my city have [the Video Vendor] 
machine, but they don't have expe- 
rience," Rosenblatt said. 

"We did a survey of our custom- 
ers and found that most of them 
would use a vending machine, but 
they won't rent more tapes than 
they rent now," said Rosenblatt. 
"If the purpose of the machine is 
to get the consumer closer to the 
movie, I'll beat every machine by 
[delivering] the movie." 

Entertainment consultant Larry 
Harris said he understands retail- 
er hostility to vending machines. 
Still, he said that for retailers with 
a wide inventory, much of that 
hostility is unfounded. "If you ask 
most retailers where vending ma- 
chines belong, they will say, 'In 
the trash.' I couldn't disagree 
more. [Vending machines] don't di- 
rectly compete with large inven- 
tory retailers, but for a small 
mom -and -pop store it could be the 
final nail in the coffin." AL STEWAttT 

Prism Distributes To Japan. Prism president Barry Collier, left, is all smiles 
after signing a deal with the president of Gaga Communications, Tetsu Fujimura. 
The acquisition and distribution agreement marks the first time Prism has 

ventured into direct distribution in foreign markets. Aside from supplying titles for 
distribution in Japan, Prism will jointly acquire titles with Gaga. A division of the 

prerecorded cassette wholesaler Nihon Tape Corp., Gaga supplies feature films 
to the Japanese market. 
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