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This PDF book is designed to help you get started in the Special Interest Video market.
We are going to cut through the hype that surrounds this market. We are going to
approach thislike areal business and not like a“ get-rich-quick” scheme.

There are videographers making money at producing and selling their own special interest
videos (SIV), including myself. But, | am going to be honest with you, not everyoneis
successful. Thisiscommon in any business environment, not just the Special Interest
Video market. For every business person that is successful, there are dozens who are not.

| have found alot of websites (and some videos and books) with the focus on how you
can make BIG money from producing DVD videos. They state that you can quickly and
easily produce very profitableinstructional DVDs, even if you have no experiencein
video productions. They talk about how lucrative thistype of businessis and anyone can
doit.

Then they focusin on how you can make $100,000 or $250,000 or even $500,000 a year.
They will even show you some examples, where if you produce avideo and sell it for
$39.95 and you sell 100 copies a month you' || make $3995.00 amonth. In one year
you' [l make $47,940. And wait! If you produce 5 videos and you sell 100 copies of each
video per year you can make almost $240,000 in just one year. And they go on and on.

While this can be true, they make it sound like it’s going to happen automatically. They
go on to over simplify the process of marketing your video. Their pitch isto simply set
up afree or low cost website and watch the money roll in. Or, sell your videos on Ebay
for $50 or more and you can sell hundreds of copies each month. Remember, al of this
with no experience necessary.

All you have to do is get out your video camera and get out your credit card so you can
purchase their package for $200 to $400 which will show you how to get started in this
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lucrative business. Sometimes they will even throw in afew bonus DV Dsjust to get you
to buy now.

Guess what? They are the ones making big money off of you.

Now, | am not saying they don’t have some good information, but it tendsto get lost when
the focus and talk is about how easy it isto make money in this market. When you get the
materials, generally the information will be presented in such away that you will be
excited about this market and all the money that can be made and how simpleit isgoing
to be.

So can you really make money with Specia Interest Videos?  The answer isYES.
However, thisisarea business and you need to treat it as abusinessif you are going to
succeed. You need to cut through all the hype and wipe the dollar signs from your eyes
before you begin.

In order to understand the SIV market and learn how to succeed in it, we are going to look

at both the successful producers and the producers that were not successful. Luckily, |
was fortunate to be one of the successful ones.

TheEarly Years

We are going to start by looking back to the early 90's when the Special Interest Video
market started heating up.

Producing Special Interest Videos was so hot at the time, you could find videos, books,
magazine articles, even seminars and workshops on the subject. While most of these
sources provided some good information, the information tended to get lost in al of the
talk of the easy money to be made with Special Interest Videos. A lot of these sources
also tended to over simplify the whole process. (These problems still exist today).

Most of the time marketing the Special Interest Video was also glossed over or again, over
simplified. Their advice was all you needed to do was send in press releases to the
magazine on your video or to run asmall classified ad in the newspaper or to set up an
Internet website using one of the free web hosting servicesthat are around. The few that
did talk about using direct mail or running adisplay ad in a magazine, tended to give very
vague information which never really explained what wasinvolved.

Because of al the excitement surrounding the SIV market back then, alot of people
became disillusioned and started putting out videos on awide variety of topics. Many had
no appeal to anyone other than themselves. Thiswastheir big mistake.
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They were putting out videos such as these:

How to Have Yard Sale

How to Find Treasures at aYard Sale
Detail Your Car Properly

How to Pack a Picnic Basket

The Proper Way to Shampoo Carpets
50 Household Cleaning Tips

How to Care for Your Hamster

The Proper Way to Shine Shoes

And my favorite....
Tips on Cleaning aHorse Stall

Thelist goesonand on.....
| am not kidding! These are actual titles of videos that people produced and everyone of

the producers honestly thought their video was going to be a goldmine for them.
Unfortunately, these videos never sold.

My First Video

Thefirst video | produced was on How to Upgrade Your Tandy 1000 Computer. The
Tandy 1000 computers were not 100% PC compatible and the upgrades were not always
straight forward. Inthisvideo | showed people how to install the various upgradesin
their computer.

Tandy had 16 models of the Tandy 1000 and the upgrading could be different depending
on the model. The video covered topics such has how to install hard drives, memory,
sound cards, video cards, etc. When the video wasfinished | sentitinto several
computer magazines. Some were general computer magazines and some were specific
magazines for the Tandy Computer. The specific Tandy Computer magazines loved the
video and it got some great reviews.

However, the general computer magazines didn’t respond. Except for one. | got acall
from the editor and he laughingly said that | had missed the market entirely and that | had
made a big mistake producing avideo on the Tandy 1000 Computers. Hetold mel
should have made a video for the PC market. He said the Tandy market was so small, I'd
never sell any videos.

All | can say was, hewaswrong. Inthefirst year we sold over 2500 copies of that video
at $39.95 each. We brought in around $100,000. 00 in sales. (NOTE: | did not say profit.
| said sales.) Not too bad for someone who missed the market entirely. What was
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interesting was that later in the year, | got a call from that same magazine asking meif |
wanted to advertise the video with them. They said the video would be perfect in their

magazine. | laughed to myself and declined. Frankly, it was better for me to spend my
advertising dollars with Tandy specific magazines.

| noticed about 6 months after our video came out several other people came out with
videos in the PC market. A few months later they were gone. | called one of them and
talked to the gentleman who produced the video. He said that he had seen our video and
thought they could do it better by making it for the general PC market. He wanted to sell
it to every PC owner out there. The problem wasit didn’t sell.

He said that he realized he made a major mistake when amost every person asked him if
he had a video on their specific computer. When he would try to explain that the
information in his video would help them perform the upgrades they were looking to do,
they still passed on purchasing hisvideo. Plain and simple, they wanted information on
the brand of computer that they owned. Hisvideo was just too general and not specific
enough to any one computer brand.

Now think about this. Let’s say you had a Sony Z1U HDV video camera, which would
you buy, avideo that would cover general video camera operations or a video that was

specifically for the Sony Z1U? Almost every owner would buy the video for the Sony

Z1U.

You would think this would be ano-brainer, but alot of people who have gotten into
Special Interest Videos miss this point. Some of the most successful Special Interest
Videos are on very specific topics.

| have read posts on the Internet from self proclaimed expertsin the SIV market, saying
that unless the market isahalf amillion people or larger, you'll fail. Thisisfalse. When
we came out with the video on the Tandy 1000 Computer, the magazines we advertised in
were only reaching 80,000 people. Where as the gentleman that produced a video for the
general PC market was advertising in a magazine that hit close to 1 million people, and he
was hardly selling any videos.

Again, the difference was our information was very specific. It was on the Tandy 1000
Computers and that market was large enough to provide us with a base of people to be
successful with.

Some of the SIV producers that didn’t make it were ones that let their egos set them up
for failure. They were producing videos on topics that they thought people would want
information about based solely on their own opinion. They didn’t research the market to
seeif there was a need for the information. They let their egosrule. They wanted to
produce a video and make aton of money. They were blinded by dollar signs and they
couldn’'t seeif there was aneed for their information. Hereisan example.
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Now don't laugh, but one lady produced a video on making your own cat toys. | am not
kidding. Shefelt that since she liked to make her own cat toys for her cats, that other cat
owners would too. She spent alot of money on advertising over a 6 month period of time
toonly sell 3 or 4 videos. Needlessto say she was very disgusted with Special Interest
Videos and spent agreat deal of time on the Internet venting her frustrations. (Thisis
why | take what most people say about a product on the Internet with agrain of salt).

She sent me a copy of the video to watch and to see what she did wrong. The production
values were great. However, it was obvious she hadn’t thought about the market. The
video taught you how to make these cat toys for about $5 to $6 each. They took about 20
to 30 minutes each to make. After watching it | thought, you can buy acat toy similar to
this for about $3 at the store. Why would anyone spend $30 on a video to show you how
to make a cat toy at home for more money than it cost to buy the cat toy at a store?

When | asked her that question, well, let’s just say she didn’t respond too well. It was
obvious she hadn’t thought about that.

There was one husband and wife team that | knew who actually took early retirement
from their jobsto cash in on the SIV market with avideo titled, “How to Organize your
Garage’. They figured it would be a sure winner since most people complain about
having to clean out the garage and keep it organized. They felt their video would show
them how to get it organized once and for all, and have fun at it. Asyou can guess, it
flopped.

They weren't alone with their SIV failure. Other people who got caught up in the fad
started using the Internet message boards and newsgroups to vent their frustrations. |
remember one website that had a message board dedicated to producers of Specia Interest
Videos. While some good information was passed back and forth, it quickly became a
place to complain and bad mouth the SIV market. It didn’t take too long before the
Special Interest Market started getting abad name.

While all thiswas going on, some producers, such as myself, were making good money
from Special Interest Videos. So how did we succeed, while so many others didn’t?

The answer issimple: We didn’t fall for the hype, but treated thisasareal business
and selected topics where there was a need for theinformation.

In al those articles, videos, seminars and workshops, there was some good information
mixed in with all the hype. The problem was, most people didn’t focus on the good
information, they got caught up in the excitement and saw dollar signs before their eyes.
They only focused on how much money could be made and not how to make it.

| attended one of these seminars and saw thisfirst hand. While the seminar had alot of
good business information, most of the people in the room focused only on the money
they could make. During the breaks, | talk to some of the other people at the seminar and
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thefirst thing | noticed was the dollar signsin front of their eyes had affected their
hearing.

For example, | met aguy named Harrison, who | kept in touch with over theyears. The
only thing Harrison could talk about was how he was going to quit hisjob and do this
fulltime. When | asked him what the topic of the video was that he was going to produce,
hereplied it didn't matter. He was going to make aton of money.

He then, very excitedly asked me, “Weren't you I listening to them? You could produce a
video on anything and it will make you afortune.” Wrong! The truth was | was listening
and they never said that.

They were stating, that with the right topic, for which there was a demand for
information, you could do very well with avideo on that topic. You would need to
market it correctly, priceit so it would sell and if it sold well you could make a nice
profit. However, because of the way the material was presented, most people were not
paying attention to these little details. The seminar was presented in such away that you
would be all excited about this market and all the money that could be made and it was
going to be simple.

When the seminar was over, | went to dinner with several people, including Harrison. All
through dinner, the only thing they could say was “Make a video, make $250,000".
Whenever | started talking about good topics for a video or marketing the video, the
general response was “Don’t worry about it. Just make a video and you' [l make aton of
money”. It was obvious, once these people heard how much money could be made, they
tuned out everything else that was said during the seminar.

Harrison did take early retirement and after about 6 months he proudly sent me hisfirst
video with aletter saying this was the one. It was going to be agoldmine. He expected
within four years to have made amillion dollars for thisvideo. In hisletter, he said his
wife was going to taking early retirement too, so she could handle the video duplication
and fill the orders.

So what was his million dollar video on?“How to Build aWork Bench for Your Garage”.
| am not kidding!! Needlessto say, it flopped.

Not only was it on a bad topic, but he didn’t really market it. Harrison told me he took
two classified ads out in alocal newspaper. You know the ads, three lines for three days
for just afew dollars. That wasit for his marketing.

Harrison never sold asingle copy and he was one of thefirst people | saw on the internet
bad mouthing the SIV market.

Harrison was just one of the many people | knew who failed in the SIV market.
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However, at the same time, there were people who were making very good money
producing Special Interest Videos. People were producing videos such as“How to Use
the Panasonic M X-50 mixer” and “Video Tour of Gettysburg Battle Field* aswell as how
to train dogs, how to train horses, home remodeling video, exercise videos, learning
videos for kids and the list goes on and on. | was producing videos on how to upgrade
different models of Tandy computers. We were all making agreat deal of money with our
videos, simply because we didn't listen to al the hype. We had produced videos on topics
that people really wanted more information on and we put alot of effort into marketing
them.

By the mid to late 90's the SIV market started to cool down. During the late 90's severa
people approached me to buy out their SIV businesses, which | did. To name afew, they
were Steve Bolander of VideoCam Productions, Mike Yeager from Knowledge Path
Videos and several others. The number of people producing Specia Interest Videos for
videographers had dropped down to just a couple of us.

This cool down in the market wasn't happening only in the videography market, but in
other marketstoo. Fewer and fewer people were producing Special Interest Videos.
Some of the ones that were, were looking to get out of the market and move on to other
things.

Fast Forward To Today

A lot has changed since the 90’s, especially in the way you can market your videos.

Today it’slike being on the ground floor of the SIV market all over again. We are starting
to see anew surge of videos coming for videographers and other markets. We are seeing
anew group of people producing Specia Interest Videos and they are profiting from
them.

First and foremost, producing Specia Interest Videos is a business, not a get rich scheme.
Those who succeeded didn’t have dollar signsin their eyes, they approached the Special
Interest Video market as a business and the money followed. They approached the market
with the intent of providing information that people wanted or demanded. That was a key
statement so let me repeat it one more time.

They approached the market with the intent of
providing information that people wanted or demanded.

Thingsto Consider When Selecting a Topic For Your Special | nterest

No matter how good the production is or how much effort you put into marketing, if
people aren’'t interested in the topic of your video, it just isn’'t going to sell. It'sthat
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simple.

When selecting atopic for your video, it can be helpful if you have an interest in the
topic. Thiswill makeit easier for you when you produce the video. For example, let’'s
say you are into model railroading and decide to produce a video about model railroading.
You will have agreat deal of information into the model railroading market that will be
helpful to you, such as:

You aready have some knowledge about model railroading.

You know what magazine and books are out there for model railroaders.
You probably know about websites for model railroaders.

You probably know other model railroaders that you can consult with.
And you probably know what other videos are on the market.

Thisinformation will be beneficial to you as you produce and market your video.

On the other hand, if you are amodel railroader and decide you want to do a video about
painting with watercolors, something you have no knowledge about, it might be a
problem for you. Unlessyou enlist the help of people who are knowledgeable about
painting with watercol ors and who know the market.

Choosing the right topic for your video, can make the difference between success and
failure. Earlier | listed afew videosthat didn’'t sell too well. Now, here are afew
examples of video that HAVE sold very well:

Training Your Rottweiler

Winning Horse Show Techniques

How to Video Tape Legal Depositions

HandsOn Guide to the Sony Z1U and FX1 HDV Camcorders
Basic Photography - Getting to Know Your Nikon Camera
Wiring Tips and Techniques For Your Model Railroad
Learning to Paint with Watercolors

Training Your Quarter Horse

The onething all of these videos have in common isthey are geared toward people’'s
hobbies or interests, AND they have a market that is large enough to support the need for
avideo. Although these markets may not seem large, they are large enough to support a
video on a specific topic.

The best selling Special Interest Videos have always been on specific topics that people
want to learn more about or something they need training in. In other wordsthey are
videos for a market niche.

| know some people reading thiswill turn their noses up at working in amarket niche.
After all, they want to hit the big markets and make aton of money. Don’'t we all? The
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problemis, they usually don’t have the resources or million dollar budgetsto advertisein
abig market (I.e. National TV, major national magazines, etc.) and therefore they end up
going nowhere.

You can be very successful producing Special Interest Videos for smaller markets. A lot
of successful SIV producers create videos for the niche markets.

Research Your Topic

Before you begin any special interest video, it’s best if you do some research by finding
out if there is amarket for the information.

Back in the early 90's all the videos on producing SIV’s said to look at books and
magazine for topics that would make a good video production. While this adviceis still
valid, times have changed and you need to do alittle more research than that.

Here are some ideas for researching the market and what you should find out.
. How large of amarket isit?
. What is the age break down of this market?
What is theincome level of the consumersin this market?
. How much do they spend in this market?
. Where are they located?
. What type of products do they use in this market?
. What is the experience level in this market?
Arethey mostly beginners or are they intermediate or experienced?
8. Isthisaseasonal or year around interest for most of the people?
Example, Snowmobiling isalittle hard to do in the middle of summer.
9. Arethere other videos in the market already?
If so, don’t worry. | will explain later.
What is the price of the videos on the market?
10. Isthisahobby, recreation, business market, etc. What type of market isit?
11. Arethere magazinesfor this market?
12. Arethere Internet sitesfor this market?
13. Will people pay for thisinformation?
14. Arethere books on thistopic?
15. How many people can use and will want thisinformation?

~NOoO A WNE

The more information you have on the market, the better educated decisions you can
make.

If there are magazines for this market, visit their websites. Seeif they have circulation or
demographic figures on their website. If not, either email or call them. Most magazines,
through their own research, have complied demographics on their readership. Explainto
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them that you are coming out with a product and you would like to get some information
on advertising, circulation figures and demographics.

Next, see about buying afew back issues of the magazines. Thisway you can see what
their articles are like, who is advertising and what size ads advertisers run.

Then start searching the Internet for websitesthat arein your market. Search for other
books or videos on the topic you are thinking about. 1f there are other videos, keep track
of how long the video is, what exactly it covers and how much it costs.

Back in the earlier days of Special Interest Videos, there were two popular waysto find
out if there was amarket for avideo. Thefirst way, wasto run asmall test ad, usualy a
classified ad was recommended. If you got enough orders for the video, theideawasto
hurry up and produce the video, while sending out a letter to the people who did order,
that the video was delayed and would be coming out shortly.

Thisit NOT recommended

Too many people got themselvesinto hot water thisway, by either taking too long to
come out with the video, which angered alot of customers, or, they never got around to
producing the video at all, which was even worse.

The second way wasto run asmall ad, again usually aclassified ad, offering afree report
onthetopic. Thisreport could be afew pageslong and usually wasn't too detailed. This
method allowed people to seeif there was enough interest and they could build a mailing
list of people who did show interest. The problem with this method was, it only showed
the people wanting free information. It didn’t show the people that would pay for the
information. A big difference!

One gentleman mailed out around three hundred free reports in a three month time frame.
He produced the video, advertised in the same magazine where he ran the free report, and
mailed out aflyer to all the people that requested the free report. Hisresults after about
three months was around five videos sold.

So why did the video fail, when the report did so well? The report was free. People
didn’t want to pay for the information, but for free they would takeit.

Find out as much as you can about the market you want to produce avideo for. Do your
research BEFORE you start shooting your video.

Spend some time on message boards on the web. Ask some questions. Find out if there
would be any interest in avideo you are thinking about making. You will get almost
instant feedback.

Also, read the messages that are being posted. Sometimes you can get some great ideas

Page 10
© 2007, Studio 1 Productions Inc.



for videos that way. | know of one gentleman who did just that. He was on several
message boards or forums in the online Corvette communities. He came out with several
videos on maintaining your Corvette, all based upon questions he saw that were being
asked over and over again. He simply looked back through the old messages on the
forums to see what questions people had on aroutine basis. (Most forums have away to
do this). He compiled alist of questions, did some research, and produced several videos
which he sells online and through dealers.

For those of you who are going to produce a video on a certain piece of equipment or a
software package, you can see how popular the product is by using Ebay. Simply goto
the Ebay website and search that piece of equipment or software. For example, let’s say
you want to do avideo on the Canon Rebel XT digital camera. Do a search for that
cameraon Ebay. When | did thison the day thiswas written | got over 1500 listings for
thiscamera. (Not accessories but the cameraitself.) Thistold methisisavery popular
camera and a video on this camerawould do well.

During your research, if you find the topic isn't interesting to alarge enough market, you
may want to reconsider producing that particular video. Now, let me say this. Some
Special Interest Video producers understand they are working in avery small market and
that selling only afew copies of the video each month is fine with them. | have found
these videos usually support aproduct or offer aservice. They are not relying solely on
this video to support them.

Selecting a Topic

When producing your first special interest video it is aways best to produce one on a
topic that you have knowledge about.

While there are thousands of topics out there to produce a video about, we are going to
take a quick look at three topics that people tend to think of first, although they have some
special thingsto consider.

First Topic.

Travel Videos. From what | have learned is: don’t make them unless you are contracted
to by an outside firm. Too many special interest video producers have tried to make travel
videos and rarely does one succeed with them. In our research, not too many people buy
travel videos, they rent them or borrow them from alibrary. There are exceptionsto this.
For example, let’s say you are going to produce a video on a popular tourist destination.
Before you begin full production, talk to the merchantsin the area and see if they will sell
your video. You may need to show them some sample footage or atrailer of the video.
Unless you have a marketing outlet already set up, you may find it hard to sell themina
general market.
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Also, please don’t try to turn your vacation video into atravel video. That isgeneraly a
disaster. If youreally feel strongly about producing atravel video, then do it right. Planit
out. Do it correctly. Watch other successful travel video series and pay close attention the
production values and the camerawork.

Second Topic.

You have come up with an ideato produce avideo on a particular software program.
Let’s say you want to produce a video on Adobe Premiere, the video editing software.
While these types of Special Interest Videos often sell very well and you can make a great
deal of money with them, their time in the market islimited. Assoon asthe software
company comes out with anew version, you will find your sales taking a nose dive.

The best way to prevent this from happening, isto lay out your video so you can re-edit it
quickly and easily to add the new features of the software program to a new version of the
video. Whilethistakesalittle bit of planning on your part, it will be well worth it in the
long run.

Third Topic.

Equipment Videos. These are very popular and profitable. If you produce avideo on a
video camera, your video will tend to have alonger shelf life even after the camera has
been discontinued. Thereasonis, thereis usually a secondary market or used market for
older cameras. Case in point, my company has an instructional DVD for the Sony V X-
1000 and V X-2000. Even though both of these cameras have been discontinued for a
while, the video is till afairly good seller for us as people are buying these cameras on
the used market.

