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By Seth Goldstein 

RETHINKING: Kmart is having 
second thoughts about who should 
be running the rental concessions 
at the chain's newest, biggest out- 
lets. Currently, they're operated as 
stores within stores by Trans 
World Music in Latham, N.Y., and 
First Row Video in Cleveland. 

Now, "the whole rental thing is 
being renegotiated," says Kmart 
spokesman Dennis Wigent; so far, 
no new contracts have been let. 
Trans World executive Paul Cardi- 
nal acknowledges, 'We're working 
our way out of that. I guess we just 
weren't making money." 

EXERCISED: New York -based 
Lightyear Entertainment, which 
has a prestigious kidvid label, is 
taking advantage of a Jane Fonda 
connection to bring out its first fit- 
ness title, "Broadway Workout," 
starring Stefanie Powers. It's due 
later this year at sell- through. 

The video's producer, Galanty & 
Co., is the same company that 
turned out about a dozen Fonda re- 
leases. RCA's CED videodisc ven- 
ture was an investor in those 
'Workout" workhorses. Lightyear 
president Arne Holland spent sev- 
eral years with RCA providing pro- 
grams for CED, and remained in 
touch with Mark and Sid Galanty 
after the project shuttered. 

BMG is distributing "Broadway 
Workout" as it does the rest of 
Lightyear's line. A half -dozen ac- 
counts will largely determine the ti- 
tle's success. Powers is expected to 
pitch hard: She'll be at VSDA and 
visiting retailers later. 

DECISION TIME? MCA/Univer- 
sal reportedly decides by mid -June 
whether "Schindler's List" will go 
rental or sell- through. It's said the 
studio has made its formal recom- 
mendation to director Steven 
Spielberg, who has the last word. 
Distributors we've talked to assume 
MCA suggested rental and hope 
Spielberg accepts its rationale of 
content, R- rating, and the 20 mil- 
lion -plus copies of "Jurassic Park" 
that will absorb most of their ener- 
gies. 

REPLACEMENTS: VSDA has 
cleared the egg left on its face when 
several titles in contention for the 
1994 Homer Awards turned out to 
be ineligible. The reason: They first 
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SIVA Seminar Serves Up Boilerplate 
Old Stats, Vague Promises Rule The Day 

BY SETH GOLDSTEIN 
and TRUDI MILLER ROSENBLUM 

NEW YORK -With specifics lacking, 
the information highway often seems 
paved with boilerplate. 

Thus at the Special Interest Video 
Assn.'s one -day Super Seminar, held 
May 24 here, Frederic De Wulf, Micro- 
soft's director for strategic business 
development, ladled out 2-year-old sta- 
tistics about the CD -ROM market. 
Ameritech product marketing senior 
VP Susan Platner, filling in for corpo- 
rate strategy and development execu- 
tive VP Patrick Campbell, could only 
talk about the Baby Bells' commitment 
to interactive services and the "great 
synergies" it and program suppliers 
can create in home education, enter- 
tainment, and health care. 

Robert Dorf, a video retailer and 
managing partner of Stamford, Conn. - 
based 1:1 Marketing, ended his presen- 
tation with a plug and an 800 number. 
He pitched his partner's book describ- 
ing a marketing paradigm for the '90s, 
which says retailers must satisfy the 
needs of individual customers. Special 
interest programmers may have the 
answers, but that wasn't readily appar- 
ent to several attendees. "It was a 
waste of time," says one. 

The SIVA forum was better off later 
in the day when sessions dealt with 
bread -and -butter issues such as info - 
mercials and direct response. 

Consultant Michael Cimino, esti- 
mated 300 -400 longform infomercials 
and two to four times that number of 
shortforms are produced annually. 
Videos, screened during the infomer- 
cial, are a more dominant factor than 
ever. Cimino said 80% of 1993's top 25 
infomercials included videos as part of 

the presentation, up from 60Y in the 
previous year. 