You probably have seen a new camera come out and within amonth of it's release avideo
isout. Most of thetime, the producer has everything ready to go so when the camera hits
the market. All that isleft isto produce avideo and they are all set.

If you are planning on coming out with avideo on anew release of acameraor software
package, it's best if you have as many things done before you start production. Thisway
as soon as the camera or software is released, you will only need to concentrate on the
production and editing of the video.

What about test marketing? How do the know the video will even sell? In this case, this
isacalculated risk the producer makes. If the video ison apopular software package or a
cutting edge camera, the odds are it will be a popular video. For example, when Sony
released the FX-1 and Z1U HDV cameras there was so much buzz about them on the web
before the cameras were released, that the odds were a video on these cameras would be a
hot video. Shortly after the cameras came out, the video was released and sales for the
video were fantastic.

If these cameras had been geared toward the consumer market, where camera models
change almost every year, chances are the video would not have done too well. But,
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instead these cameras were geared at the semi-pro and pro markets where they generally
have alonger life in the market place.

If you decide to do avideo on avideo cameraor digital camera, don’t do avideo on the
lower end consumer cameras. Most consumer digital cameras or video cameras are
designed to be a point and shoot type camera. The higher end digital SLR cameras and
the higher end video cameras are going to have so many features, that most people will
want some type of instructional video to help them get up to speed, instead of reading a
confusing manual.

Test Marketing

Test marketing your video or researching an ideafor avideo isalot easier today with the
help of theinternet. There are newsgroups, blogs, forums, message boards, web sites, etc.
that are all good placesto get feed back to avideo you are planning on producing. You
can post comments or questions on the topic of avideo that you are thinking about
coming out with. You can read messages and see what people have questions about and
determine whether or not a video might be needed. |’ ve seen some people come right out
and say they are planning on producing a video on atopic and then ask for input on what
should be covered.

When testing an idea on the Internet just make sure you are posting on message boards,
newsgroups and blogs that are in your market. Also, you should post to more than one
message board. The more feedback you get, the better you will be informed as to whether
or not you should move ahead. With the internet, you should know within afew daysto a
week, whether or not there is enough interest on the topic you are planning a video for.

Another way to test market your ideafor avideo isto set up awebsite, either about the
video or on the topic of the video. If you go thisroute you will need to do alittle
marketing of your website in order to get the word out there and it may take longer to get
the feed back you are looking for. More on internet marketing later on.

Some people prefer not to do any test marketing, asthey don’t want the idea of avideo to
leak out before they come out with it. Thisway, no one else will beat them to the market
with asimilar video. Thiscan beavalid point. However, if you ask questions or make
comments on message boards or newsgroups about the topic, chances are you won't tip
anyone off.

Not everyone isinto test marketing. Others| havetalked to felt that based on the
information and questions they are seeing on the web, that a video on a certain topic
would do well. To their credit, most of them have been correct. Casein point, the video
on the Sony FX-1 and Z1U.
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Whether you choose test market or not, we suggest you do some market research before
producing your video. Again, the Internet is an excellent place to do your research. Don’t
overlook books and magazines. A trip to the local book store or magazine shop iswell
worth your time, even if you are using the internet for research.

M ar ket Research

If you are going to do avideo on organic gardening, make sure you contact all of the
magazine publishers of gardening magazines. Have them send you amediakit with the
demographics of their readership. You will find awealth of information on the market as
awhole. Inaddition, pay close attention to the magazine publishers who feature organic
gardening, since that iswhat you are thinking about producing avideo on.

| recommend trying to get two years worth of back issues, or at a minimum one year’s
worth. Thisisespecially trueif you are going to advertise in the magazine. You may
have to pay for them, but it isa small price to pay for the amount of information you can
obtain.

Now some of you might be thinking, why bother with back issues of a magazine
especially with al of theinformation on the web?

There are many reasons and we will get started on that topic right now.

First, when you get the magazines start going through them and see what topics the
articlesareon. They will provide you with awealth of information and ideas for topicsin
your video.

Second, grab some paper or make a spreadsheet of the following information:

1. Makealist of the number of pagesin eachissue. Thiscan show you if the magazineis
growing, shrinking or holding steady with regards to the size of the magazine. You can
seeif the magazine gets smaller during certain times of the year. If so this can indicate
when the slow season is for the magazine and for this market. This can help you adjust
your marketing efforts. Whether or not you plan on advertising in the magazine, it helps
to know when the slow season isfor a particular market. Most businesses have a slow
season or slow time of the year.

2. Makealist or a spreadsheet of the number of advertisers each month and the ad sizes
each month. Below isasample of what | am talking about.
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#
of1 Adveris Full 2/3 1
# of Page ers PagellAds| PagellAds | Page
1/1/2006 64 36 7 3 ¢
2/1/2006 72 36 7 3 ¢
3/1/2006 72 44 9 5 1
4/1/2006 80 54 12 8 1
5/1/2006 96 62 16 7 1
6/1/2006 96 66 16 7 2
7/1/2006 96 66 17 6 2
8/1/2006 92 60 17 6 1
9/1/2006 80 58 14 2 1
10/1/2006 80 46 12 2 €
11/1/2006 62 34 7 1 €
12/1/2006 62 32 7 1 €

Thistype of information allows you to learn that the months from April to October are the
best monthsin this market. You will see the magazine not only increases in the number of
pages each month, but the number of advertisersincrease, as does their ad sizes.

Most magazines will not give you thisinformation. Why? Because they are going to
want you to sign atwelve month contract to advertise with them. They don’t want new
advertisersto see what the experienced advertisers already know, that the market isvery
Seasonal .

The experienced advertisers already know that their sales drop off in November through
February. So they generaly won't spend their money on larger ads. They will start
downshifting their ad dollars to smaller ads or no ads at all.

Thisinformation also tells you when would be the best time to launch your video into this
market. How many of you would launch the video in November? How about April? If it
was me it would be April just asthe market is heating back up.

Having information like this can help you make informed decisions and it can help you
determine any salestrends. For example, you launched the video in April and over the
next few months the video sold really well. Then comes September and sales start to drop
alittle and even more in October. Then comes November and sales drop to atrickle. You
might start to panic over sales. However, armed with the information in the spreadsheet,
you would know that you are heading into a normal slowdown for the market. This
allows you to adjust your ad spending and other business costs. Plus, you will know
when you have time to start working on your next video.

Also, being armed with thisinformation can help you when it comestimeto run adsin
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that particular magazine. We will discuss that later when we talk about advertising.

3. Asyou are going through the magazine watch for articles that are multi-part. Where
the article spans several issues. Generally, these are articles are on topics that will make a
good video. After dl, if the magazine went in depth coving the topic, it’s usually agood
sign the information isimportant to the readers. Thus, a good topic for avideo.

When doing research for your video, atrip to the local bookstore can be worth while.

K eeping with the idea that you are coming out with a video on organic gardening, check
out how many books they have on the subject. You may even want to pickup and read
some books to expand your knowledge and to be able to offer some different ideas and
tips that you may not have thought of.

Take note how the books written, see how it moves from topic to topic. Thiscan be an
aid for you in laying out the flow of information in your video.

What happens if you go to the bookstore and find 50 books on the topic? |sthe market
saturated with information from the books? Why bother making a video when there are
so many books available? What if there are already a video on the topic?

These are al good questions, so let’s answer them.

First, if you get the bookstore and see 50 books on the topic then there must be a great
demand for the information. After all, book publishers are not going to put out that many
booksif there wasn’t ademand. Have you ever seen 50 books on how to make cat toys?
No.

Second, isthe market saturated with information from the books? Well maybe if you
were righting a book. But you are producing avideo. If there are 50 videos on the market
for your topic, you might want to select another topic.

Third, why bother making avideo with al those books. That's easy! Most people learn
better by watching something being done, than reading about it. With avideo you can
show them something that is being done from several angleswhileit is actualy being
done. A photograph in abook isnice, but watching it being donein avideo is much
better.

Fourth, what if there is already avideo on the topic? Generally, thisis not a problem.
WEe'll say you want to produce avideo on how to use a Canon digital cameraand
someone already has avideo out for thiscamera. You are going to need to make yours
different. There arelots of ways, such as, more in depth explanations of the features.
More examples of each feature. Show different techniquesin using the camera. Present
the information in adifferent way so that iseasier for the viewer to understand. The list
goes on and on.
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Just because there is a video covering the topic you are thinking of, don't let that stop you.
What | found interesting was, afew months after the Sony FX1 and Z1U video came out,
another producer brought one out. Now most people would think, sales would have
dropped. But they didn’t. They actually when up. It made people even moreinterested in
information on this camera. A lot of people told me they bought both videos and |earned
something different from each video.

If it isatopic people are passionate about, chances are they will buy all the information
they can get their hands on.

You have your topic, so are you ready to start production? No, not yet.

M aking Your Videos Specific

Thisiswherealot of SIV producers go wrong. They have atopic for avideo, they’ve
done their research and they make afatal mistake. They make their video very
generalized so it will appeal to alarger group of people. They forget to make sure the
video is specific.

For example, just don’t make avideo on how to useaHDV video camera. Make it on
how to use a specific camera. Always remember, people want specific information,
especialy if it isatraining video.

Hereisarea life example from one SIV producer | know.

Tom decided to make adog training video. The production went well. When the video
was done, he placed ads in several main magazines for dog owners. He had the video
priced at $29.95. Hewas all set to sit back and get rich. But he only got afew orders.

When we were talking one day, | explained to him that he needed to make the video breed
specific. Hethought | was crazy and | know afew of you are thinking the same thing
right now. However, even though you have just narrowed your market down, you have

People want information on their specific breed of dog. Tom wasn’t buyingit. |
explained that each breed of dog has different traits and temperaments, that can result in
different needs and training techniques that need to be used during the dogs training.

If someone owns a Rottweiler, then they are more likely to buy videos that show a
Rottweiler being trained. Wouldn’t you? Tom still wasn't convinced.

To prove my point, Tom and | went to dog obedience training class. When the question
was asked, everyone said, they would prefer to watch the same breed of dog that they
owned, being trained on the video.
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Several people pointed out that they wouldn’t buy abook on training a Beagle if they
owned a Rottweiler and for them, the same held true with videos. Seeing the same breed
of dog that they have being trained, brings up the value of the video in the eyes of the
customer. Bottom line, people want and will pay for specific information.

Next we showed them a few minutes of Tom'’s video showing a German Shepherd being
trained. Then we asked everyone if the video was worth $29.95 to them. Not even the
lady that had a German Shepherd thought the video was worth $29.95. Now | have to
admit | was alittle confused at this point. The woman with the German Shepard | thought
would be at |least interested in the video. When asked why she wasn’t interested she
replied she would pay double if the video was about German Shepherds. Tom and | were
alittle surprised, but I quickly realized that even though she saw a German Shepherd in
the video, thetitle didn’t reflect that. Therefore, she didn’t think the video would apply to
her.

Almost everyone there said, they would have no problem paying $39.95 for avideo on the
breed of dog they own. That's $10.00 more than what Tom's video was selling for.

After that, Tom went back and pulled the video off of the market. Since the original video
was shot using a German Shepherd, he changed the title of the video to The Easy Way to
Train Your German Shepherd. He kept his ads in the same magazine, he ssmply changed
to ad to appeal to owners of German Shepherds.

The first month the new ad hit, sales took off and he was planning more videos each one
covering adifferent breed. It paysto make the video specific.

This brings us to the next subject...

Produce More Than OneVideo On The Topic

If the topic and material allows, spread the information out over several volumes. It’'s not
aways possible or practical to do that, but if the material will allow it you might think
about it.

We will use the dog training video as an example. With thistype of video you could
break the training down into several volumes. Hereisan example:

Basic Training For Your German Shepard
Intermediate Training For Your German Shepard
Advanced Training For Your German Shepard

You will not only increase your dollar income by spreading out the information over
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severa videos, but you are actually building more value into your videos. Tom's
customerstold him they like seeing several examples of each training step, especially
when shot at different angles. When he re-edited the footage showing the training from
different angles, the video became a three hour video. Tom then decided to create three
one hour videos which has worked well for him.

The more videos you have on a particular topic the easier it isfor you to spread out your
marketing cost over several videos and this can increase your profit.

For example, each of Tom’s videos sell for $39.95 each or all three for $99.95. Some
people will only buy each video asthey need it, however with our experience, aswell as
Tom'’s, most people will buy al three volumes at once.

When deciding whether or not to create multiple volumes of avideo, you need to be
realistic about it. Don't do it thinking it will make you more money. You need to have
the information to fill multiple volumes. If you don’t have enough information on the
topic, then keep it in one volume.

I’ ve seen one SIV producer try to stretch out the material, just so they could make two
volumes. They added alot of fluff material just to pad out the video time. The end result
was, the video was so slow and boring, it didn’t hold the viewer attention and they got a
lot of complaints about it. They ended up re-editing the video back into one volume and
it went on to do very well for them.

Keep Producing Videos

While you are working on your first video, keep notes on a second or athird video. The
way to make money in this market is to have more than one video to sell. The more
videos you produce, the more money you can make. Each video will add to your overall
profit.

Thisis ONLY an example, if you produce only one $39.95 video and you sell only one
copy aday at 365 daysthat equals $14, 581 in sales.

Now, if you produce five videos and they each sell for $39.95 and you sell one copy of
each video aday (or five videos a day) for ayear you would make $72,908 in sales.
That’s not too bad. If some of the videos you were selling are multiple volume sets, you
could be making even more.

| know of quite afew SIV producers who easily make asix figure income from just the
couple of videosthey have. Thisisnot to say you will, but you might. All I am saying it
there are people doing it.
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A lot of people enter this market with very unrealistic expectations. They truly expect to
make amillion dollars off of their onevideo. | am not saying it is not possible, | am just
being realistic when | say, don’'t expect it.

Now you could be one of the lucky ones and create avery big seller and make alot of
money off of just onevideo. But the truth is, the more videos you produce the better your
chances are for success. Again, | am just being redlistic.

Keep in mind that not every video is going to have high sales numbers. That’s okay, your
are building a business and remember, Rome wasn’t built in aday either.

Thetitle of thisbook is“A Business Approach” to Special Interest Videos. So we are not

going spend alot of time on the production side. We are only going to give you some tips
and some things to think about.

BEFORE You Sart Production

So you are now ready to start production. Here are afew tips that most people overlook
when producing an SIV tape.

1. Alwayskeep thisin mind, you are producing a Special Interest Video that provides
good information for the viewer. You are not producing “Ben Hur”. There are no chariot
races or the need for a cast of athousand extras. Too many SIV producerstry to turn their
videos into a major motion picture. You are not working with a $50 million dollar budget
(if you are, call me!), so don't try to create an epic film. Keep things ssimple, clear and
concise.

2. Savetime during production and editing with pre-production. Don’t bein ahurry to
jump in and start shooting the video. Create a storyboard or an outline of the video. Use
this to write down the shot you want do and what you want to cover with that shot. By
creating a storyboard or outline of your production, you get a chance to see what
information the video will contain and you can make sure that you are covering all the
topicsin the correct order.

You don’'t need to create a storyboard as detailed as the kind they use for a Hollywood
movie. Your storyboard or outline can be done on 3 x 5 cards with just a quick couple of
notes as what you want to cover in the shot.

| know creating a storyboard or outlineisapain, but it can be areal time saver during
production asit gives you aroad map for shooting the video. There are alot of thingsto
remember during production and post-production. With aproper outline or storyboard,
you will reduce the chance of forgetting a shot or forgetting to edit in a scene.
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3. During pre-production, make a check list of everything that you will need and know its
location. Organization isthe keyword here. The more organized and prepared you are,
the less problems that will crop up during production. You would be surprised at the
horror stories|’ve heard over the years, all because people were not organized when they
werein production.

4. Rehearse. Rehearse. REHEARSE! Don't just try and wing it on camera. If you are
interviewing someone, go over the questionsin the order you will be asking them. Let

them rehearse their answers. The entire production will look better as you or your talent
won't be standing there going “uh” before every question while they think up an answer.

5. Turn off thered tally light on the video camera or cover it up with asmall piece of
black tape. Some people are distracted when they see the red blinking light. It can aso
make the talent tense up, asthe red blinking light is reminding them that they are “on
camerd’. Also, don’t shove the video camerainto someone'sface. Keep the camera back
and zoom in alittleif you have to. Remember, you need to keep the talent comfortable,
evenif you arethe talent.

6. We alwaystry to make two masters of the raw footage at the same time. Put the video
tape in the camcorder and connect the output from the camerato arecording deck. This
will give you two copies of the original footage in case there are any dropouts or problems
with a scene you will have a second copy to fall back on.

7. Try to monitor the sound during production. Thiswill alert you to any problemswith
the audio, such as dropouts, static or hissing. It isaways easier to re-shoot a scene while
everything is setup, than to re-shoot at alater time.

8. Don't cut corners with the audio and try to use the on-cameramic. Thisisthe biggest
audio mistake that new SIV producers make. Use a shotgun mic, aboom mic, awired
mic or awireless mic system. Your customers must be able to hear what is being said
clearly. | have seen too many good SIV tapesthat were ruined, because the producer
used only the on-cameramic and the talent could not be heard. Audio quality isas
important asthe video quality.

9. Do acomplete system check to make sure you are recording the video and audio. This
is something that should be done before each scene.

10. During aproduction or when you are doing post-production is not the time to play
with anew camera or piece of equipment. Thetimeto do thisisbefore or after the
production. Too often a producer gets sidetracked in learning how to use a new piece of
eguipment and this can delay the production of the video.

11. During production try to keep distractions to aminimum. Here are afew examples:
A) Take the phone off the hook.
B) Keep the number of peoplein the room down to a minimum.
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C) Keep disruptionsto aminimum. If you are shooting at home, enlist the help of
afriend or relative to take the kids or pets while shooting.

D) Keep the temperature of the room cool or colder than normal. When the lights
come on, the room will get warm real fast. Asthe room warmsup it can make
everyone on and/or off camerato become uncomfortable and distracted.

12. If you are shooting over two or more days, remember to keep wearing the same color
clothes. | once watched avery good SV tape, but the one thing | noticed wasin the
opening, the woman had a blue shirt on, then in the next scene she was wearing awhite
shirt. Throughout the video, her hair style changed once and she had worn five different
shirts. Whilethisisnot a Hollywood production, take alesson from Hollywood, watch
the wardrobe. Also, dressnicely. Don’'t go on camerawith at-shirt that says“Beer Time”
or something like that.

The Production

| am going to assume you know how to shoot and edit. If you don’t please get some
instructional videos, such as How to Shoot Super Videos (available from
www.studiolproductions.com)And practice, practice, practice before you begin your
production.

If you just got a new camera or piece of equipment, now is not the timeto learn how to
useit. Make sureyou are familiar with all of your equipment and how the camera
responds under different lighting condition before you begin your production. The last
thing you want to is have your talent or people who are helping you, standing around
while you learn how to use something. This may seem obvious, but | have seen this
happen on a set before.

If you don’t know too much about shooting and editing, you might consider hiring a
professional videographer .

Another optionisto contact alocal community college and talked to the person in charge
of the media department. They can usually recommend some students, which in turn will
shoot and edit the video for practically nothing. | know of afew people who have
successfully donethis.

One SIV producer, Nancy, who came out with a series of videos for the ceramic market
used two local college students to shoot and edit her video. They were thrilled to do it.
They did it for $200, screen credits, plus pizza and soda. She was the on screen talent and
sat in with them on the editing. It worked for her, she went on to produce ten videos with
the two students.

On Screen Talent
Once again don’'t overlook the local collegesfor talent. Another source can be actors
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from local theaters or playhouses. Most of the time you can find talent for little or no
money. Most of them want screen credits and a copy of the video that they can use as part
of their resume.

When it comes to on screen talent, make sure you get a signed talent release from
everyonethat ison camera. If the video takes off and becomes a best seller, having a
talent release will protect you from anyone appearing in your video coming back for more
money, €tc.

A lot of SIV producerswill put together a nice looking set in their basement or a spare
room. While your set doesn’t have to be elaborate, it should be nice looking and be well
lit. If you decideto use aliving room or aden as a set, it's best if you remove al personal
items and photos, as they can be distracting to the viewer.

If you are doing avideo that requires you to be in aworkshop or garage, try to clean the
area up as best asyou can. If you are doing avideo on woodworking, people will expect
you to be in awoodworking shop and not in aset. The same thing goesif you are
producing avideo on how to use avideo camera. They are going to expect you to bein an
editing bay or on a set and not in woodworking shop.

Some SIV producers will use the outdoors as their set. Depending on what your video is
on, this can work great. Just make sure there is nothing distracting in the backgrounds.

Below are some production tips:

* When you' re shooting your video keep in mind how you' Il be editing your video.

* |f possible, do severa takes changing the camera position or angle. Go from wide,
medium and tight shots. Thiswill provide you with more flexibility when editing.

* Remember, you can't fix everything during the editing process. It’s better to reshoot a
scene than trying to fix it in the edit.

* Give yourself plenty of time for setup and shooting.

* Many videographers begin shooting when they pressthe “Record” button. Try to get at
least five seconds of pre-roll and five seconds of post roll for each take. Thiswill be
helpful during editing.

* Keep the camera stable. Use some type of camera support such at atripod, video camera
shoulder brace or monopod. It can be difficult to edit or watch jerky video.

* Try to avoid holding the camera, unless it is necessary.

* When you pan or zoom, hold on the subject for at |east afew seconds before zooming
or panning.

* Keep your zoom speed steady. This sometimes can be difficult with the zoom rocker on
the camera. They can be very touchy and jump to the next speed setting ruining the shot.
Try using azoom controller that allows you to have afixed zoom speed, such at the
ProZoom controllers.

* Pay attention to the exposure. You might want to consider using WarmCardsto give a
warm, comforting look to the video.

* Don’t forget about the audio. Viewers may forgive abad shot, but if they can’t hear
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what isbeing said, they will be unhappy.

* Don't use the camera’s built in microphone. Use either awireless mic, shotgun mic or
boom mic setup. We have said this before, but it isimportant enough to repest it.

* Always monitor the audio with headphones. If the camera has audio level meters pay
attention to them. Make sure your audio levels are correct.

* Check your audio on your talent before you press the record button and don’t adjust the
audio levels once you are recording.

* Try to shoot some “B-Roll” footage. Thisisfootage that you can cut away to or from.

* Keep atapelog. Label each tape with the date or sequence.

* Use aclapboard or scene slate to keep track of the takes and scene, aong with a shot
log. Thiscan be very helpful during editing. If you know a scene 16, take 1 was not
good, you can mark it down on the shot log. Then during editing you' Il know you can
skip that scene and take.

* |f you' re not using tape and using a tapeless AV CHD camcorders, then label afile folder
with the scene and take. Again, keep ashot log.

Don’'t worry if you are going to be a one person production, where you are the crew and
talent. A lot of SIV producerswork thisway. Just remember, don’t create atalking head
video. Just make sure you vary your shots and cameraangles. Use avariety of wide,
medium and close up shots.

Onelast thing, stay on topic. |I’ve seen acouple of instructional videos where the person
goes off topic and starts talking about things that are not relevant to the video. For
example, one 2 DVD video set was on a 3D software program. While the person was
talking about how to use the program, he started talking about waysto store your data
disks. He started showing different boxes you can get at any office supply store. Another
time he started talking about different computer desks. None of this was relevant on how
to use the software. 1t was merely filler material so he could end up witha2 DVD set.

Post Production

Again we are going to assume you know how to edit. If not, like we said earlier, hire
someone. Once again the local community college can be agreat source for help.

A way to improve the quality and professionalism of your video is through the use of
video backgrounds and royalty free music available from Studio 1 Productions.

Using the right style of music can set the mood and tone to the video or to the shot. The
same can be said of video backgrounds. Using video backgrounds throughout the
production can be areal time saver and greatly improve the overall quality of the video.
They are great to over lay titles on, especially between topicsin the video.

Editing Tips
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* Still photos and video backgrounds are great for overlaying titlesto tell the viewer what
they are going to see next. Thisalso tends to bring up the production value of the video.

* B-roll and graphic elements are good transitional elements.

* Make sure the video has a good rhythm and flow.

* Keep a nice pace throughout the video.

* Watch the audio levels. Don't let the audio levels go from low to loud between scenes.
Try to keep the audio level fairly even. Otherwise, you'll drive the viewer nuts by causing
them to constantly adjust the volume on their TV.

* Every editing package comes with aton of transitions. That doesn’t mean you need to
use each one of them. Straight cuts and dissolves are the most common because they are
not as noticeable as say shatter, fly-on effect, etc. Wipes are great for going from one
distinct scene to another.

* Lower 3rds are useful when you want to overlay atitle at the bottom of the page. For
example, when interviewing someone place alower 3 graphic on the bottom of the
screen and then place the name of the person being interviewed.

* After you finish your first cut of the video, watch it with others. Listen to their
feedback. Isit aclear presentation? Doesit move too slow or too fast? Isthe audio clean
and level? Doesit cover everything you wanted to cover? Don't be afraid to go back and
tighten up the editing.

* Editing involves alot of creative elements. Take breaks during the editing to keep your
mind fresh.

Should | guote pricesfor equipment in my video?

Try not to verbally quote pricesin your video. For example, if your video is about setting
up a home theater system, don’t stand there quoting the prices for the equipment. Itis
okay to say thisisalow priced system, thisis amedium priced system, etc. The same
goes for quoting equipment model numbers, don’t verbally quote the model numbers.
Prices and models numbers will change year to year, thiswill make your video outdated
very quickly.

Inthelong run, it isbest for you to create atitle page that displays the prices or model
numbers that you can insert at the appropriate placesin the video. Thiswill allow for
easy updates. Just do asimplere-edit of your video inserting anew title pagein place of
the old one.

The exception to thisis, if your video ison a specific piece of equipment. Of course, you
will have to list the model numbers. However, try not to quote prices, again use atitle
page as prices change.
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Marketing Your Video

Beforeyou decide on apricefor your video, you will need to know what your marketing
expenses are, what your costs going to be, and what the market will bear.

Getting an Overview of the Market

Start by seeing if there are other videosin the market place and what they are selling for.
Knowing how much others are charging for videos in the market can be aguide for you to
determine what the market will bear. No doubt you' Il find that some markets are very
price sensitive.

Next, see what size ads other people are running for their videos. You might want to
create a spreadsheet or chart with the following information.

* How many videos are they offering?

* Do they advertise every month or just every few months?

* Do they run adisplay ad or aclassified ad?

* Isthe ad in color or black and white?

* How many magazines are they advertising in?

* Do they sell direct to the customer or through dealers or both?
* What is the price of their video(s)?

* How many videos are they offering?

You may come up with afew other questions of your own, depending on the market for
thevideo. By creating a spreadsheet or chart, it will give you an overview of the market
and what others are doing in the market. Now | am not saying to follow everyone else,
but the information that you have collected will be of useto you.

For example, let’s say you are producing avideo on how to use an XY Z video camera. In
the marketplace there are several others with videos for videographers. Videoson
lighting, editing, etc. And the people selling these videos through small adslike a 1/6
page ad or a1/9 page ad. By knowing thisinformation, you may want to start off with a
small ad also, instead of alarger ad such as a 1/3 page or half page ad.

Remember earlier when | said you should order at |east atwo years worth, or at a
minimum of ayear’sworth of back issues of any magazine you want to advertisein?
WEell here is another reason to have them.

Go back through them, find everyone advertising instructional videos and see if their ad
size has changed up or down. Thistype of information can indicate if the videos sell
better at certain times during the year, which in some markets they do.

If you notice that an advertiser starts out with ahalf page ad. But then reduced the ad size
down to a/4 page for afew months and then reduced it down to a 1/6 page ad and kept it
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there, this might indicate that they were not profitable by running the larger ads, but they
were profitable with the smaller ad.

You can learn alot by having this type of information and it can help you make amore
informed decision when it comes to running ads.

M agazine Advertising Secrets

How to Determine the True Circulation of a Magazine

When trying to market your SIV video, most of us turn to magazine advertising.
Magazine ads can be very expensive, so the first thing you need to know is how many
people does the magazine reach. After al, you want to make sure you are spending your
money with the right magazine.

Now, some of you might be thinking that all you have to do iscall the publisher and they
will tell you how many people the magazine reaches, right? Not necessarily! The
magazine ad reps will most likely quote you areadership figure. Thisishow many
people they assume read the magazine. Inreality they may not even print that many
magazines! Thereisagamethat is played in the magazine world and it has to do with the
readership numbers or distribution numbers.

For example, amagazine may tell you that your ad is going to reach over 70,000 readers,
but they only print 35,000 magazines each month and 10,000 of those magazine go to
dealers or newsstands for sale. That leave only 25,000 subscribers, but remember they
told you that your ad is going to reach 70,000 readers. Well, maybe not.....

Now, you are probably alittle puzzled on how you are going to reach all 70,000 readers,
when they only print 35,000 copies. It doesn't make sense, doesit? Thisis because some
magazines base their figures on what they call apassaong rate. Thisiswherethe
magazine publishers feels you will pass the magazine on to someone else once you have
finished with it or if the magazine is going to an office then they will count afew more
readersto that oneissue, sinceit is going to be seen by other peoplein the office. Also, if
the magazineis going to alibrary they will count that as several readers. Thesearejust a
few of the waysthey add in the number of readers to their magazine to get their
readership numbers up.

Have you ever filled out areader response card? On some of them, they will ask you how
many people are in your office. If you fill out thisbox, then that is how many people
they will count as reading this magazine. Clever littletrick, isn'tit? While not all
magazine do this, quite afew do.

Other magazines will give you distribution figuresinstead of readership figures. The
distribution figures are how many copies of the magazine are sent out each month. But,
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you still have to be careful with the distribution figures. | know of a magazine that sends
out complimentary subscriptions to institutions and businesses to help boost the number
of magazines that are distributed each month. Some of these institutions are prisons,
school libraries, mental health hospitals, nursing homes, etc. Whileit isfine that they are
sending free copies to these places, these copies are not reaching your target market.
After all, not too many prisoners are going to be placing orders from the advertisers.
Relying on only distribution figures may not give you aclear picture of the readers that
will be seeing your ad.

Asyou can see, there are lots of ways the magazines can fudge their numbers. When you
run an ad in amagazine, you really need to know how many of these people are qualified
readers. | have found that the reader that has paid money for a subscription to receive the
magazine isthe qualified reader. That'swhy | recommend to only look at the number of
paid subscribers.

If you ever come across a magazine that will only quote the readership figure or the
distribution figure for the magazine, ask if they are ABC (Audit Bureau of Circulation)
audited. If they are, ask for the most recent copy. Thiswill give you alot of information
about the magazines sales, including the number of paid subscribers.

If they are not ABC audited, there is another way to find out the number of paid
subscribers. At the end of the year, most magazines have to publish a“ Statement Of
Ownership, Management and Circulation”. Thisisrequired with magazines that are
mailed out second class mail. They print this statement once ayear and it can generaly
be found in the November, December or January issue of the magazine. Don’'t expect this
statement to jJump out and grab you. It ismost likely going to be buried someplace in the
back of the magazine, with very small print, so you are going to have to look hard for it.
In some cases they may reprint areduced copy of the actual postal statement, which will
make it easier to read.

So what does this Statement Of Circulation tell you? In the statement they will list, Paid
and/or Requested Subscriptions, Sales through Dealers or Newsstands, Free Distribution,
Left Over Copies, and Returns From Deal ers and Newsstands.

These are the real numbers. When | personally place an ad in amagazine, | look at ONLY
the number of subscriptions. | don’t bother with the Sales through Dealers or
Newsstands. Thereason is, some Dealers won't send back the copiesthat didn’t sell.
Instead, they may resell them to a magazine shop that buys back issues. We have a
magazine shop like that in the area. Here you will find back issues to magazines that are
anywhere from 10% to 50% off the cover price and some of them are up to 18 months
old. Most people that purchase old magazines are buying them for the articles, not to see
what’s new from the advertisers. You might be asking, why don’t they just send the
magazines back and get credit for them. Well, it really depends on the distribution
agreement that they have with the magazine. Some magazines are sold at alower priceto
the dedler, if the dealer agrees to keep all unsold issues.
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For example, the magazine may have a cover price of $4.95. The dealer may pay $2.50
per issue on the agreement that there is no return privilege if he can’t sell all of the issues
that month. On the other hand, the dealer may pay $3.95 per issue and then have the right
to return the unsold copiesfor credit. Some magazine publishers don’t want returned
copies from dedlers, asit lowers the total number of magazines that were distributed for
that month and that lowerstheir overal distribution figures. Sincel really don’t know
how many copies from dealers are really making it to customer hands, | don’t count those
sales.

What happensif you want to run an ad in a small magazine or newsletter that doesn’t
print a Statement of Circulation? They are mailed out using a bulk postage permit then
they had to fill aform out at the post office each time they do amailing. Thiswill be their
paid postal receipt stating how many pieces were mailed and it should be stamped by the
post office.

If they are mailing out the newsdletter or small magazine and using stamps.... | would be
careful, as you will have no idea how many people they arereally mailing out to.

Back when | was selling the SIV tape for the Tandy 1000 owners, | ran an ad in asmall
magazine that was geared towards one thousand owners. In aletter the magazine sent to
us, they stated, “we have over 4800 subscribers’. We ran ahalf page ad in the magazine
for three months. Our sales were terrible, however, in other magazines, such as PCM
magazine, our saleswere great.

| called the magazine's publisher and asked him exactly how many subscribers he had to
the magazine. Thistime he claimed over 7,000 readers. | asked him how many of the
readers were subscribers. Well, for the next few minutes | got the run around. | then
asked him point blank, for acopy of the paid postal receipt that he hasto fill out when
mailing the magazine out first class bulk mail. He said that he didn’t have to fill one out.
At that point | knew he was lying, because he was using afirst class bulk mail permit
number on the magazine. | called the post office where he had the first class bulk permit
from and asked them if he was filing aform 3600-R each time he was mailing out the
magazine. They confirmed that he did. | called the publisher back and told him that post
office had them on file and | informed him that | wanted to see a copy.

To make along story short, about two weeks went by and | received a copy that was
stamped by the post office, to verify it wasreal. It showed he was only mailing out 524
copies each month. He had committed fraud, by stating in the |etter that he had over 4800
subscribers, when in reality he had only 524. Needlessto say, we received arefund for
the three ads that we did run and we got several months of free advertising. After that we
never advertised with them again.

It'simportant for you to make sure your ad isreally published. Don’t rely on just atear
sheet. (A tear sheet is where the magazine sends you a copy of the ad, that they have

Page 29
© 2007, Studio 1 Productions Inc.



ripped out of anissue.) Ask for acopy of the entire magazine, thisway you can see where
your ad was placed in relation to the article content. Most publishers do this
automatically. If they won’t send you the entire issue, be careful about advertising with
them.

Back in the mid 80’s, there were computer magazines popping up everywhere. For that
matter, so were computer companies. Some of these magazines were nothing but
advertising scams. They would line up advertisers, print only atear sheet and mail the
pages out to the advertisers. They never printed any magazine and the advertising was
never seen by any potential readers.

Bottom line, the advertisers where ripped off. These fake magazine companies would
close up after afew months, and move to another town and open under a different name.
This problem with the fake computer magazines doesn’t happen often, infact it israrein
most industries. However, it is something that everyone should be aware of .

If apublisher contacts you to advertise in their magazine, and you have never heard of
them, ask them send you 4 to 6 back issues before you advertise with them. Check out
the magazine before you sign up and run an ad. You may even want to start with asmall
ad to see if you get any response. When placing ads in magazines, be careful of the
publisher or ad representatives claims without written proof like we described above. You
could be paying for avery expensive ad, that really isn’t reaching all the people that the
magazine claims.

Qualified Subscribers

In the video market, like other markets, there are magazines that are available only to
qualified subscribers. They may offer a paid subscription or be available on the
newsstand, but the bulk of their readers are from free subscription to people who
“qualify” for them. Who meets the qualifications will depend on the magazine. With
some magazines everyone will qualify.

You have to be careful when advertising in magazines that are free for qualified
subscribers. When someone is paying for a magazine, they have enough interest in it that
they are going to want to read it. After all, why pay for a magazine that your not going to
read? And those who do pay for a subscription are more likely to take their time going
through the magazine, which will improve the chances of them seeing your ad.

With the free magazines, the reader doesn’t have an investment init. After all they didn’t
pay for it. Sothey may not pay as much attention to it as they would a magazine that they
paid for. Now | realize that some people will read them cover to cover, but there are those
who will just flip through the magazine and tossit out if they didn’t find an interesting
article. In the end these people will not see your paid ad.
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Something | want to point out, is magazines that are primarily qualified subscriber based
are depending on the advertisersto cover all the cost of the magazine, including the
distribution cost. Which can mean the ad rates might be higher than magazine that rely on
paid subscribers.

Running Adsin a New M agazine

From time to time a new magazine will come in to the market. When they do, if you are
adverting in another magazine, they will usually contact you about advertising with them.
Here'safew thingsfor you to consider before advertising with them.

1. What do their ad rates look like? Are the higher, lower or about the same that you are
currently paying?

Arethey offering any “introductory” advertising deals?

How are they going to distribute the magazine? Through dealers, subscribers, etc.
How many subscribers do they have?

Arethey paid subscribers or are they free issues going out to “qualified” subscribers?
How did they qualify or obtain these subscribers?

How many issues are they going to distribute?

Nouohkwd

These are questions you need to ask them before you advertise with them. Inthe past I’ve
seen magazines come on to the market, then only after afew months they fold.

Don't ever pre-pay for advertising with a new magazine no matter how good of a deal
they offer you. | know of afew people who did this, only to never seetheir ad run
because the magazine never got published. When they tried to contact the magazine to
get their money back, they found the phones were disconnected and mail was being
returned to sender.

About ayear ago, | got a call from a publisher coming out with a new video magazine.
They told me they had 30,000 qualified subscribers and the magazine would be coming
out in afew months. Something didn’t sound quite right to me. How did they get 30,000
qualified subscribers? The magazine hadn’t even been published yet and it wouldn’t be
for afew more months.

Next, they mailed avery nice slick looking media kit minus any sampleissues. The
mediakit contain several pages of information about the magazine, the demographics of
the readers, the rate card for the display ads and on page stating they had 30,000 qualified
subscribers. When | contacted them about how they got the 30,000 qualified subscribers,
| was given very vague answers. Something el se that made me uncomfortable was their
advertising rates. They were downright expensive. More expensive than any other
magazine.
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However, they were offering a special discount to try them out for just three months. You
could save 30% off whatever ad size you wanted to run with. All you had to do was pre-
pay for the three months.....

| decided to pass and not advertise with them. To thisday, I’ ve never seen any magazine,
nor have | ever heard from them again.

Small M agazines and Newsletters

There are some markets where you will only have small magazines or newsletters with a
small circulation base. Inthese marketsif you want to advertise in print publications you
will have no choice but to run ads with them. Just be careful and watch how much they
are charging for ad space. Also, make sure you know how many people they go out to.

Over theyears|’vetalked to afew SIV producers who do work in very small markets that
offer only newdletters or small magazines. They have reported that their sales are fairly
good in thistype of publication.

However, my experience has only been in markets where you have lar ge magazines
supporting the market, along with afew of the small magazines and newsletters. My
experience has been the small magazines or newsdl etters never produced enough salesto
cover the cost of the ad.

Also the advertising rates in these newsdl etters and small magazines will vary grestly.
Some of them feel that their ad rates have to be in line with what the big magazines are
charging. Thisisfinefor them, but as an advertiser you have to watch how you spend
your advertising dollars, asyou want to reach the most people you can with each
advertising dollar spent.

| ran atest several years ago where | ran an ad in one small magazine, which had gone out
to about 3,000 people who belong to a professional organization. | didn’t get any sales off
the ads | ran with them. | even went so far as to run a 15% off coupon in the ad and | till
didn’t get any response.

When | ran thisad, a 1/6 page ad in alarger magazine that reached 45,000 people cost
$600. While the same size ad in the small magazine that reached 3,000 people cost $600.

Let’s do the math.

$600 to reach 45,000 = 0.014 cents per person.
$600 to reach 3,000 = 0.20 cents per person.
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Asyou can see it was more expensive to advertise with the smaller magazine.

Media Kits

Whenever you contact a magazine about advertising make sure you ask them to send you
amediakit. Theinformation you can gain from amediakit can be very valuable and it
can give you some insight into the type of people who read that particular magazine.

A MediaKit will generally include:

1) A sample issue of the magazine.

2) A rate card - explaining the advertising rates, allowable discounts, positioning, etc.

3) Advertising specifications - listing the dimensions for the different ad sizes, what is
needed for black and white and color photographs, what material is cameraready, etc.

4) Circulation information - Depending on the magazine this maybe nothing more than a
cover letter stating the number of “readers’. With most magazines this information will
be alittle more detailed. You will find demographics on the readers and other statistical
information.

Hereis an example of statics from avideo magazine:

eo Camera Currently Use Plan to Buy
DV 40% 22%

HDV 31% 15%

HD 17% 10%

Other 12% 11%
Animation

3D Animation 12% 15%

3D Modeling 10% 14%

D Animation 6% 3%

And soon.......

Asyou can see thisinformation can be very useful. It allowsyou to get a profile on the
type of people that read this magazine and where their interests are in relation to your
product. Sometimesthey will go asfar aslisting the income brackets for the readers or
the amount of money they spend towardstheir interests.

As an example, we will say this magazine has a subscription base of 100,000 and you are
thinking about running an ad in this magazine for avideo on an HDV camera. Using the
above information, you can see there are 31% or 31,000 readers of this magazine that own
an HDV camera, with another 15% or 15,000 readers who are planning to buy an HDV
camera. Meaning that amost half of the readers of this magazine are your target market.
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Now let’s say you are doing avideo on 2D animation. With only 6 % of the reader using
2D animation, you might do better finding another magazine that specialized in
Animation. If you are dead set on advertising with them, another possibility iswhen the
ad rep calls, you can always use their own statistics to work out alower ad rate, since their
magazine doesn’t hit alot people with an interest in 2D Animation.

| have used this type of information when negotiating rates with some magazines. When
the ad rep called back, | used their own statisticsto lower our advertising rate by nearly
half. |1 dowant to point out that there were afew magazines that would not budge on their
rates. But it never hurtsto try.

Tracking Your Sales

A lot of advertisers|’ vetalked to over the years don't track the response they are getting
from their ads. They haven’t the foggiest idea which ad or magazine is pulling the best
response. They’rejust happy because they are making money from their videos.
However, if you think about it, they could be wasting money on ads that are producing
enough salesto cover the cost of the ad.