While it costs $100,000 -$150,000 to 
make a longform and another $50,000 
to test it, "getting the money is not the 
hard part," Cimino noted. "There are 
people throwing fistfuls of money at 
infomercials." The difficulty, he contin- 
ued, is finding and hitting the target 
audience. Shortforms are the better 
length, fitting comfortably into soap 
operas, sports shows, and the like. 
'With a longform, you're broadcasting, 
not narrowcasting. But the advantage 
of a longform is that you have the time 
to demonstrate the product," he said. 

Cimino claimed his shortform for a 
video of N.Y. Giant linebacker Law- 
rence Taylor made six-fold what it cost 
for media time, which, he noted, is 
three to four times more expensive 
than it was five years ago. "So if you're 
selling an item for $100, it better not 
cost more than $25 to manufacture." 

Prerecorded cassettes meet that re- 
quirement and can use the infomercial 
sales boost. "As nice as the box is," said 
Cimino, "it can only say so much. On 
TV, you can actually see it, you show 
it, you get to experience the emotion 
that's on the tape. A good marketer can 
sell any tape." Cimino suggested pro 
gram suppliers get a partner who 
knows the ropes, has retail connec- 
tions, and is committed to media and 
testing. 

National Geographic skips infomer- 
cials but uses direct response because 
"we're fortunate to have great film 
footage to show," said home video di- 
rector Bob Potter, appearing on a 
SIVA panel. "Once you get the first or- 
der, the hard work really begins in a 
continuity business. Make sure your 
fulfillment effort is equal to your mar- 

Good Guys In Black Leather Jackets. John O'Donnell of Central Park Media, 
center, poses with other founders of Media Industry Motorcyle Enthusiasts who 
will ride to raise money for charities. He's joined, from left, by Dan Hirsch of 
Famous Artists Agency; Masumi Homma of Venture Group International; Lewis 
Gersh, law student and son of publicist Richard Gersh; and Jerry Ade, Famous 
Artists. New York -based MIME plans to hold its first event in late summer. 

keting effort." 
Smithsonian Video's Terrance Afer- 

Anderson got plenty of marketing help 
from "Jurassic Park" for the museum's 
"Dinosaur" cassette. The museum 
tested the offer in a 60,000 -piece mail- 
ing before rolling out to 1 million 
homes. Because Smithsonian spent 
$250 on direct mail, "Dinosaur" 
couldn't be pegged below $19.95. Afer- 
Anderson, who has 12 titles in a 3 -year- 
old catalog, said his biggest competi- 
tion "are the other Smithsonian videos 
I don't control" -those the museum 
makes. 

Marian George of Reel Produc- 
tions, which did "Hot Country Danc- 
ing," considers infomercials "only the 
first step of an integrated marketing 
campaign, which should include TV, 
print, and radio." Her big concern: 
cost per order. "[It's] your barometer 
of success." CPO should be kept un- 
der $10 per order; if it starts rising, 
reposition the product or pick an- 
other outlet, she says. 

With success comes the need for a 
production, fulfillment, sales, and le- 
gal team, she said. "You have to be in- 
tensely involved, day in and day out." 

Paramount Gains 

Cap Cities /ABC 

Vid Publishing 
BY SETH GOLDSTEIN 

NEW YORK -WEA is losing a ma- 
jor video account just weeks after 
gaining the Maier Group, which is 
being acquired by A *Vision (Bill- 
board, May 21). 

Capital Cities /ABC Video Pub- 
lishing announced it was moving to 
Paramount Home Video effective 
July 1, leaving WEA with a revived 
LIVE Home Video and a rapidly 
expanding A *Vision as its prime 
vendors. Paramount gains a fledg- 
ling venture, just a year on the mar- 
ket, that will strengthen the studio 
where it has been weakest: special 
interest programming. 

ABC Video has tapped its net- 
work parent for a soap opera cas- 
sette series and Cap Cities -owned 
ESPN for a line of sports and phys- 
ical fitness titles. Meanwhile, ABC 
Video is launching its Summa movie 
label (originally called Signet) that 
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