One of the most single important things you can do for marketing analysisisto ask the
customer thisfollowing question. “How did you hear about us?’ Then write down the
response, keep it inalog or track it with a spreadsheet. Thisinformationisvital, asyou
are going to want to know which magazine is pulling the best for you and which ones you
arelosing money in.

By tracking all of our sales, at the end of the day, week, month or year, | can tell you
exactly which source of advertising (including which magazine, internet, mailings,
referrals, repeat sales, etc.) are generating sales and how many sales from each source.
Armed with thisinformation | know exactly where to spend my marketing money and
where not to.

(NOTE: I have been asked many times about my software package that | useto run the
business. Itisacustom packagethat | wrote myself. At thistimeitisnot for sale, but
who knows, maybe down the road it will be.)

Some books I’ ve read and people I’ ve talked to say, advertise everywhere. If the customer
sees your ads everywhere, it will increase their chances of buying from you. In some
markets this can be true. However, from my own personal experience | cantell you that’s
not awaystrue. If your ads are selling a product direct, such as your Special Interest
Videos, it doesn’t alwayswork.

Now some of you may say, “you’ll make money on the backend, when the customer
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comes back and buys more products from you.” Yes, thismay be true, however, if you are
not making enough money to cover the ad costs, you wouldn’t be in business long enough
to make money on the backend. You have to make sure you are at least making enough
money to cover your ad costs.

Hereisan example. After running an ad in a small computer magazine for six months|
looked at the number of sales, the profit from the sales, the number of times the customer
came back to us as arepeat sale and the total cost of running the ad for six months. Here
are the numbers for a half page ad that | ran in one of the smaller computers magazines.

6 months x $1245 per ad = $7470 total ad cost
Total salesfrom this ad was during the 6 months = 116 sales
The profit of each video sold was $33.65

Total profit made $3903.34
Repeat sales 70
Profit of each repeat video - $33.65

Total profit on repeats $2355.50
Grand total of profit made from this magazine was $6258.84
With an ad cost of $7470.00

We lost atotal of - $1211.16

(Luckily at thetime | was running ads in other magazines, which helped to offset the
loss.)

Since this magazine did sell tapes| didn’t pull the ad all together, but | did reduce the size
of the ad from a half page to a 1/6 page and ran for 6 more months. Here are the numbers
for the 1/6 page ad.

6 months x $420 per ad = $2610 total ad cost
Total sales from this ad was 87
Profit from each video = $33.65

Total profit made $2927.55
Repeat sales 60
Profit from each repeat video $33.65

Total profit on repeats $2019.00
Grand total of profit made from this magazine was $4946.55
With an ad cost of $2610.00

| made a small profit of $2336.55
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Again this magazine a smaller circulation base of somewhere around 10,000 to 12,000
people. Their ad costsvs. their circulation was high. 1n another computer magazine back
then | was paying about $825 for a half page ad in magazines with a paid subscriber base
of 80,000 people. (These rates are from several years ago) This ad was pulling upwards
towards 100 orders per month, with around 600 orders for a 6 month period.

All of the above examples were based on only two tapes. As | added more videos to the
product line, overall tapes saleswent up. | really started to make money off that ad when
three more tapes were added to our line. | went back up to ahalf page ad and now | was
selling three hundred tapes in a six month period, which made a profit on the front end
and the backend.

Had | not been tracking sales so closely, | would have never known if the ad was making

money. Sinceit wasit allowed adjustments to our ad size to make the ad more profitable.
Affter all that’s the name of the game, to produce a profit and to build a business.

Choosing the Correct Ad Size

Asyou saw in the above example, when the ad size was reduced from a half pageto a 1/6
page, salesdidn’t drop too much. The cost of the ad sure did.

You may find that if you are the only one advertising avideo on a particular subject in a
magazine that a small ad may work well just aswell asalarger ad. Whatever you do,

start small and let the ad size grow. Don’'t jump in with asingle video and take afull page
ad, unless the ad space is very cheap.

Years ago alot of books on marketing said people would have more confidence buying
from a company with large ads vs. small ads. Things have changed.

Today with the internet, more and more advertisers have reduced their ad sizes. They use
the print ad to drive people to their websites. | have done this here at Studio 1
Productions and it’s been very successful. It hasallowed cutsin advertising cost by 50%.

When selecting your ad size, whatever you do, don't let the advertising rep “ help”
determine the best ad size. They will most likely try to put you into alarger ad than what
isreally needed. Remember, they are out to make money for the magazine and to
increase their commissions.

Most of the time you are going to find the cost of the ad will determine what size ad you
can run. Whatever ad size you select, you should let it run for at least three months. This
will give you enough time to determine if the ad is working.
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Classified Ads

Some Special Interest Video productions start with a classified ad or asmall one or two
inch display ad in the classified section of amagazine. Assalescomein, they will
increase the ad size for more visibility.

Not everyone will have luck selling in the classified section, so don’t be discouraged if
your video doesn’t sell there. Some SIV producers have told us that in some magazines
they did great in the classified sections, while the same tape in another magazine's
classified section did poorly. If this happens, try asmall display ad for afew months.

If you have avery limited marketing budget, | would recommend you start off with a
classified ad. Then as sales comein, put the profit into asmall display ad in the classified
section. And as sales grow, you will always have the option to increase your ad size and
ad placement.

Make sure your classified has agood bold title or headline. Also, be sure to include both
your phone number and web address.

When you run aclassified ad, see what the cost is going to be versus a one inch display
ad. Depending on how many words you have, it might be cheaper to run asmall display
ad.

Don't waste your money on classified ads in the newspapers. Most people don’t read the
classified adslooking for Special Interest Videos.

Later, in the section on Cross Marketing, you will see agood use of running ads in the
classified section of a magazine.

Ad Placement

Where should your ad be placed? In the front, middle or back of the magazine? Doesit
really matter? Depending on the magazine, it can make a difference.

When you place adisplay ad you can sometimes request certain positioning of the ad. For
example, you may request the ad be place on the right page, outside edge, or near the front
of the magazine. Depending on the publication, you may or may not get what you want,
but it doesn’t hurt to ask. Most magazines will charge extrafor positioning an ad, usually
between 10 and 20% of the ad cost. Some magazines may have restrictions on the ad size
in the front of the magazine. | ran into this once, only full page, four color ads were
allowed in thefirst forty pages of the magazine. The smaller ads got placed towards the
back of the magazine.
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Adsthat are placed next to text generally tend to pull better. The reason behind thisis,
while the reader spends time on the page reading the text, they are more likely to glance
over at the ad that is next to it. You need to make sure you have a good strong and
interesting headline. Once your ad has their attention, you want them to read the rest of
thead. Adsthat are 1/3, 1/2 and 2/3 page in size are usually the only ad on the page and
will be placed next to text. (Although this may vary from magazine to magazine.)

Some magazines will block the adsto certain sections of the magazine. For example, in
some photography magazines, the manufacturers almost always seem to be up front in the
magazine, but the dealers that are selling the equipment are located in the back of the
magazine. Thisreally isn’t aproblem in this type of magazine, as most readers know this
and when they want to purchase a camera or another piece of equipment, they will head
straight to the back of the magazine to find the dealers. If the magazine you are
advertising inislaid out like this, then you might do better in the back of the magazine.

But, what about the ad getting lost among all the other adsin the back? It may get lost to
apoint, so you will have to make your ad stands out among the rest by using bold
headlines, contrasting color or reverse print. Remember, if the reader goes to the back of
the magazine to look for products to buy, then chances are they will read or glance over
al of the adsin their search. So make yours stand out.

Thereisasection in some magazinesthat is made up of all ads. Thisareaisusually a
“Market Place Section”. Sometimes the ads are all the same size or they may be a variety
of sizes. The“Market Place Section” is usually near the back of the magazine and this
section will most likely have alower ad cost than aregular display ad. When talking with
different SIV producers, most of the SIV producers said they did quite well in the “Market
Place Section”, asthey felt most readers would stop and look over this section to see what
IS new.

There were afew that didn’t like advertising in this section, asthey felt their ad was not
being seen. It was getting lost among all the other ads. The key to advertising in this
section isto make the ad really stands out. 1f most of the adsin this section are in black
and white, then make yours color. Use bold colors as borders or bold colorsasa
background to help your ad stand out among the others.

If the magazine has ads al throughout that are selling directly to readers, try to have the
ad placed next to an article or aregular column. Ads that are placed in certain sections
like product reviews, don’'t always pull aswell asthey do when placed next to an article.
Thisisdue to the fact that not everyone reads the product review sections, but most
people read the articles and regular columns.
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How often should you change your ad?

Some marketing people will tell you to try several different ads and then stick to the one
which pulls the most sales. Whilethisisfine for some markets, | have found that you
should change your ad at least twice ayear. When you run the same ad month after
month, the regular readers skip right over it. And what happensif you add a new video to
thead. If the adslook so closeto the old ad, people won't even pay attention it.

Inthe ads| haverun, | change them ever three to four months. Sometimes| just change

the colors of the text or the background colors. Other times | change the layout of the ad.
This keepsthe ad fresh and | have noticed it improves sales.

Getting Your Ad Designed

You can design you own ads with most any desktop publish program such as Microsoft
Publisher , Adobe Pagemaker or Adobe InDesign. Also, you can design your ad with
software such as Adobe Photoshop Elements or Photoshop.

Spend some time looking through magazines at other ads. What catches your eye?
Looking at other ads, whether they are selling avideo or something else, will giveyou a
lot of ideas on how to design your ad. | am not saying to copy someone else’s ad, what |
am saying isto see what you like out of their ads and see how you can incorporate that
into yours.

There are several types of ads that are quite common. They are:

* Direct SalesAds. These are ads purposely to make adirect sale to the reader.

* Adsthat direct you to awebsite. Thistype of ad usually has several products, often
without any pricing. Theideaisto get the reader interested and for them to go to the web
for more information and to order online. The adswill contain adirective such as, “visit
our website for more products’ or “visit our website for more information®.

* Promotional Ads. We have all seen adslikethis. Adsfor a camerafrom a manufacturer
or adsfor shoes. They are not selling the product directly to you, they are promoting the
product.

Almost all Special Interest Video producers will use the first method listed above.
Although they may direct the customer to awebsite for more information or to place an
order, the ad will mainly be adirect sales ad.

| highly recommend you go to the library or a bookstore and get some books on
advertising or ad design. They will contain awealth of information and ideas, along with
plenty of examples of ads. These bookswill give you more information than we can
cover here on how to layout your ad.
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When designing your ad, check with each magazine that you are going to run adsin and
see what their requirements are.

If you are not into designing your own ads then:

1. You can always find someone from alocal college who islearning graphic artsand hire
them.

2. Check onlinein some of the forumsto seeif you can find a graphic artist.

3. You can also just hire agraphic artist to create your ads.

4. See if the magazine offers ad design services.

5. Contact alocal ad agency. (Thiswill be the most expensive way to go.)

If in the end, you choose to do your own ads and you are not familiar with how to use
these programs, pick up some instructional DV D’sto learn how use these programs.

Key Points For Your Ad

Remember, Tom from earlier? He was the SIV producer who came out with a series of
dog training videos. He created asimple ad that did very well for him. | wish | had a
copy to show you, but | don’t. So | will give adescription of what it looked like.

Train Your German Shepherd
(aphoto of the videos)

Learn from aProfessional Trainer
Working with a German Shepherd
CoversBasic to Advanced Training

$39.95 for Each Video
SAVE - All 3 Videos for $99.95
CALL NOW XXX-XXX-XXXX

The ad was simple, but effective. Here are the key points of the ad:

* The headline was large and caught the attention of German Shepherd owners.

* The photo wasin color and included al 3 volumes.

* The body of the text highlighted seeing a professional trainer with a German Shepherd.
* The price of each video and the price for all three videos.

* The Call ToAction. Thisisthe Call Now statement.

Make sure your ad coversall of the above points. These are fairly standard for ads that are
designed for direct sales.

Your ad should always include acall to action statement, such as Call Now, Call Today,
Hurry Call Now, etc. These action statementsreally do work. They direct the reader to
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do something and if the person really has an interest in your video, this may actually cause
the person to pick up the phone and call you.

If your ad directs them to the web to order, the action statements such as Visit Our
Website Today, Order at our Website Now, etc. will cause alot of people to take action
and go to your website while they are thinking about it.

This may seem obvious, but make sure you have your phone number and web addressin
thead. Double check to make sure your phone number and web addressis correct.

Ad Costs

There are several ways to reduce your advertising cost.

1. Ask for an in-house agency discount. Thisisusually a10 to 15% discount off the
published advertising rates. You will need to submit your own camera-ready art work.
Most magazines will accept an ad asa PDF file.

2. A frequency discount. Thisiswhere you agree to run an ad for so many times. For
example, you want to run a 1/6 page ad for your video in a magazine, you may find the
rates listed like this:

1 Time rate $100
3 Time rate $90
6 Time rate $80
12 Time rate $70

Asyou can see, the more time you commit to running your ad, the lower the ad cost.

3. Direct Rates or Mail Order Rates. Companies dealing directly with the public and not
through resellers are considered amail order or direct sales company. Some magazines
will ahave discount rate for thistype of advertiser. Make sure you ask the ad rep at the
magazine if they offer any special rates to direct sales companies or mail order companies.

4. 1f you are anew advertiser, see if the magazine has any type of new advertiser discount.
This hasworked for me. | have received atwelve time rate on athree time contract. This
allowed me to see if the magazine generate orders. At the end of the three time run, we
went on to commit to a twelve time contract.

5. Negotiate therates. | have talked with other SIV producers who have been ableto
negotiate better rates than what are printed on the rate card. Thisall depends on the
market place and if there are competing magazines.
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6. Ask about remnant space. Thisis space the magazine has left over and they usually try
tofill it right before the issue closes (or goesto printing). Remnant space can be VERY
inexpensive. Ask the ad rep about it.

Almost all magazine are going to want you to sign a contract saying that you will run your
ad a certain number of timesduring ayear. A three time contract means you will need to
run your ad three times during aone year period. You can run the ad over three
consecutive months or run it every other month for three times or run it every four
months, etc. It generally doesn’'t matter when you run it aslong as the ad runs three time
during aone year period.

When signing the ad contract, make sure you seeif thereis any penalty if you reduce your
ad size. With some magazines, if you sign a contract for a 1/2 page ad and you find your
are not pulling enough sales and you want to reduce the ad to say a 1/4 page ad, they may
not let you.

If that isthe case, sign a contract for a 1/6 page ad or the smallest ad you can, then run a
larger ad. They usualy don’t have a problem if you want to go up in an ad size, but the
don't like it when you go down.

Lead Times

The lead timeisthe time it takes from when you submit the ad to the time that magazine
issue comes out. Lead times are usually six to twelve weeks depending on the magazine.

Let’s say you are going to place an ad in a magazine with atwelve week lead time. That
means you submit your ad on June 2, your ad won’t come out until Sept. 2. Make sure
you watch your lead times. Also, don’'t forget if you want to run a holiday special you
have to layout the ad early enough.

| remember once seeing a company run an ad for a Christmas special. It wasn'tinthe
December or January issue, but there iswas in February issue.

The Cover Date
Some magazines may have a cover date of one month, but come out in another. Here are
two examples of magazines that we advertise in:

1. Magazine A will have a cover date of April, but they come out in the middle of March.
2. Magazine B will have a cover date of April, but they don’'t come out until the end of
April or thefirst week of May.

Check to see when the issues actually come out. Thiswill be important if you are going
to run asale or release anew video.
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Cross Marketing

You may produce a video that you can cross market into other markets. A few years ago,
Donald Wright created a video showing people how to use Photoshop. Naturally, heran
ads in the videography magazines and the photography magazines. Don also decide to
run adsin several advertising magazines. There heran asmall classified ad. Hereisan
example of one:

Train You Staff 1n PhotoShop
2 Hour Video - $49.95
Order Now XX X-XXX-XXXX

By cross marketing his video he picked up an additional ten to twelve sales a month,
which equates to an additional $500 to $600 a month in sales. Not too bad for a $50
classified ad.

Don told me that he did try asmall display ad in the one advertising magazine. He said,
he spend about $400 on the ad and his sales stayed the same, ten to twelve sales a month.
He quickly went back to the $50 classified ad.

| also had success cross-marketing our computer videos and videos on videography in
general electronics magazines. | found the classified ads or very small display adsin the
classified section worked the best when marketed outside the normal field. | did some
testing with display ads in the electronics magazines. They didn’'t generate enough salesto
make it profitable. The classified section did.

While not all videos can be cross-marketed, it is something you should keep in mind with
your videos.

How Soon Should | Sart Getting Orders From My Ads

Magazine are usually mailed to subscribers aweek or two before they come out on the
newsstands.

SIV producersthat | have talked to said sales spiked within afew days after the magazine
reached subscribers. After about two weeks the sales would slow down until the next
issue arrived in the subscribers hands. The newsstand sales did not cause a spike in sales.

When you advertisein several magazines, like | do, you will probably find they are
released at different times through the month. So you may not see any spike in sales.
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A while back | ran atest ad for three months in a magazine that goes out only to
“Qualified Subscribers’. The salesfrom thistest ad didn’t start showing up for about
three weeks after the magazine was received. Most free magazine that go to our
“Qualified Subscribers’ don’t always get read right away or at all.

Press Releases

In some books and videos, they promote press release as aguaranteed freead. The
problem isthey are not guaranteed. So don't put all of your marketing effort in them.
When apressreleaseis printed it is printed once and that’s it. You will need to do more
marketing that just issue press rel eases.

With that said, | do recommend that you use them, in conjunction with your normal
marketing efforts.

First, you have to write the pressrelease. | know afew people who have been under the
impression that the magazine wrote them. They don’t. I know some of you might be
thinking, “When | read them it sounds like the magazine wrote them®. Well that’'strue,
that’s how you haveto writeit.

When you write the press rel ease you have to write it from athird party view, without
sounding likeitisan ad. It hasto sound likeit isan informational article and your
product fillsaneed. Read some pressreleases in different magazinesto get an idea of
how they are written. Generally press releases are product announcements, so look there
to find them.

When writing your press release, you will need to make it sound newsworthy. Also,
remember to make sure you put your phone number and website address in the press
release.

When sending in apressrelease, | aways recommend sending in a copy of the DVD and
a CD that contains the press release in .txt format and included several high resolution
photos or art work of the DVD case. | have found that when | have sent in pressreleases|
aways use alarge Priority Mail envelope. The reason behind thisis, it stands out from
the other mail that the editor gets.

If you decide to send the press release out viaemail, make sure you attach several high
resolution photos along with a note in the email that you would be happy to send them a
copy of the DVD.

So why send acopy of the DVD. A lot of timesif the editor getsa DV D along with the
pressrelease, they will do areview of thevideo. Thiswill give you even more free
advertising.
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If you are going to run an ad in the magazine, talk to the ad rep to see how you can get the
press release printed and who you can send the video to for areview.

If the review turns out great, then ask for permission to reprint all or part of the review on
your website or other promotiona materials.

Don't be upset if an editor doesn’t print your pressrelease. Editors get alot of press
rel eases each month.

In an update to this book | will go into alittle more depth on this subject.

Using A Logo

One of the best things you can do for your businessisto create alogo that will be easily
identifiable. Put your logo on everything, in your ads, your DVD covers, DVD labels,
your website, in any eBay auction listings, etc. Thiswill help create abrand awareness
among your customers,

So how do you get alogo created? You can do it yourself if you feel you have the talent
to create one. You can hire someone, either locally or on the web. You can even buy
software that will create alogo for you. The best thing to do is go to Google and just do a
search for “logo creation”. Thiswill give you alist of companiesthat will create alogo
for you and software packages that you can useto create alogo.

Setting Up a Website

One of the best ways to market your special interest video iswith awebsite. It allows
people to get detailed information and see photos or video clips from your productions 24
hoursaday. Most importantly, it allows you to take orders 24 hours a day.

Just because you have awebsite, doesn’t mean that you can just sit back and watch the
ordersroll in. You have to market the website and get it listed into the search engines. (I
will cover thisalittle later on.)

You have to market your website? Yes. | know some videos out there only tell you all
you need to do is setup awebsite, but you have to market it too.

There are two ways you can put up your website. Do it yourself or hire someoneto do it
for you. Let’sstart with doing it yourself.

First, you are going to need to select aweb hosting company. Thisisacompany that will
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host your website so other people can access viathe Internet. Below isthe name of afew
web hosting companiesthat are very reliable:

GoDaddy.com
NetworkSolutions.com
Ixwebhosting.com
Verio.com
Hostgator.com

For more web hosting companies, ssmply go to google.com and search for “web hosting”.

The cost for web hosting can be for alittle as $3.99 a month for a shared web hosting
service. A shared web hosting service means your website will be on the same computer
as severa otherswebsites. The computer your site would be on will be fast enough to
handle several sites without any noticeable slow down. So this should not be a problem
for you. If you start experiencing any slow downs or you get complaints about your sight
being slow, simply contact the web hosting company and let them know what it is going
on. They are pretty good about taking care of problemslike this.

What about places that let you setup a free website? | don’t recommend going this route.
Simply because amost all of the ones |’ ve seen have pop up ads. Not only are they
annoying to the person trying to access your site, but they present avery unprofessional
look to your site. These free websites also tend to be very slow in bringing up your site.
They generally lack any tech support and they don’t usually have any shopping cart
capabilities.

It'sreally best if you spent afew dollars amonth for a good web hosting company.

A Shopping Cart

When selecting your web hosting company, make sure they offer some type of secure
shopping cart system. Thisissomething | highly recommend, as it makes ordering for the
customer so much easier and secure. Most web hosting companies will charge you an
additional fee each month for the shopping cart, but it'sworthiit.

By using a shopping cart that your web hosting company provides, if you should have any
problems you only have one placeto call... the web hosting company. Most web hosting
companies that do offer a shopping cart will also offer servicesto set it up and/or design
your website.

Shopsite is one of many shopping cart packages that allow you to set up you website store
without knowing how to setup awebsite. It offers several templates where you just type

in what you want to say, insert photos of your products and you are done. Verio.com web
hosting offers Shopsite as their shopping cart, as do several other web hosting companies,

If your web hosting company doesn’t offer a shopping cart or you want adifferent one,
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there are shopping cart software packages that you can purchase and install on your
website. PDG Software is one of many shopping cart packages on the market. Search
google.com for “shopping cart software”.

If you choose to go thisroute, talk to your web hosting company first to make sure there
won't be any compatibility problems.

Whether you use the shopping cart software from the web hosting company or you choose
to buy your own, seeif they have ademo version that you can try out before making a
commitment. Check out Shopsite demo at Shopsite.com.

Web Design Software

If you want to design your own website, outside of what the shopping cart software will
allow, you will need to use a software package such as Microsoft Frontpage or Microsoft
Expression Web to create website. There are many different software packages on the
market that will allow you to easily setup aweb. Again, just search the web.

These types of packages allow you to setup awebsite without know any HTML code.
They let you design the web pagesin the WY SIWY G (What You See IsWhat You Get)
mode. Sort of the same way a desktop publishing program works.

They also have pre-designed templates that make setting up a site easy. Although to do
some advanced things you may need to learn alittle HTML code. There are severa books
and videos on how to use these programs. Invest in them if you want to learn how to use
these programs to design awebsite.

If you are new, you really should consider starting out with building your website through
the shopping cart software. It will allow you to get up and running much faster.

Registering Your Domain Name

Once you have selected a web hosting company, you will need to seeif the name you have
chosen isavailable. Almost all web hosting companies will allow you to check the
availability of your website name. Thisisdone at no cost or obligation and you will
usually seeit on the home page of the web hosting company under Register A Domain
Name.

Onceyou seeif the name is available, register it right away and select your web hosting
plan. You may feel more comfortable by calling the web hosting company and talking to
one of the salesreps. They can help you right over the phone to register, select a plan and
to help you get started.

Hire Someoneto Design and Maintain Your Website.

Some people are more comfortable hiring someone to design and maintain their website.
If you choose this check out several web designers. See what their work looks like and
most importantly, see how much they are going to charge you.
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Here a some questions you should ask them:

* Do they register the domain name?

* Do you get to choose the web hosting company or is that up to them?
* How long will it take for them to get your site up and running?

* How fast will they make needed changes?

* How much do they charge for theinitial web design?

* How much to they charge for changes or updates to the website?

* Do they support a certain shopping cart package?

* Do they submit the site to the various search engines?

* Get references from other people who use them.

Some web hosting companies offer to setup asite for you. Thisisusually done with the
shopping cart software they use. Onceit isup, they turn it over to you or you can
continue to have them maintain the site for you. Thisisn’t abad way to get up and
running quickly.

Internet Marketing

Once you get your website up online, you need to start marketing it. First thing you want
to do is start submitting to the various search engines.

There are several ways you can do this.

* You can submit your web address manually to the various search engines.
* You can use some of the free servicesto submit your site.

* You can use one of the many paid servicesto submit your site.

* Or you can do acombination of any or all of the above.

The three top search engines are Google, Yahoo and MSN.

Manual Submissions

| recommend you manually submit your site to Google, Yahoo and MSN. Simply go to
their site and do a search on “ Submit to Google” (or whatever site you are on). You also
should try “Add URL to Google” (or whatever site you are on.) Usually thefirst search
result will be the one you want to click on. It should take you right to the page that allows
you to submit your site.

The reason for manually submitting to these three sitesis they sometimes reject
submissions that are submitted automatically by software.

Submit Your Site For Free
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You can also use the many free submit services out there. Simply go to Google and type
“Submit URL for Free”. Thiswill bring alot of free services out there. Most of the time
these free submit services will submit your site to smaller search engines. Just because
they are submitting to search engines that you may have never heard of, doesn’t mean you
shouldn’t submit to them.

Since there are many of these sites that allow you to submit for free, you should use
several of them to submit your site, asthey will submit to different search engines.

Paid Submissions
Using a paid service to submit your site can be areal time saver. Here arejust acouple
of paid services

Worldsubmit.com
Submitexpress.com
Ineedhits.com

If you choose a paid service to submit your site make sure the manually submit your site
to Google. Google prefersthe sites are manually submitted.

One word of caution. Some paid submission services will submit your site to FFA (Free
For All) link sites. | would stay away from companiesthat do this. These siteswill
generate aton of email, all wanting you to setup alink from your siteto theirs. Plus,
some search engines will penalize you for using FFA's.

The three submission services |’ ve listed above don’t submit to FFA sites.

How Long Does It Take For My Website To Show Up In A Search Engine?

This depends on the search engine. It can take anywhere from 24 hoursto severa
months. Google, Yahoo and MSN can take anywhere from 2 to 7 days on average to get
your site listed in their search engine.

Hereishow you can check to seeif your site has been included. Go to the search engines
search page and search for your web address. For example, ww.mywebsite.com
If it comes up, then you are listed.

How Often Should You Submit To The Search Engines?

This depends on who you talk to. I’ve asked this question on many web boards for
webmasters and | ve called several of the paid submit services. Here aretheresults|
received starting with the most popular answer:

* You should submit once a month until you are included in the search engine.
* You only need to submit once.
* You should submit once ayear.
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* You should submit once a month. Thiswas most popular from the paid submit services
that offered monthly submission services.

| tend to agree with the most popular response of submitting until you are included in the
search engine. Since almost all search engineswill craw! your site looking for changes on
aregular basis as away of keeping up to date search information in the search engine.

Search Engine Sponsored Ads

Sponsored ads are also known as pay-per-click ads. Google, Yahoo, MSN and other
search engines offer these types of ads. The sponsored ads will show up when you do a
search for something. With Google, Yahoo and MSN thetop 2 or 3 results are usually in
a shaded box, this means these are paid sponsored ads. Also, these sponsored adswill be
listed down the left side of the screen.

In anutshell, here is how sponsored ads work.
First, you need to sign up through the search engine where you want your ad to appear.

Then, you need to decide how much you want to pay each time someone clicks on your
ad. Thiswill determine wherein thelist of ads you will appear. The cost per click can
also come down based upon the average of the keywords cost.

Next, you will need to determine what you want your ad to say. You will need to stay
within the guidelines set forth by the search engine.

After that, you have to determine what keywords you want to trigger your ad to be listed.

Once you have completed setting up your ads, depending on the search engine, the ads
will have to be approved. Thisapproval time takes anywhere from afew minutesto afew
days before the ad shows up.

A nice thing about using sponsored adsisthat it can get you exposure in the search engine
right away and depending on how much you want to pay, it can get you listed on the first
page of the search.

On the down side, sponsored ads can be very expensive. Depending on the keywords and
market, the cost of asingle click can cost you anywhere five centsto several dollars!
Most Special Interest Video producers I’ ve talked to tell me they are paying five cents to
twenty-five cents per click. When you set up an account with the search engine, they will
generally tell you where you are going to rank based upon the amount you have bid.

With that said, | have to say that I’ ve found sponsored ads are one of the better waysto
market your video on theinternet. They give you an instant or almost instant way of
reaching your market once the video is complete.
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There are quite of few pay-per-click companies that will offer to place sponsored ads for
you in some of the other search engines. There cost per click is much less than using the
top three search engine's (Google, Yahoo, MSN) sponsored ads.

| have tried four of these pay-per-click companiesfor ayear to seeif they realy lived up
to their sales pitch. To makethetest fair, | used the exact same keywords that were used
with Google, Yahoo and MSN.

Theresultswere horrible.

Each pay-per-click company only generated atotal of six to twelve clicks per month for
al the keywords. That’'s not per keyword, but for the entire ad campaign, per company.

After ayear, | canceled my adswith all four companies. When | went to cancel my ad
with one of the companies, they asked me why | was canceling. | explained that | was
getting very few clicks each month. Their responsewas | didn’t use good keywords.
When | explained that these are the same keywords | use with Google, Yahoo and MSN,
they responded by saying that’s impossible and went on to give me all of their “statistics’
on how many millions of internet users they reach.

Onething all four companies had in common was, they don't tell you exactly which
search engine or search partners your ad will show up on. Two of these companies, on
their websites, stated a couple of search engines and then said plus X number of other
search engines.

Some pay-per-click companieswill charge you a setup fee, basically because they know
they aren’t going to make any money from clicks from the ads.

| knew going into this, the ads would be on the small to mid-size search engines and that
was finewith me. After all, | wasjust doing thisto seeif it was worth using any of these
pay-per-clicks companies.

The bottom line is, don’'t waste your money. If you want to run sponsored ads, stick with
the large search engines, such as Google, Yahoo and MSN. Asaside note, two of the
pay-per-click companies are no longer in business.

Banner Ads

Sometimes banners ads work and other times they don’t. Some people report they have
had good results with them, while others have said they didn’t generate sales. | find that
most people who run banner ads don’t really have any way of tracking the results. They
just rely on the owner of the website where their ad is, giving them the number of clicks
they received on the banner ad. Hopefully, they are giving accurate numbers.

To be honest, | am not abig fan of banner ads. | have tried them and never really had
great results with them. Not long ago avideo magazine offered me afree banner ad to try
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for amonth. | took them up on their offer and set it up so that when someone clicked on
the ad they went to a special welcome page on our site that had a counter on it.

At the end of the month the ad rep from the magazine called me and said that | had over
1500 clicks on my banner ad. He then proceeded to try to sell me on running a banner ad
at the cost of $495 per month.

While he was talking to me, | checked the welcome page | set up with the counter. It
showed | had sixty hits on the page. To confirm that | went into the control panel section
of my website to see how many hitsit recorded for that page. It showed sixty-three hits.
Which means the counter on the page missed three people.

It was nowhere near the 1500 hitsthe ad rep said | got. When | explained thisto him, he
was adamant my figureswherewrong. But they weren't. They were correct, they were
being checked by two different methods. | passed on running any banner ads with them.
| had better ways to spend $495 a month.

Over theyears | have tried several banner ads on different websites. All but one just
didn’t generate that many clicks. One did generate a descent amount of clicks, but didn’t
generate sales enough sale to cover the cost of the banner ad.

Some websites don’t charge aflat fee per month for abanner ad. What they do is charge
you by the number of impressions. In other words, every time the banner ad is shown you
are charged a penny or two. While this may sound good, every time that ad showsyou are
being charged. So if someone goesto that site and they are looking around, your ad may
popup severa times and each time you are being charged for that impression. Now if
your ad is on amessage board and your ad is popping each time the person reads a
different message, the banner ad could end up costing you more than paying afixed fee.

A lot of webmasters (owners of the website) will give you all kinds of reasons to run ads
on their site. The main reason, which they don’t tell you, isto make money from you.
They will tell you they have X number of visitors each month. But, how many of those
visitors are repeat visitors? If the website has a message board, | can tell you that most
people visit these message boards several timesaweek. So you can't really count on their
number of visitors each month as away to gauge how many people will see your banner
ad.

Some may be big on banner ads and | totally respect that. | am sharing information on my
experience with them. Honestly, | would rather spend the money | would pay for a banner
ad in other markerting efforts.

Links

Getting links to your website is basically a no-cost way of promoting your website. There
are afew things you should know about getting links to yoursite before you run all over
the internet.
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* Don't use FFA's. These are Free For All link sites. A lot of search engineswill
penalize your rankings (or placement) in the search engines.

* Set up alinks page on your site so you can exchange links with others. Thisis
important. A lot of websiteswill only giveyou alink if you link to their site. After all,
it'sonly the fair thing to do.

* Don‘t exchange links with just anyone. Itisbest if you get links from sitesthat are
related to your video.

* |f you have awebsite on how to use the Canon Rebel XT digital camera, don’t
exchange links with someone who sells hiking boots. You should try to exchange links
with other sites that have to do with digital cameras.

Generaly, getting alink to your siteis as easy as asking for one. Some websites aren’t
updated too often, so you may ask for one and it may never get put up. Try to keep alist
of where you have asked for alink and go back and check to seeif they put one up. If
they didn’t ask again.

Do linksreally work at getting people to your site? Some people say yes and others say
no. From my experience, they do help getting people to your site. | know | have made
guite afew sales from people telling me they found alink to our site on some other site.

Direct Mail

Whether it isacatalog, flyer or postcard, with direct mail, generally within aweek of
when the customer receives your promotional piece, you should start getting some results.

However, both small companies and large companies are starting to reduce how often they
mail out. Some of the large mail order companies that use to send me a sales catalog
every month are now only mailing them every other month or every three months andin
between these catalogs they are mailing a postcard directing me to their website.

With the high cost of postage and printing, quite afew companies are even shifting away
from printed catalogs and relying solely on their website. To direct the customer to their
website they are mailing out postcards.

If you are going to use direct mail, you might want to consider using postcards to either
advertise your DVD or to promote your website.

Another trend is that more and more people are spending less time reading their mail. Do
you stand over your trash can and sort out the mail? A lot of people do.

Page 53
© 2007, Studio 1 Productions Inc.



Thisiswhere apostcard comesin. When most people see a postcard in the mail, they flip
it over toread it. Thisisone of the biggest benefits to using postcards to advertise your
website, products or services. The customer doesn’t have to open it to see what you are
offering.

Most people flip the postcard over for these three reasons :

Curiosity.
No Effort. (Nothing to open, like an envelope)
Doesn't Take Up Any Time. (Just turn the card over)

It isin people,s nature to be curious and because there's no time or effort involved, they
simply turn the card over and read it! They don’t need to open anything, nothing to take
out and unfold. Just flip the card over!

The last time you received a postcard in the mail, didn’t you at least turn it over and look
at it? You probably did. So, when your customer receives a postcard, it will only take
them second to flip the postcard over and see what you are offering and when they do,
you have their attention.

The Cost Of Direct Mail With Postcards

Another benefit of using postcards is the monetary savings. For example, postcards cost
approximately $300 for 10,000 color postcards. Thisworks out to be .03 cents a piece.
The cost of the mailing labels are about .0025 cents a piece. The cost of postageis $.26
per card for first classmail. Thisbringsthetotal cost of each card to about $.30 each. As
you can see below.

.03 Cents For Each Postcard
.0025 Cents For Each Mailing Label
.26 Cents For First Class Postage

2925 CentsTota Cost
If you are mailing out to 10,000 customers, your total cost would be $2,925.

Now let'stake alook at mailing out asalesflyer. The cost of the color flyer is about .08
each, in aquantity of 10,000. The cost of postage is $.41. This brings the cost to $.48
each.

.08 CentsFor flyer

41 Cents For First Class Postage

.48 Cents Total Cost
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Once again, if you are mailing out to 10,000 customers, your cost would be $4,800. This
isamost $2,000 more than the cost of the postcard mailing!

Another benefit to using postcards is the time saved on getting your mailing out the door.
You do not have to fold each flyer, stuff each envelope and affix a stamp to each one.
With a postcard all you need to do isto put amailing label on each card.

Onething | have learned, was to get a postage paid first class permit from the post office.
Thisalows you to have printed alittle box on the upper right hand corner of your
postcard where you would normally place a stamp, stating that thisisfirst class mail,
along with your permit number. Thisisahuge time saver, as you do not have to put
stamps on each card.

Getting The Best Results
Before you start mailing out postcards to everyone, here are some general guidelines that
may work for you, asit hasfor me. Don’'t be afraid to deviate from what you see listed.

1. DO NOT send awhite postcard! A white postcard gets lost with al of the other white
envelopesin the mail. Also, stay away from gray or amanila color. You want your
postcard to standout and get noticed! You don’t want your postcard to look like al the
other mail.

Use a color postcard and make it stand out. Try to stay with bright colors, but not
blinding colors, like hot pink. Be careful using some pastel colorslike light blue or light
green, they have not pulled very well for me. Remember, you want the card to stand out,
boldly if possible.

2. 1t helpsto have a good teaser line on the bottom of the front side of the card. This
should bein large type and bold print. You want thisteaser line to say something that will
get them to turn the card over.

3. You will need to make sure you have a powerful headline for them to read and react
upon. Again, thisshould be in large type, with a sub-heading below it using a slightly
smaller type size. You may want to even try having the headline in reverse print.

4. Don't try to squeeze too much in the body of thetext Keep it brief, but highligh the
benefits and tell them to call to order or to visit the website for more information. | have
seen too many postcards where they were trying to say too much in very small type.
Remember, keep what you are saying simple and to the point.

5. Don’t try to put more than one or two different products on acard. If more than two
products are on the postcard, it becomes too cluttered and too hard to read. | have tested
this. | did several mailings with three and four different products being offered on the
postcard. The response was okay. However, when the [imit was to only one product even
though this was the same product that was offered when there were four items on the
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postcard, response to this product was great!

Okay, now we are going to bend that last guideline alittle. For example, if you are
sending a postcard out on a set of video tapes for model trains and there are three volumes
to the set, then, by all means put all three tapes on the same card. What | am
recommending is that you don’t send out a postcard advertising a video tape on model
trains and a video tape on model cars. It isbetter to select one topic or another to address
on your postcard. Remember, the space you are working with islimited.

6. Make sure the card looks good. Everything should be lined up and centered. Havethe
postcard professionally printed. Don’'t buy the postcards that you can run through an ink
jet or laser printer so you can print your own postcards. | know severa people who have
tried this and their response rate was dismal. Remember, if the card looks sloppy, you'll
only hurt your sales.

7. Always make sure you have your name, web address and phone number on both sides
of the postcard. If the person looks at the address side first, make sure your name and
addressisthere. Thiswill give you name recognition and when they turn the card over,
again have your name, address and phone number on the back of the card, especially
when you ask them to order. Thisreinforces your name with your offer.

8. If you are sending your postcard out to names from arented mailing list, make sure
you ask them to call for a FREE catalog or brochure if you have them. Once they call and
you get their name and address, they are yours to keep mailing to! Most of the time when
you rent amailing list, you are only allowed to mail to them once. So ask them to call!

9. Put alimited time offer on the postcard. Thiswill encourage people to order now and
not to put if off.

Mailing Lists

Now, let’stake alook at who you are mailing to. Separate your mailing list into three
different categories.

Existing Customers
Inquiries
Cold Names or Cold List

Existing Customers. When mailing to existing customers you will most likely have
name recognition with them. Thiswill help in getting your direct mail pieceread. Since
they have bought from you once, they will most likely be comfortable buying from you
again. Alwaysmail to your existing customers.
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Inquiries. These are people who have shown an interest in your products, but have not
yet made a purchase from you. Again, with these people you will have some name
recognition but, that can depend on how long ago they made the inquiry. Since these
people have at least inquired about your product or services, this generally meansthey are
good a candidate for becoming a customer.

Cold Nameor Cold List. These are names and addresses that you have obtained from
some type of mailing list. Chances are, most of these people have not purchased from
you or inquired about your product or services. However, don’t despair. Let'ssay you're
marketing avideo on model trains. This cold list should be of people who have an
interest in model trains. Since your product is avideo on model trains, you will now have
their interest. Just remember with a cold list, you have to make sure you are mailing to
the right target market. Don’t send out your mailing on amodel train video to amailing
list of skiers. Chances are you won’'t get any response, since they are not in your target
market.

When you send adirect mail piece to an existing customer or recent inquiry, you will
generally have name recognition with them aslong as you have your FULL return address
on the postcard or envelope. Thisisespecialy trueif you mail to them within amonth or
two after their last purchase or inquiry. With name recognition, thiswill enable you to
have a better chance of getting your customers attention.

| would like to point out, that if someone inquires about your product or services from a
postcard, make sure you send them afull brochure or salesletter. Don’'t send another
postcard. That has happened to me once. | received postcard from acompany about a
product and when | called for more information they told me they would mail it to me,
however, they just sent me another postcard. | called again for more information and
they said they would send out an information packet, but all | received was another
postcard. Needlessto say, | didn’t order from them. Keep that in mind when someone
callslooking for more information. Have something ready to send to them, a sales | etter,
brochure or catalog or be sure to answer any questions they have over the phone.

Rentinga Mailing List
Most people start out by renting amailing, since they don’'t have an in house list. Here
are some things to watch out for when renting amailing list.

If you produce a video on how to use the Sony FX-1 video camera, obviously you are
going to want to rent amailing list from one of the video magazines out there.

When you rent the list, you are allowing to mail only once to the name you have rented.
It's standard practice for rented mailing lists to be seeded with afew addresses that are
connected to the company renting the mailing list. Thisway if you mail thelist again,
they will know it.

One technique | used was to mail a postcard out and on the postcard ask them to call thee
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800 number or to go to the website to continue to stay on the mailing list. Thereasonis,
once the customer responds to you, their name and address is yours to use over and over

again.

When renting amailing list make sure you rent the paid subscriber list. Some magazines
will rent out their general mailing list which includes people that they may have gathered
from various sources and they may not have areal interest in video productions.

When you rent alist seeif they offer any delivery guarantees. | rented amailing list from
one of the video magazines several years ago, which they said was the subscriber list.
When | did the mailing, almost 20% of the postcards came back to me as undeliverable.
At first | was kind of mad that | wasted that much money in postage. Then it dawned on
me, if 20% of the name and addresses were no good, that means 20% of the magazines
that were going out were not being delivered either.....

Quick side note: Thisiswhy | recommend using first class mail. If the postcard would
have been mailed out third class mail, they would have never been returned to me and |
would have never known that 20% of them never made it to the people on the mailing list.

| called the magazine and they didn’t believe me. So | boxed up all of the postcards and
sent them to the magazine. | got acall from them the day they arrived there. They didn’t
give me any explanation, they just offered to send me another 5,000 names at no cost.
When | mailed to this group of names | only got about 100 bad as being undeliverable.

When renting amailing list, keep in mind, that some magazines will end up in doctor
offices, libraries, schools and even prisons. Yep, | said prisons. | found this out when |
rented amailing list and | noticed a group of names that looked like this:

John Doe
#87403802

1200 Town Rd
Allentown, PA 12345

Bill Smith
#75500392

1200 Town Rd
Allentown, PA 12345

Terry Jones
1200 Town Rd #39340057
Allentown, PA 12345

There were about 40 names going to this address. And there were other names on the list
that had similar address in other parts of the county.
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A little strange, huh? Well | went on to the web and looked up the address, | found out it
was the address of the state prison. Yep, you read the correctly, the state prison. | am glad
| caught these address before wasting the postage

Postage and a Fir st Class Postage Per mit

By using aFirst Class Postage Permit, you don’t have to put a stamp on each piece that
you are mailing out. You will have to pay postage though. You will have aform tofill
out, with the total number of piecesthat you are mailing out with your permit number on
it and you will pay the postage for these pieces when you take them to the post office.

See your local postmaster for more information on obtaining a First Class Postage Permit,
if you choose to use one.

While we are on the subject of postage, ALWAYS using first classmail. It getsthere
much faster than third classmail. Infact, | tried amailing using third class mail. It took
some pieces up to four weeks to arrive at some customer’s locations and some never
made it to the customers. Another problem with third class mail, isit may not get
forwarded if someone moves and it won't be returned to you with a change of address
notice. So, you could be wasting alot of your time and money mailing to people that
have moved and you' re just not being notified. Always mail first class. It will generally
arrive at your customers mailbox within aweek of mailing it.

Using Postcards In A Follow-Up Mailing

You can also use a postcard as afollow-up piece to a sales letter or brochure that you
mailed out in an envelope. For example, you have mailed an offer to your customers on
June 1st and you made this alimited time offer that expires on June 30th. Send your
customers a postcard around June 12th, reminding them of the offer and to act now before
it'stoo late. Thistendsto work very well, as some people intend on placing an order with
you, but things come up and it dlipstheir mind. The postcard then arrives, and they are
reminded to place that order.

If acustomer inquires about a product or service that you are advertising, and you send
them out a sales | etter, brochure or catalog, send them a postcard about three weeks after
you mail the information to them. You’'ll be surprised how many people will then
respond. If the customer doesn’t respond with the first postcard, it could be that they
were not ready to buy at that time. Send them a second postcard about three to four
weeks after you mailed the first one. Since they made an initial inquiry about your
product, keep your name and product in front of them.
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TheWrong Way To Use A Postcard

Thisisareal example of apostcard that we received.

ABC Video Check out are moothly gecials,
123 Main St Paligs 1. 30 min blank tape vhs, $1 30
Arvtoum, PA, 12345 2. Video fighring kil, includes 3 lights and light

slanrds and bulby $375.00
3 Cameorder lens caps 3375
4. How-To Video oo uasing yvour lighl kit,

Jelm Doz 5. Toaster haow 1o tp sheet, prafessionally done
456 bdadal 81 §9.95
Anylowm, PA 12345 £, Wideo cables Off 37,94

7. Guide to propramemang o VUK, $109.93

(rive us a call, we'll ship yaur ordsr out right sway,

Now don't laugh, | am serious, thiswas areal postcard that we received from someone. |
have changed the company name and some of the products, but thisis how it looks.

Notice that they tell you to give them acall, but nowhere on the postcard is a phone
number! This can make ordering difficult. Also, they do not tell you the pricesfor
everything, just take alook at item four. They don’t give you much information about the
products either. What type of video cables areitem six? Arethey RCA cables, are they
Firewire cables, arethey Gold Plated or are they S-Video cables? | really don’t know,
they never told me. (These were real items on the card!)

Don't try to cram too many products onto a postcard, doing this can cause you to have a
very poor response rate. Just to let you know, | looked up this company’s phone number
and gavethem acall. | talked to the owner and he informed me that the mailing was a
flop. And that he would never use apostcard again. Bottom lineis, they just didn’t know
how to properly use a postcard as adirect mail piece.

Remember, there are no hard and fast rulesin direct mail, just alot of guidelines. If you
choose to use direct mail, | highly recommend you start out with a postcard.

Email Instead of Direct Mail

When we talk about email marketing we are NOT talking about spam. The type of email
marketing we are going to be talking about, iswhere you sign up to be put on a
company’semail list or to receive their newsl etter.

Due to the high cost of postage, this type of email marketing has become very popular
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with both small companies and large companies. In fact, some companies have moved to
email marketing only. Direct mail isno longer used at Studio 1 Productions. We have
move to email marketing only.

For Special Interest Video producers, for that matter really any business with awebsite,
can really benefit from email marketing. 1f you come out with a new video, you can send
an email out to everyone on your email list and you can start getting results right away or
as soon as they read your email.

However, there are afew things you need know about email marketing before you jump
into it.

First and foremost, don’t send out unsolicited emails. That's consider spam. | highly
recommend that you only email out to people who have subscribed to your email list.

Another thing isdon’t flood your email lists by emailing everyday. Be considerateto the
people on your email list. Email out when you have something new or a special going on,
but watch how often you email out. If you email out alot, you may find people
unsubscribing.

Next, on you website you will need some way for people to sign up to be on your email
list. Thiscan be done one of several ways.

1. Using an email marketing service.
2. Using email marketing software.
3. Manually keep adatabase or email list.

Let'stake at look at each of these methods.

Email Marketing Service

Using an email marketing service is the easiest way to maintain your email list. Almost
all emalil services are permission based services. Hereishow permission based services
work.

1. Someone goes to your website and they sign up for your email list.

2. Then they will automatically receive a confirmation email.

3. Until they response to the confirmation email, their email addressis not added to your
email list. Their email addressisheld in atemporary area.

4. Once they response to the confirmation email, then their email address will be
automatically added to your email list.

5. If someone wantsto unsubscribe, all they havetoisclick on alink that is
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automatically put into to your emails.

If someone signs up to be on your email list and they don’t respond to the confirmation
email, after a certain period of time, their name is automatically removed.

When you mail out to your email list, if any emails bounce because the email addressis
not longer valid, that email address will be automatically remove from your list.

The nice thing about using an email service is everything is automated for you.

It's easy to setup an email account. You simply sign up for the email service. When you
do that, they will give you the HTML code to insert into your website. After you have
inserted the code and update your website, you are ready for peopleto start signing up for
your email list.

When you are ready to send an email out to your email list, you simply create the email,
this can be atext base email or an HTML email. A text base email, will look like
something you just typed in and sent as aregular email. HTML emails are the kind that
look like awebpage when you receive and open them. To make it easy to createaHTML
style email, ssmply use any program that allows you to create awebpage.

Once you have your email ready, you will then go to the website for the email marketing
serviceand signin. Then basically all you need to do is cut and paste your HTML email
or typein your text email, into the outgoing email form on their website. Then you will
click send and your email will automatically be sent out to everyone on your email list.

Below are a couple of companies that offer email marketing services. For more
companies just do a search on the web.

www.godaddy.com
www.benchmarkemail.com
WWW.constantcontact.com

Make sure you use a company that is permission base, so your are not sending out emails
to people who didn’t sign up for the emails. This can be a problem for some people who
have email liststhat aren’t permission base. | can remember one guy telling me that he
had to change his email address after he separated from his wife because she was going on
line and adding his email addressto every email list she could find. Back then most lists
where not permission based. If they were, all he would have received is a bunch of
confirmation emails and if he didn’t respond to them his name would have never been
added.

Here are some benefits of using an email marketing service.
1. The cost for using these service is alot cheaper than using the post office.
2. Very easy to email out to your customers.
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3. Easy to setup on your website.

4. Automatically keepsyour list up to date, by removing bounced emails. People change
email addresses more often than their home address. So having them automatically keep
your list update is agreat time saver.

5. You don’'t need to install any special software on you website hosting computer.

Email Marketing Software

You can purchase your own email marketing software package. There are two types of
packages, one that you install into your website on the web hosting computer. The other
runs on you own PC.

If you choose to purchase the package that installsinto your website, make sure your web
hosting service will alow this and make sure the software is compatible with the
operating system that your web hosting service uses.

When choosing an email marketing software packages, you will most simply chargeyou a
onetimefee. There are some that may also charge you an annual maintenance or a
monthly fee. Thiswill be on top of the package price. Thiscan make it more expensive
than using an email marketing service.

Not all email software packages automated the process of adding new email address and
removing bounced or unsubscribed email. Thisis something you will need to do
manually. Before you purchase any email package, seeif they have a demo version that
you can test out before you purchaseit.

Be aware of packages where they offer different levels of performance and features. |
found one that limits you on the number of email addresses you can send out to. These
are things that you need to consider before making a purchase.

When using your own email marketing software package, you will create either atext
email or HTML email, just like you would if you used an email service.

Below are linksto a couple of email marketing software packages.
www.arial software.com

WwWWw.massmail software.com
www.lmhsoft.com

A few peoplethat | know who are using an email software package have told me that
thereisalittle more work involved than using an email marketing hosting service.
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Manually Keeping Your Email List

This not really not arecommended method for maintaining your email list. | know of two
people who have tried to maintain their own list using Eudora and Outlook Express. Both
of them told me it was a nightmare trying to do it on their own. It wasvery time
consuming and one had a problem with their Internet Service Provider. They accused him
of sending out spam, due to the large amount of email he was sending out at one time.

If you choose to do it yourself, please make sure that you send out a confirmation email
when some subscribes and when someone wants to unsubscribe, that you take them off
thelist right away.

Renting Email Lists
All I can say isBE CAREFUL. If you email out to arented list, it might be considered as
Spam to the recipients.

| know when | have subscribed to amagazine, I’ ve been asked if | want my email address
shared with other companies that may have products that might interest me. There are
some that rent email lists to get their addresses. However, other companies have software
that troll through websites looking for email addresses.

| highly recommend that you only email out to people who have subscribed to your email
list.

Sdlling on eBay

Ebay can be agreat place to sell your videos. Once your video is complete you can list it
on eBay. Some people don’t even bother with awebsite for the Special Interest Videos
and they just sell strictly on eBay.

eBay offers several waysto sell your videos.

1. Sell your video as an auction only

2. Sell your video asaBuy It Now only

3. Sell your video as an auction with aBuy It Now option
4. Setup an eBay store

5. Any combination of the above

PayPal isthe most popular way for eBay customersto pay for aproduct. When you sign
up for an eBay account, sign up for a PayPal account at the sametime. PayPal allows
your customers to pay with acredit card, without you needing a merchant account.
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If you are going to accept checks or money orders as payment for your auctions, you will
need to hold the check until it clears before sending out the DVD. If you receive aMoney
Order you can ship the order out without having to hold it to clear.

Pricing your video for eBay

If you're selling your video for $39.95 on your website you might set the Buy It Now
price at $39.95. Some people will tell you to set your price alittle lower on eBay than on
your website. For example, if your website price is $39.95, then set the Buy It Now price
at $34.95. Different people have different opinionson this. | suggest youtry it for
yourself and see which works better for you and your market.

People on eBay are looking for adeal, plain and ssmple. When you set up an auction you
can get better resultsif you set it up where they can bid and also have the option to Buy It
Now. Thisallows those who want to bid, to do so. And for those who are in ahurry and

don’'t want to wait for the bidding to end, they can use the Buy It Now option.

You can set up your auctions with a minimum reserve bid option. Which means someone
has to bid at least the minimum before the item can be sold.

Try not to play around with your pricing. I’ ve seen a couple of Special Interest Video
producers make this mistake. They keep lowering their prices when sales slow down.
One guy started with hisvideos at $49.95. For the first few weeks they sold pretty good,
then sales started to slow down. Instead of reducing the number of auctions or removing
them all together for aweek, he lowered the price down to $39.95. Sales picked up again,
then once again they slowed down. He kept lowering his prices. $29.95, then $22.95,
then $19.95, then $14.95 and finally to $12.95. Each time he lowered the price his sales
would pick up for afew weeks then slow down again.

After several months of lowering his prices he was still selling the same number of
copies, doing the same amount of work, having the same eBay and PayPal fees, but
making alot less money.

It'snormal for salesto fluctuate. Your DVD may sell really well for afew weeks, then it
can taper off. Don't panic. If you are tempted to lower your prices once sales slow down,
here are afew tricksto try.

1. If you are normally asking $39.95 for your DV D, set up your auctions with aminimum
bid price of $29.95 and aBuy It Now price of $39.95. This allows those people who want
it try and get it at alower price the option to do so, while still allowing those who want it
right away to use the Buy It Now option.

2. If you are running multiple auctions on the DV D, try reducing the number of auctions.
For example, if you have 10 auctions running for the DV D, try running only 3 or 4 for a
while. Some people will react and buy because they have less of a chance to get the
DVD.
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3. Every so often stop listing your DVD’sfor afew days or even aweek. Thiswill keep
customers who are a\ways watching your listing, but not buying from you, to make a
move and purchase when you re-list. 1t causes them to think that you might be pulling the
product off of eBay. Thistrick will generally cause people to buy the DVD at a higher
price.

4. If you are running several auctions and the DVD priceis $39.95 asaBuy It Now price,
try running afew auctions of the same DVD with aBuy It Now price of $29.95 at the
sametime. When the customer sees both prices, they will jump on the $29.95 price
thinking you made amistakein listing it. Thisisagreat way to boost your sales when
your sales have slowed down and it allows you to maintain the higher price on your
regular auctions.

Most people shop on eBay because they are looking to get agreat deal on something.
They will watch your auctions for awhile before they place an order with you. If they
notice that you keep adjusting your prices down, they will wait until you’re at rock bottom
and your prices have stabilized at your lowest price. So try the above tricks before
resorting to price reductions.

EBay Fees
WEell of course eBay hasto make money. They make their money by charging you feesfor
your auctions. Here arethe basic fees:

* A Listing Fee. Thisisthefeefor listing your item with eBay. Thisfeeisbased on the
selling price.

* A Final Value. Thisisafeethat you are charged based on the actual selling price.

* |If you accept PayPal, which you should if you are going to sell on eBay, they charge a
fee also for handling the transaction.

Don't be afraid of these fees. These feesarefairly low. Some peopletell me they build
the feesinto their shipping cost. So the buyer ends up paying a couple of dollars more for
shipping and the seller recoupsthe fees. There are other feesfor different options on
eBay, it's best to check out the current rates and fee schedule on the eBay website.

Here are sometips on selling on eBay.

* |t'simportant to get your order out quickly. Have your auctions end early enough in the
day so you can process and ship the orders out the same day, if payment is made. |If
someone is sending in a check, make sure you hold the order until the check clears.

* Fast shipping can help with repeat sales and this can help give you a high feedback
rating. It'sbest to use Priority Mail for sending out your DVD’s. Don't try to do it
cheaply and ship viaFirst Class Mail. Priority Mail usually take 2 to 3 on average to get
to any placeinthe US. My experience with First Class Malil isit can take anywhere from
2 to 8 days, depending on how far the customer lives from you. For more information on
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shipping see that section later in this book.

* Don't sell multiple copies of your DVD in an auction. This can lead to fewer bids and
people tend to bid lower. Thus, you end up with fewer sales. Each copy of aDVD should
haveit’s own auction. Your results will be better.

* 1f you have produced a DV D on how to use a Sony FX-7 video camera, then list the
DVD under video equipment. Don't list it under DVDsfor sale. The reason behind this
iswhen someone is shopping for a Sony FX-7, your auction will be listed when the search
for the Sony FX-7. Thiswill lead to more people finding and purchasing your DVD.

* Pay attention to your auction heading. For example, if your DVD is on the Sony FX-7,
then use an auction heading like this: Sony FX-7 Instructional DVD. Thiswill cause
your video to show up when someone searches for the Sony FX-7.

* eBay has afeature called “second chance offers’. Thisiswhere more than one person
has placed a bid on your item. You can send out a second chance offer to the unsuccessful
bidders offering the product at the winning price. eBay automates the second chance offer
and by using this, you can increase your sales of the DVD.

* eBay has several tools that allow you to automate you eBay business. Turbo Lister and
Manager Pro are two of the tools you should check into when you eBay business takes
off.

* Create anicelooking auction layout. The better your auction page ooks, the more
confidence the customer will have in dealing with you. The end result is more sales.

*1f you are running multiple auctions, keep the layouts similar and use graphics that will
make your product recognizable to your customers.

* Monitor eBay auctions for anyone who might be copying and selling your products
illegally. Now you may find someone selling off the DV D they purchased from you,
however, you should keep alist of who is selling the products to seeif they keep listing
the product. If they do, then they might be selling illegal copies. Once you find someone
selling illegal copiesof your DVD, then contact eBay. They will pull the auction and
sometimes they will even cancel the bootlegger’s account.

Accepting Credit Cards

If you want to sell your Special Interest Videos, you going to need a merchant account,
which will allow you to accept credit cards. You get a merchant account through a bank or
through a Merchant Service Provider.
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If you are working out of your home, not all banks or merchant service providers (M SP)
will work with you. Today, due to the Internet, more and more banks and MSP's are
accepting home based businesses.

There are several waysto process credit cards.

1. Useacredit card terminal and key in the credit card number.

2. Use credit card processing software and process the credit card from your computer.
Make sure your bank or the credit card processing company offer this. For thisyou MAY
will also need an Internet Gateway for connecting the software to the credit card
processor.

3. If you are going to accept ONLY Internet orders, depending on the credit card
processing company, you may be able to have the credit charged and approved (or
declined) when the customer checksout. You WILL need an Internet Gateway to connect
to the credit card processor.

4. Using an Order Entry or Sales Order software package with the built-in capability of
processing credit cards from your computer. For thisyou MAY will also need an Internet
Gateway for connecting the software to the credit card processor.

Each of the above methods has their pro’s and con’s. So talk to you bank or credit card
provider before making a decision.

Using a Bank to Process Your Credit Cards

* You will need to open abusiness checking account with the bank who is going to issue
you a merchant account.

* The bank will either have their own in-house credit card processing department or they
will use a credit card processing company. They will verify the customer’s credit card,
processes transactions, and deposit the money from the sale into the merchant’s checking
account.

* The money is usually deposited into your checking account within 1 to 3 days.

* Banks are considered to be secure and dependable.

* The fees associated with setting up and maintaining a merchant account are lower for
long standing businesses and owners with good credit.

* With that said, some banks will not open merchant accounts for businesses seeking to
accept credit cards over the Internet or if they are home based businesses.

Using a Merchant Service Provider

* These are sometimes referred to as Independent Sales Organizations

* They usually don’'t have a problem with a home based business or abusiness that is an
Internet based business

* They usually will give you the option of accepting credit cards online.

* Their cost for credit card terminals and software is usually less than a bank.

Hereisafew credit card companies that other SIV producers have recommend to us.
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WWW.cardservicesal es.com
www.chasepaymentechsales.com
www.e-onlinedata.com
www.global paymentsinc.com
www.merchantservices.com

You can aso do a search on Google for “Merchant Services’, “Merchant Accounts’, and
“Credit Card Processing” for more companies.

Some companies will charge you an application fee, along with a setup fee. Make sure
they are going to approve you before you pay them any fees.

Before selecting acredit card processing company, check them out with the Better
Business Bureau and other online sources. While most credit card processing companies
are excellent, there are some that are not.

Credit Card Fees

The feesyou will pay are going to vary from company to company. Here are some of the
fees that we have encountered.

* Setup fee. Thisisaonetime fee and can range from zero to afew hundred dollars.

* Visa, MasterCard, Discover and American Expressrates. You are going to be charge a
small percentage of each sale you make. Depending on the credit card processing
company, your rates should be 2% to 3.5%. Your rate will depend upon your volume of
sales and the average dollar amount of each sale. When you are first setting up an
account, be honest on how much you think each sale will be and give them an estimate of
how many sales you think you are going to make each month.

* A transaction fee. Thiswill be from 10 centsto 30 cents for each credit card charge.

* A month processing fee. This can be anywhere from $5.00 to $25.00 per month.

* A minimum month Processing Fee. For example, you may have to pay a $25 fee each
month IF your total transaction fees and you total credit card processing rates don’t each
$25.00. This minimum monthly fee will vary from company to company. We have seen
this fee be between $25 and $100. Generally, if you have enough sales, you will never be
charged thisfee. Hereisanother example, if you only have three salesin one month and
you have aminimum processing fee of $25.00, you will be charged the $25.00. If you
have sales of ahundred DVD's, you won't be charged the fee.

Visaand MasterCard rates can vary between credit card processing companies. While
one company may offer you a2.10% rate for Visaand MasterCard, they may charge you a
transaction fee of .30 cents per charge. Another company may charge you 2.25% rate
with a .05 cent per charge transaction fee. So you will need to take some time and figure
out which isthe best deal for you.

How Soon Will The Money Be Deposited Into My Account
Thiswill depend on the credit card processing company. The average timeisoneto three
days. If your credit card processing company tellsyou it will be three days, then you can
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expect the money from your sales on Monday will bein your account on Thursday.

Discover takes an average of two to four days and American Express can take threeto five
daysto deposit your money.

Address Verification and CVV2 Code Verification
Whoever you use for credit card processing, make sure they offer address verification and
CVV2 code verification. Thiswill help reduce the chance of credit card fraud.

Address Verification - Thisiswhere you verify the billing address for the credit card, to
make sure the person gave you the correct information. If it isastolen credit card,
chances are they won'’t have the correct billing address. Therefore, this can be an
excellent way to seeif the person who gave you the credit card, is the actual credit card
holder. (Note: Thisisn’t fool proof, as some people have had their wallets stolen and that
will give the fraudulent user the billing address. If the person wants the order shipped to a
different address, use your judgment to decideif you will do that or not.)

CVV2 Code - On the back of the credit card, in the signature panel, there is a group of
numbers. Thelast 3 numbers arethe CVV2 Code. Most credit card companies are
starting to require that you verify the CVV2 Code. Thisisanother way to verify the card
holder isthe one placing the order. The theory behind thisis, if someone gets your credit
card number off of areceipt, they won't have the CVV2. If you process a card with a
wrong CVV 2 code, they card won't process and you are alerted.

| highly recommend that you check both the address and CVV2 on al orders. Thiswill
help with reducing credit card fraud.

Accepting PayPal and Google Checkout

PayPal is one of the best waysto take credit cards without a merchant account. If you
plan on selling on eBay, you will need a PayPal account, as most people prefer to use
PayPal. Plus, youwon’'t haveto wait for someone to mail you a payment.

PayPal allows you to accept credit cards without needing a merchant account. Because of
this, Some Special Interest Video producers only take PayPal on their websites.

PayPal will charge afee which is based the percentage of the sale. Their rate is about the
same as amerchant account. If you are going to take PayPal, make sure you have your
account verified, asit improves your credibility with your customers.

PayPal offers several different types of accounts. You'll will need to decide which
account will work best for you. PayPal’swebsite is www.PayPal.com
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Google offers Google Checkout. Thisworks similar to PayPal. At thistimeitisnot as
popular as PayPal, but it is catching on. If you are going to take PayPal, you might want
to take Google Checkout.

Problem with PayPal and Google Checkout

While most people using eBay do have PayPal, not everyone has a PayPal or Google
Checkout account. Thismay cause you to miss some sales on your website if you don’'t
take credit cards through a standard merchant account. Thisis something you are going to
have to consider when setting up your website.

On our website we only take Visa, MasterCard, Discover and American Express. |f
someone wantsto pay by PayPal, | have them call or email and | explain to them how to
pay viaPayPal.

Why don’t | take PayPal on our website? Basicaly, it is because our softwareis

automated with out shopping cart and our credit card processing, and not setup to
automate with PayPal at thistime.

Other Payment Options

Accepting Checks - While most people checks are good, there are those that aren’t. Hold
the check until it clears your bank. The problem you may runinto isthat it normally
takesafew daysto clear. But, what if it doesn’t clear? Most banks will notify you by
mail. By thetime the issuing bank notifies your bank and your bank notifies you by mail,
it can take up to 20 days before you learned the check has bounced.

| have had this happen , so now all ordersthat where paid by check are held for 21 days.

Accepting Money Orders - A money order is as good acash. So as soon asyou get a
money order you can ship the customers orders. | tell customerswho call and say they
want to pay by check, to use amoney order for faster service. | have only ever heard of
one person getting a fraudulent money order. So if you have any questions on the validity
of the money order, takeit to your bank and ask them to verify it.

Accepting COD’s- My adviseisdon’t ship by COD. It used to be popular, but most
companies are no longer accepting COD orders. Hereisthe problem with COD’s. Let's
say you ship the package COD to acustomer. When it arrives, they don’t have the money
for the package. The packageisreturned to you.

You will pay for the shipping whether they accept the package or not.

Depending on who you shipped by, you may not get the COD fee back.

Depending on who you shipped by, you may get charged for return shipping.

Why do people refuse COD packages? It's because shipping companies will not accept
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cash for aCOD, they will only accept amoney order, cashiers check or aregular check.
When the package arrives, the customers usually don’t have the proper payment method.

Another reason COD packages get refused isthat they have changed their mind.

So how often do people refuse COD packages? Yearsago it wasrarely. But, over the
yearsit hasrisen to most of the time. Depending on who you talk to it can be anywhere
from 20% to 60% of the time. We stopped shipping COD packages when we noticed that
40% of them were being refused and it was costing us alot of money each month for
sending packages out, only for them to come back.

Shipping Your DVD’s

Onceyou'’ ve sold your DV D, you need some way to ship it to your customer. Whatever
method you use, | highly recommend using some type of delivery confirmation. This
way, if someone contacts you and saysthey didn’t get their order, you have some way to
check out their claim. If you think thiswon’t happen, guess again.

Another problem you will runinto, is people forget that they have placed an order with
you. They will either contact you wondering what this chargeisfor or they will contact
the credit card company and tell them they don’t recognize the charge. When this
happens the credit card company will ask you to not only provide information about the
order, but they will ask for proof of delivery. If you can’'t provideit, thereisagood
chance they will reverse the charge and charge you back for the total price of the order.

Let’stake alook at the 3 main shipping carriers.

The Post Office
For small packages they can be less expensive than UPS or FedEx. The Post Office offers
severa different shipping methods.

Book Rate Mail - Thisisthe cheapest way to ship, it is aso the slowest way to ship. It
can take an average of 5to 15 days (or even longer) to get aDV D across the country and
thereis NO way to get delivery confirmation. | don’t recommend this method.

First ClassMail - Thisisonly slightly more expensive than book rate. Shipping times
can take an average of 4 to 7 daysto get aDVD across the country. Although, depending
on the areayou are shipping to, it can take longer. Delivery confirmation is available at
an additional charge.

Priority Mail - Thisisagreat way to send out DVD'’s. It takes an average of 2to 3 for
delivery and you can get delivery confirmation. (Shipping can take aday longer when
shipping to Alaskaor Hawaii). Also, you can use Click-N-Ship to ship your package. We
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will cover Click-N-Ship below.

ExpressMail - Thisisthe Post Office’s fastest service and the most expensive. It takes 1
to 2 daysfor a package to arrive, depending on where you are shipping it to. You get
delivery confirmation and you can ship by Click-N-Ship.

Okay, so what is Click-N-Ship? Thisisthe post office’s online service for shipping
Priority Mail and Express Mail letters and packages. Just go to the post office’s website
and select either Click-N-Ship or Print a Shipping Label.

What about shipping a package international? You can do that online also, with Click-N-
Ship.

The post office’'swebsiteis www.usps.com

You can also order suppliesfor Priority Mail and Express Mail, such as free boxes, free
packing tape and more. One supply that you will want to get is self adhesive labels
especially designed for use with Click-N-Ship. You can purchase them online at the
postal service website.

If you want to save some money, try either of these companies listed below for Click-N-
Ship labels

Professional Label www.professionallabel.com
ULine www.uline.com
Polyline www.polylinecorp.com

UPS Shipping

To ship with UPS, you will need to contact UPS and have a representative come out and
Set up your account. In some cases, they can do this over the phone. They offer daily
pickup service or on-call pickup service, whichever you require.

Once you sign up with UPS, they will provide you with afree software package call UPS
Worldship. You will usethisto handle al your shipping needs with UPS, including
tracking packages and printing shipping labels. You will need a printer to print shipping.
You can use an inkjet printer or you can rent athermal printer from UPS. Using athermal
printer as a secondary printer will alow you to keep shipping labels loaded all the time.
This can be abig time saver as you don’'t have to change paper in your main printer every
time you want to switch from printing an invoice or a shipping label.

UPS will supply you with shipping labels and other shipping supplies. Asfor boxes, UPS

Page 73
© 2007, Studio 1 Productions Inc.



will only supply shipping boxesfor 3 Day Select, 2 Day Air and Next Day Air packages.
You have to supply your own boxesif you are shipping UPS ground.

The UPS Worldship also alows you to pull up a customer’s shipping information and
click on the tracking number and get compl ete step-by-step tracking results, including
who signed for the package and where it was delivered. For most people, thisis one of the
most important features of the software.

UPS offers the following shipping methods.

Ground -Takes 1 to 6 business days depending on where you are located and where your
customer is.

3 Day Select - It will take 3 business days for your package to arrive.

2 Day Air - It will take 2 business days for your package to arrive.

Next Day Air - Your package will arrive the next day.

UPSratesvary on avariety of factors.

Rates are different for commercial delivery addresses and residential delivery addresses.
UPS a'so charges an extended area charge for those who are located in rural areas. They
also offer package insurance, delivery confirmation and many other services. UPSrates
are available online or they have arate book that they will send to you.

To get setup with UPS, go to their website at www.ups.com and click on contact us.

FedEx Shipping

FedEx works like UPS, asthey offer pretty much the same services. They offer:

FedEx Standard or Ground - It takes 1 to 6 business days depending on where you are
located and where your customer is.

FedEx 3 Day Service - It will take 3 business days for your package to arrive.

FedEx 2 Day Service - It will take 2 business days for your package to arrive.

FedEx Next Day Service - Your package will arrive the next day.

FedEx also offersdaily pickups or on-call pickups.

FedEx has asimilar software package that they will provide you once you have signed up
with them. Itiscaled FedEx Ship Manager. It allows you to ship packages and get
detailed tracking for packages.

FedEx ratesvary on avariety of factors.
Rates are different for commercial delivery addresses and residential delivery addresses.
FedEx also charges an extended area charge for those who are located in rural areas. They
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also offer package insurance, delivery confirmation and many other services. FedEx rates
are available online or they have arate book that they will send to you.

To get setup with FedEX, go to their website at www.fedex.com and click on contact us.

| nter national Shipping

UPS and FedEx charge a broker’s fee when shipping international. Where as the Post
Offices, in most countries, don't charge abroker’sfee. Thisbroker’sfeewill vary from
country to county and the customer will also have to pay duty or taxes.

We have found that shipping international orders viathe Post Officeisalot less
expensive for the customer. However, tracking an international package with the Post
Officeisnot easy and it can take 30 to 60 days.

UPS and FedEx will give you detailed tracking information and tracking can be done
onlinein real time.

A Note About Shipping

When you arefirst starting out, you may want to start out using the post office. Over
time, you may find yourself, like most people do, migrating over to shipping with UPS or
FedEx. The reason most people migrate over is, some software packages, like
Quickbooks will link into the UPS and FedEx software package to help automate the
shipping process. In addition, alot of shopping cart software package will link into UPS
and FedEx to get the shipping costs for a package.

Aswith all shipping services, packages can get delayed or lost. Whileit israreit does
happen. Weather delays are the most common reason for a package not making it some
place ontime. By being able to get detailed tracking information, like you can with UPS
and FedEx, this can be helpful when a customer calls wanting to know where the package
isand it’s stuck in the snow some place.

Whether you are using the UPS or FedEx software package, you can have the tracking
number for the package automatically emailed to the customer through their software.

Telephone Numbers and 800 Numbers

Unless you want to drive your family crazy, get a separate phone line for your business. If
for some reason you decide to use your home number for your business, don’'t be
surprised if you start getting calls at all times of the day and night. People tend to forget
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about the different times zones or they miscalculate what timeit isin your time zone.

I’ve known afew Special Interest Video producers who have told me they would get calls
at 2 am or 3 am from someone wanting to place an order or to ask some questions about
thevideo. Soitisrealy best to get a second phone lineinstalled for your business.

If you are working from you home, get agood digital cordless phone so you can move
around your home while taking cals. If you are thinking about using your cell phone as
your business phone, you better make sure you have alot of minutes available. You'll
probably find it cheaper if you just get asecond lineinstalled. If you need to, you can
aways have the calls forwarded to your cell phone when you are not home.

Getting atoll free number isn’t that hard. Simply call your phone company or AT & T
and request atoll free number. A toll free number will lay on top of one of your existing
phone numbers.

Depending who you use this cost will differ. With atoll free number, you will be paying
the long distance charges, so your customers can call you at no charge to them.

If you decide to get atoll free number, you might want to have two lines for your
business. Here'sisan example and why we recommend this:

* Your main line should be a direct phone line to your business. For example: (215)
123-4567. With this phone line the customer will have to pay for the long distance call
themselves.

* Have a second phone line that you can lay atoll free number on top of. Thisway a
customer can call (800) 123-4567 and it doesn’t cost them to call you. But, remember
you are the one paying for the call.

Why we recommend do it thisway:

* Even though you may say in your ads and on your website that the toll free number is
for Orders Only, alot of peopleignore that.

* People like to talk and you will soon find out that they like to call you on your toll free
number and ask questions and talk and talk and talk. All the while, you are paying for the
call.

* If you know the number they are calling you on, you can help move the conversation
along, so you don’t end up talking with them for 20 to 30 minutes.

* You created the video, therefore you are the expert on the subject. So you can expect
peopleto call you with questions. A lot of times, it will be on your toll free number.

* A lot of salesrepsand magazine reps will use your toll free line to make first contact
with you. Again, thiscan cost you money so they can sell you something.

The bottom lineis, if you don’t have a second line for your toll free number, you'll never
know if the personis calling you on your direct line or on your toll free number and this
can be costly to you especially if someone needs help or has alot of questions about your
DVD.

Page 76
© 2007, Studio 1 Productions Inc.



One SIV producer told me that he was spending over $500 a month on his 800 number.
He only had one phone line and laid the 800 number on top of his main line. Then he put
in asecond line and had the 800 number over laid on that number. Thisway he could see
which number they where calling on and when it was the 800 number, he was alittle less
chatty. He said he brought his bill for the 800 number down to around $200 a month.

Software For Your Business

| am keeping this section short, because when it comes to this section of the PDF book, |
have ahard time giving you any adviceinthisarea. A lot of people have asked me what
software do | useto run the business? It's a custom package that | wrotein house, to
handle accounting, order entry, inventory, specia importing orders from the website,
exporting to UPS, etc. It's not something that | ever plan on selling, mainly because it
would take amajor rewritein order to make it more universal so it could interface with
other shopping cart software packages and other shipping companies, other than UPS.,

Most SIV producers use some type of software package to handle order processing and
accounting. Depending on the software package you select, you can download orders
directly from your shopping cart and import them into your software. From there you can
process the order and export the shipping information into the UPS or FedEx software to
complete the shipping process.

Thereisalot of software packages out, here are afew packages:

www.mailware.com

WWW.pCinn.com

www.quickbooks.com (They offer a Shipping Manager Module and a Credit Card
processing kit as an ad on option.)

QuickBooksis one of the more popular software packages for order entry and accounting.
With the ad on options, it can interface into both UPS and FedEx, plus with the Credit
Card processing option, you can process credit cards right from QuickBooks.

Before you decide on a program, it's agood idea to see what your shopping cart software
will interface with. Thiswill give you some more options as to what software package
you should look at. If you are going to be using UPS or FedEXx shipping software, make
sure the package you select will export the shipping data.

Sdling You DVD’sDirect or with Dealers

You are going to need to decide if you are going to sell your videos directly to the
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customer only or are you going to sell them through dealers as well.

Selling Direct Only

* Selling your video direct allows you to keep al the profits. If avideo sellsfor $39.95
and your duplication cost is $2.00, then your profit will be $37.95. For some Special
Interest Video producers, thisistheir main reason for selling direct. But, it may not be
right for you, just read on.

* You control the price of the DVD. If you want to run asale and you advertise the sadlein
an ad in amagazine, you don’t have to worry about deal ers getting upset that you are
selling the video at alower price.

* You bear al the marketing costs.
* You are not competing against any dealersfor sales.

Selling Direct and Through Dealers
* You can increase your overall sales.

* The amount of profit you' |l make will vary since you will make full profit on the videos
you sell direct and less profit on the copies sold through dealers.

* You have to allow enough of a profit margin on the DV D to make it worthwhile for the
dealer to sdl it.

* When adeder orders, you will be selling them several copies of the video at once. This
can beanicesalefor you. Plus, you only have to pack and ship one order to sell severad
videos.

* You will have to be careful not to adjust the price you of the DV D, unless you want to
rebate the dealersfor the lower price.

* Some Special Interest Video producers will have different pricing levelsfor dealers
based on the quantity of videos that they are ordering. For example, order less than 10
copies and the dealers gets 25% off theretail price. Order 10 to 20 and they get 30% off
and so on. While this can encourage some dealersto place alarger order it can turn off
other smaller dealers.

| know of one company that produces videos which have the different pricing levelsfor
dealers. They give dealers 25% to 50% off the retail price depending on the quantity of
DVD’sthey ordering. One problem isthat some of the larger dealers are selling the
DVD’sat 20% to 30% off the retail price, since they are buying them at 50% off. When
this happens, other dealers started to complain and the DV D producers started losing
dedlers.
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Other Special Interest Videos producers just have asingle dealer price no matter how
many videos are ordered. Thislevelsthe playing field for all dealerslarge and small.
Thisis something for you to consider when selling to dealers.

* A lot of dealers are going to expect you to advertise and promote the video. If the dealer
has an ad in amagazine, there is a chance they will put the video in their ad. Thiscan
help increase exposure of your video. The profit margin the dealer makes off of the video
will have to be pretty good, otherwise it won't be worth his ad space to offer the video.

* Some dealers don't like the fact that you will be selling direct, thus competing against
them.

* Most dealers are not going to likeit if you sell the DVD on an eBay auction, because the
DVD could end up being sold for less than what they are selling it for or even what they
are buying them for.

* When selling through dealers you are going to reach customers that may not know about
you or your video.

* When selling to dealers, it'sagood idea that on the first order they have to buy a
minimum quantity of DVD’s, like 5 to 10 copies. Thereasonis, alot of people will
contact you saying they are adealer and they want to buy just one copy so they can decide
if they want to carry it. And of course, they want the DVD at the normal dealer price.
Most of these callsare NOT from dealers. They may even fax you a copy of their
businesslicense. Just because they do that, it doesn’t mean they are really selling any
products. For example, they could just be a videographer with a business license for their
videography business.

| recommend that you sell the evaluation video at the retail price and then offer to refund
the difference between theretail price and the dealer price when they order more.

Most Special Interest Video producers sell direct and they sell through dealers asthis

gives them the best access to the market place and it can allow them to make the most
money in the long run.

Dealer Profit Margin

When you sell to dealers you need to allow the dealer to make enough profit on the video
so it'sworth it for them to carry it. Some SIV producers only give a 25 to 30% profit
margin, while other SIV producers give a 40 to 50% profit margin.

Offering alow profit margin to the dealers can turn off most dealers, as they have to pay
for the shipping of the video to them, they have credit card feesto pay on each sale, and
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they haveto tie up money stocking the video.
To better the profit margin, motivate the dealer to carry the video.
Let’slook at some examples:

In all of these examples we are going to say the dealer hasto pay credit card fees on the
sales, which will be approximately $1.00. Thisisbased on a2.5% credit card fee and .25
per transaction. Plus, they have to pay for shipping to get the product to them, unless you
aregoing to ship it for free. Let’ssay shipping is $10.00 for 10 copies of the video. That
meansisit costing $1.00 per copy for shipping. So this means the dealer has a $2.00
overhead on each video that must be subtracted from the profit they would make.

25% Profit for the Dealer
A $29.99 video at 25% profit margin = $7.50 gross profit for the dealer.
Subtract the $2.00 overhead cost and that leaves the dealer with an $5.50 profit.

A $39.99 video at 25% profit margin = $10.00 gross profit for the dealer.
Subtract the $2.00 overhead cost and that |eaves the dealer with an $8.00 profit.

30% Profit for the Dealer
A $29.99 video at 30% profit margin = $8.99 gross profit for the dealer.
Subtract the $2.00 overhead cost and that leaves the dealer with an $6.99 profit.

A $39.99 video at 30% profit margin = $12.00 gross profit for the dealer.
Subtract the $2.00 overhead cost and that |eaves the dealer with an $10.00 profit.

Asyou can see from these above examples, there’sisn’t much profit init for the dealers.
And when thereisn’'t enough profit for them, they are going to be lesslikely to want to
stock your video. If they do want to offer your video, chances are they will want you to
drop ship it for them.

Thisiswhy alot of Special Interest Video producers offer a higher profit margin to the
dealersthat stock their videos.

Drop Shipping

Thisiswhere the dealer will want you to ship the product for them. There are lots of
companies who operate thisway and not just in the Specia Interest Video market. They
stock nothing or very little. They will take the order for video or product and then
contact you to ship it out. Thereisvery littlework init for them, as all the work falls on
you since you will be doing the packing and shipping.
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On the plus side, it can get your video more exposure on the web, since it will be offered
through more websites than just your own. For some this can help increase overall sales.

On the downside, you will be doing the same amount of work if you were selling it
directly, but for less money, since you are going to have to offer the dealer a profit margin.
Some people feel that when you work with dealers who want you to drop ship, that you
are competing against yourself. | guessin away you are, but thisis something you will
have to decide for yourself.

Net Termsfor Dealers

While most dealers don’'t have a problem paying you by credit card, you will find that
some dealers will want Net 30 Terms for the products they buy from you. You will have
to decide whether or not you want to extend credit to these dealers. Most dealersare
pretty good about paying on time, but you will have those that will take well over 30 days
and even up to 90 daysto pay.

Accepting Dealer Retur ns For Refunds

While most dealers won't try to return items for arefund, there are some that will. You
have to be very clear with your dealers on what your return policy is, if any. Most Special
Interest Video producers do not allow refunds for dealers.

One Special Interest Video producer sold several hundred copies of aDVD to alarge
Video/Photo dealer in New York city. He thought thiswas great. They paid by credit card
and he shipped the DVD*s. Then about a month later, they sent all of the unsold copies
back to him and wanted arefund on all the copies that were not sold, except for about 10
copies that they were going to keep in stock. While this doesn’t happen often, it does
happen and you need to be aware of it before accepting large orders.

Another problem of adealer will order alarge quantity on Net 30 Terms, whatever isn't
sold when the bill comes due, they return and only pay for the ones they sold.

Make sure you are VERY clear with the dealers on your return policy.

Thereisalot to think about when deciding how to sell your video. | have known Special
Interest Video producers who have only sold their videos direct, while others have sold
through dealers. Everyone seemsto have their own reasons for selling their respective
ways.

Two Specia Interest Video producers who originally sold through dealers and also sold
the videos direct then stopped selling to dealers and just sold direct to the customers.
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Both of them said their monthly profits went up and they started selling on eBay, which
helped increased their sales. The dealersjust were not moving that many videos.

On the other hand, several other Special Interest Video producers sold direct only. Then
they added afew dealersand it didn’t affect their direct sales. It did however, improve

their bottom line since they were now getting ordersin from the dealers. They said most
dealerswill order 10 to 20 copies at atime and thisis on top of their regular direct sales.

Asyou can see there are pros and cons to each method of selling your video.

Evaluation & Review Copies

From timeto time you will get requests for evaluation or review copies for dealers or
magazine reviewers.

Be careful.
I’ ve talked about people posing as dealers above, so | won't go over it again.

However, people will call you and say they want to do areview of your video for acertain
magazine and they would like to see a copy of the video. Before sending the video to
them, call the magazine and verify that this person isgoing to really review the video. If
you never heard of the magazine, look them up on the Internet and call them. These
people come off very confident and they sound very professional, but in our experience
they are not affiliated with the magazine.

Several SIV producers have been ripped off thisway. A couple of them even said they
had one guy who was actually with amagazine and had a regular column contact them for
the videos to review. They sent the videos to him and he never reviewed the videos.

They contacted the magazine about this and they had no idea he was doing this and this
was not their normal policy.

If you are going to send a video into a magazine for review, make sure you talk to the
editor and send it directly to the magazine.

The same thing happens with people who have awebsite. They will contact you for a
review copy, asthey want to feature the video on their website. Be very careful. | know
several Special Interest Video producers who sent videos to these people only to never
have the video reviewed and the video ended up being bootlegged and sold on several
eBay sitesoutside the USA.

Page 82
© 2007, Studio 1 Productions Inc.



Duplication and Packaging

You have a couple of options, you can do your own duplication in house or you can send
your DV D out to acommercial duplicator.

Commercial DVD Duplicator

Companies offering DVD duplication are all over the web and the pricesfor DVD
duplication are coming down. These DVD duplication companies offer awide range of
services, such as:

* Bulk duplication

* Print onthe DVD

* Printing the DV D caseinsert and inserting into the DVD case
* Loading the disk into the DVD case

* Shrink wrapping the DVD

Most companies who offer complete duplication and packaging will require you to place
an order for aminimum of a1000 DVD'’s. Although, there are afew companies on the
web that will do a short run of 100 copies, the cost can be double or triple that of a 1000
copies.

Most commercial DVD duplicators will quote you a duplication price that won't include
printing on the DV D or any of the packaging. So make sure you get a quote for complete
packaging if you choose to go thisroute. Turn around timeisgenerally 5to 7 daysfrom
most of these companies.

There are some benefitsto using acommercial DVD duplicator.
* They can save you time, as they will do al the work for you.
* You don’'t need to buy any duplication equipment.

* You don’'t need to buy any blank DVD’s, cases or inserts

* You don’'t need to package the DVD.

The draw backs are:

* You need to find some place to store al those DVD’s, especiadly if you are producing a
multiple volume set of DVD’s or severa different DVD titles.

* You have to buy a minimum number of copies and this can be expensive.

In-House Duplication

Rather than having alarge inventory of DV D’s sitting on the shelf, Special Interest Video
producers are doing their own in-house duplication. There are several ways you can do
this.

1. Using aDVD duplication tower. A duplication tower will allow you to duplicate
anywhere from 1 to 16 disks at atime, depending on the duplication tower. For example,
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with a 10 drive duplication tower, you' Il have a master drive which you put your master
DVD and then you will load the 10 duplicating drives with blanks disks. Then in about
15 minutes or less you will have 10 copies of your DVD.

2. Using an Automatic DVD duplicator. Thisisadevice where you stack a group of
blank DVD’sinto the loader. A robotic arm will then pickup and load asingle disk into a
DVD driveand it will burn asingle copy. Onceit is done, the robotic arm will pick up
DVD and either placeit into the completed stack or it will run it through a printer,
depending on the model you have. (Note: There are newer models now that will burn up
to 3DVD’sat once, instead of just one DVD.)

3. You can use the DVD drivein your computer to burn aDVD one at atime. While this
may be finein the beginning, if your DV D takes off, you may find yourself not being able
to keep up with ordersthis way.

Doing your own DV D duplication can alow you to control how many DVD’syou stock
on your shelves. If you useaDVD duplicator and you have 3 DVD’sthat you are selling,
you will need someplace to store 3,000 DVD’s. On the other hand, if you are doing your
own duplication, you can stock as many as you want.

There are some benefits to doing the duplication in-house.

* You can duplicate as many as you need to, so you don’t have to worry about finding
some place to storea 1,000 DVD'’s.

* Generally, your cost to duplicate aDVD isgoing to be lower.

* You can change the look of the DVD printing or label at any time. For example, if your
area code should change or you move, you won't be stuck with alarge amount of DVD’s
with the wrong information on it.

* You can change or update the DVD case insert at any time.

* You could set up aside business doing DVD duplication for others.

* Buying the DVD duplication equipment and a printer if you want to print directly on to
the DV D will cost about the same amount of money as having 1,000 DVD’s
commercialy printed. Once you make this purchase, your cost for duplication DVD’s
drops down dramatically.

The draw backs are:

* You will be doing the duplication yourself.

* You will need to buy the duplication equipment.

* Depending on whether you choose to print directly onto the DVD or to use alabel, you
may need to buy aDVD printer. (More on thisjust below).

* You will need to buy DVD cases. They comein abox of 100, so storage shouldn’'t be a
problem.

* You will need to buy blank DVD’s.

* You will need to print your own DVD case inserts or have a printer print them for you.
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DVD Printers

In order to print on DVD’s you need to use printable DVD’sand aDVD printer. Low cost
printersthat can aso print on aDVD are available from Epson and HP. With these
printers you manually feed the DVD’sin one at atime.

Primera makes several different models of automatic DVD printers. Like the automatic
DVD duplicators, you load a group of burned DV D into a hopper and the robotic arm will
pickup aDVD one at atime, then placesit under the print head and when the printing it
completeit placesit in the completed bin.

There are several manufactures who make automatic printers, so it’s best to check around
on the web to see which one will suit your needs.

Tip: When printing directly on the DVD, design the label so that it doesn’t use alot of
ink. Thiswill save you alot money inink and on some modelsit will reduce the amount
of time it takesto print the DVD.

DVD labels

Some people don’t like to use labels on their DVD’s. Some people will tell you that they
have had all kinds of problems with DVD’sthat are labeled. | have to say, from the dozen
or so Special Interest Video producers that I’ ve talked to who use labels, no one has had
any problems, aslong asthey used agood quality label that coversthe entire disk. All of
these people are using Stomper compatible labels from Polyline Corp.

We have heard afew complaints from people on the web about using labels. However,
after with talking several of them we found out the following:

1. Either they were applying the DVD label on adisk that was designed to be printed on.
In this case the label will not stick to well or they will peel up after atime.

2. They were using cheap labels and they would not stick too well.

3. They were NOT using adevice like the Stomper to apply the label with and the labels
were NOT properly centered, so they would be unbalanced and cause read errors.

4. They were using labels that were not designed for useasaDVD label. For example,
some people were using mailing labels, which cause the DV D to become unbalanced
when reading it, thus causing read errors.

Once they started using proper labels on the proper disks and applying them correctly,
their problems disappeared.

Polyline Corp. sell both the Stomper and the DV D labels that work very well. Just
remember, DO NOT put alabel on adisk that is designed to be printed on. It will have
problems staying on.

The Stomper comes with software for printing DVD and CD labels. This softwareisvery
easy to use and it will allow you to create come very impressive labels. The DVD labels
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can be printed on any inkjet printer.

Since printers have adifferent print quality settings, you should try printing your labels at
each of the quality settings. Thisway you can see which setting will print agood quality
label, without using alot of ink, asit will on the highest quality setting.

It is best to use a matte finish label, because the glossy label tend to smear the ink in some
printers.

Tip: When designing your DVD label, try not to create alabel where you are printing
over the entirelabel. Not only will you save ink, but they will print faster. Also, allow
the labels to dry for about 20 minutes before applying them.

When applying the DV D label, use the DVD Stomper so the label gets applied correctly

and is centered on the DVD. Then using your thumbs, rub the label down, to ensure there
is no bubbles and the label attached firmly to the DVD.

Other DVD Information

| often get asked to recommend DVD’s. | use Memorex DV D'’s, which are made by
Ritek. | have had the best luck with the Ritek and Memorex DVD’s. Whatever you do,
be careful with the off brand generic DVD’s. | have had more problems with those, such
asahigh failure rate during duplication.

When doing your own duplication make sure you have your equipment set to verify the
disks after they have been written to. You will get abad blank DVD every now and then,
so it isimportant that you have the disks verify.

Discmakersis agood source for duplication equipment. www.discmakers.com
Polyline Corp. is an excellent source for DVD cases, blank DVD’s, the Stomper system,
DVD labelsand DVD caseinserts. www.polylinecorp.com

What price should | chargefor my video?

Setting a price can be one of the hardest parts of producing Special Interest Videos. This
next section isto give you some things to think about before you set your price.

If you priceit too high, you may turn people off from buying it.
If you priceit too low, you won't be able to cover your marketing cost.

OR
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If you priceit high, people may think it’s better video than others.
If you priceit low, people may think that if it isthat cheap, it can’t be any good.

OR

If you priceit high, you'll have an easier time covering your marketing cost without
having to sell aton of them.

If you priceit low, you might sell more videos, thus making the profit with higher sales
volumes.

Confusing isn’tit? Let’'s explore some real life examples so you can at least start thinking
about what price you want to charge.

Example: 1

A few yearsago | attended a ceramic trade show. During the show | noticed that there
were only two people there selling videos on how to do ceramics. | spent sometime
talking with both vendors about their SIV tapes and the ceramic market.

Donnawasthefirst vendor | talked to. The SIV video she produced was two hourslong
and sold for $49.95. The video covered all the major topics such as cleaning the
greenware, painting techniques, proper firing techniques, etc. Donnatold me that she was
selling about 25 copies a month from an ad in one of the ceramic magazines.

$49.95 x 25 copies per month = $1248.75 (average sales per month)

The other vendor, Nancy, who | also talked to, was offering 10 different video tapes.
Each tape was on a specific topic. One on cleaning the greenware, one on painting
techniques, etc. They were price from $9.95 to $19.95 depending on the length of the
video. For example, a 30 minute video was $9.95, a 45 minute video was $14.95 and a
60 minute video was $19.95. Since each video covered one topic she was ableto give
more specific, detailed instructions and more examples than what Donna offered.
(Remember what we said earlier about creating multiple volumes? Thisisagreat
example of atopic that you can do that with).

Nancy went on to explain, that her average sale was for 4 to 6 videos and that most
customers came back to purchase the remaining videos. This helpsto increase her overall
sales.

Average saleis5 videos x an average price $14.95 = $74.75

Nancy explained that she was getting in about 45 orders per month, with monthly sales
totals of approximately $3500.

Now you might be thinking, that one of them has a bigger ad or that one of them does
more marketing than the other. Thefact is, they are both only running one ad, they are the
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same size and it isin the same magazine and they only sell direct and not through dealers.

So why does Nancy sell more videos? From talking with Nancy, she explained, through
market research she did, this particular market is somewhat price sensitive. By making
the videos on specific topics the customer only hasto buy the videos that they have an
immediate need for. Since the prices are set low the customer feelsthey are getting a
better deal or more value for their money.

Example: 2

| found thisto be true. Back in the early 90'swhen | produced the SIV tapesfor the
Tandy computer market, the first video was priced at $39.95 and saleswere great. When
the second video came out the price was $19.95 to see if alower price would increase
sales. During thefirst 3 monthsonly 25 copieswere sold. | pulled it from the market for
a 3 month cooling down period. Then, using the same ad, changed the price to $39.95.
Salestook off!  Sixty videoswere sold in the first month at the new price and sales
remained steady. In this particular market, the higher the price, the better the sales.
Peoplein this market felt that if iswas so cheap it couldn’t be any good.

Example: 3

One producer, Curt, decided he was going to price hisvideo at $14.95, while other videos
where selling for an average price of $29.95. Curt’s video was 2 hours long, while other
videos on the market were only 90 minutes. So he figured a video that was longer and
priced less than everyone else, his video should be flying out the doors.

While his sales were good for the first two months, he had priced the video so low that he
ended up not being able to cover his expenses for marketing and operational expenses, In
a desperate move, he lowered the price to $9.95 thinking the lower price would boost his
sales and that he would make up the money in volume.

Guess what happened? The number of copies he was selling stayed the same for the first
few months at the new price, then sales dropped and he was |oosing even more money.

Curt ended up pulling it off the market. A few months later he sold the video rights to
another gentleman named Steve. Steve felt the video was price too low, so he started
selling the video at $29.95, right around the price of the other videosin that market. His
salestook off and he did well with the video for several years.

Example 4

Do you remember when Beanie Babies were the hot collectableitem? There was one SIV
producer that came out with avideo on the Beanie Babies. He priced the video at $19.95
and it didn’t really sell. Helowered the priceto $14.95 and sales still didn’t take off. He
then lowered the price to $9.95 and sales were just okay. When he decide to quit and
clear out the video, he priced them for $6.95. Guess what? They flew out the doors.

People in this market put their money in the beanies, not into information about them.
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However, once the price of the video got down low enough so it wasn’t a big expense,
they sold. Inthe end, he ended up making asmall profit from his venture.

Example 5

Jerry came out with avideo on a video editing software package. At the time the software
sold for around $995.00. He priced hisvideo at $19.95 and sales were not that great and
on top of that, he wasn't covering the cost of hisad. He sent me a copy of the video and it
was excellent. | told him to raise the price of the video. It was priced too low for the
market. Peoplejust felt it couldn’t be that good. He took the price up to $69.95 and his
sales took off and he started to make a decent profit from the sales.

Jerry then came out with another video for an editing software package that sold for $99.
He priced this video at $69.95. He quickly learned that it was priced too high. People
that are only paying $99 for a software package are not going to layout $70 for avideo.
Jerry dropped the price down to $19.95 and sales soared.

Confused? Just keep reading....

Over theyears|’ve seen alot of SIV producers take the attitude that they will undercut
everyone else out there. I’ ve also seen thisin the video hardware market too. But, the
problem isthey don’t understand all of the costs involved in running a business and they
don't understand the market they are working in.

Now | know afew of you are thinking, “Hey, | will work out of my home so | won't have
the expenses everyone else has’. Or you are thinking “I don’t need to make a big profit
on this product, just afew buckswill do”. Again, | can tell you from experience this type
of thinking shows you don’t really understand what your cost will be.

Remember, you are in business to make money, not looseit. While it may not have cost
you $5 million dollars to make your video, you did have costs producing it. Plus, you
have the cost of duplication, packaging, equipment cost, labor cost and marketing cost.

If you are going to sell through dealers, remember to make sure you have enough profit
built into the price so you can give the dealers a decent profit margin to work with.

Asyou can see, selecting theright price for your video for the market you are producing,

isnot that easy. Pay attention to your production costs, your marketing costs, take into
consideration what others are charging and price it so you can make a profit.

When Should You Retire Your Video?

That depends, if it isthe only video you have produced, then pull it from the market when
you are not making a profit anymore. Take alook at why you are not making a profit
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anymore and seeif there is another way you can market the video to bring up the sales.
On the other hand, if you have several other videos out for the same market place, don’t
pull the video until all sales of that video come to a dead stop.

For example, you have produced 12 videos, each showing how to use a different sewing
machine. 5 of these videos are about sewing machines that have been discontinued and
the sales on these 5 videos have dropped down to only selling 3 copies each per month.

Each video ispriced at $39.95. Should you pull these 5 videos at thistime?

Before you answer, let’s do some math:

5 videos x 3 copies each = 15 copies per month
15 copies per month x $39.95 = $599.25

When combined, you are still making amost $600 a month. By all means keep selling
them aslong it you are not losing money on them. If you are doing your own duplication,
it is costing you almost nothing to produce afew extra copies of these tapes. Asfar as
your advertising goes, you may not want to run large ads on them, but mention themin
your ads, keep them on your website and you might try selling them on eBay. After all,
you can still making money on them!

Thisis especially true with equipment videos. You have to remember, thereisa
secondary market out there. Even if the product has been discontinued, it doesn’t mean
everyone will just stop using it. Older, outdated equipment often becomes used
equipment for sale. People who are buying the equipment used for the first time may still
need your video. No, the sales on the video won’t be as high as when it first came out,
but you can still make money selling only afew copies each month.

Special I nterest Videogr apher.

Thisisadifferent way of producing Specia Interest Videos, it’'swhere you are getting
paid to produce the SIV tape for someone else. This method may be known by different
names, but basically you are selling your video services and providing them with a
Special Interest Video package that they can market themselves.

Method One

The idea behind this method isto sell the client a package, where you video tape them
giving their presentation or teaching their class. You edit the tapes, package the videos
and deliver to the client a set number of copiesthat they can sell right away. You keep the
edited master so they have to come back to you for more copies. You can make money up
front on the video production and make money on the backend, by selling them copies of
the videos over and over again.
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Asaquick example of this, you sell your client a package for $3000. For this $3000
dollars you will shoot, edit and deliver 100 finished DVD’s all packaged and ready to sell.
All they haveto dois sell 100 copies of the videos at $30 each to recoup their investment.
If they sell the video for $40, they can recoup their investment after selling 75 copies and
make $1000 profit selling the remaining 25 copies. From there, you continue to provide
them with copies already packaged and ready to sell for aset price. Usualy, thisis
anywhere from 30% to 60% of the selling price.

Although this may sound easy, it goes without saying, it isnot for everyone. | have talked
with videographers who have tried this method, while some had success with this method,
othersdid not. But thisistrue with any business.

1. You will need to find a client that specializesin aunique area or a particular field. An
example of someone would be an instructor, a trainer or someone who has afollowing.
There must be people who are willing to pay for thisinformation beyond the classroom or
presentation. Also, they must not already have aDVD that they sell.

2. Make sureyour clients can afford the up front money. Remember, they are paying you
$3000 BEFORE they start selling the video. Some clients are not too comfortable
outlaying this amount money, so thisiswhere agood sales techniqueisrequired. Usualy,
you will collect $1000 at the time you close the deal. Another $1000 at the end of the
shoot, with the balance due on delivery of thefirst 100 videos. If the client can’t afford
this much cash outlay or doesn’t want to risk that much money, don’t be surprised if they
ask you to finance part of the deal.

3. You will need to have avery good sales technique when dealing with most people.
Since not everyoneis comfortable “cold calling” on a potential client, you have to make
sure that you are comfortable with this approach. If not, you may find it hard to convince
aclient to go along with thisidea. It was explained to me, that you have to be prepared to
“sell thesizzle” or “hype” up the concept to the client. It isimportant that the customer
feelstheir video isarea winner and has alot of sales potential. If theclient hasa
“following” or iswell known in their particular field, chances are the video should do
well for them. In any case you have to be careful not to mislead the customer. Again
some people are not comfortable with this, make sure you are.

4. Be prepared to overcome some objections from the client. Not everyone will openly
embrace thisidea. For instance, they may feel that once their seminar ison video that it
will cause attendance to drop. Most of the time just the opposite happens. For example,
John Lyonsisawell known horse trainer that travels the country putting on training
seminars. He also sells a seven volume set of videos that was taped at one of these
seminars. During the break time or at the end of the day, it is not uncommon to see
people line up to purchase hisvideo set. Thereis so much information given during one
of his seminars, that it isimpossible for someone to remember it all so they end up buying
the set of videos.
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5. Keepin mind that as you approach the client with thisidea, you are planting the seed
of anideain their mind. Be prepared to close the deal right away. You don’t want them
to have too much time to think about it. If they do, they may start shopping around with
other videographersto seeif they can get the video produced at alower price or even
worse, they may try to videotape it themselves. Severa videographers have told me they
have approached a client, went through the sales pitch, getting the client excited about the
concept, only to have the client hire someone else who was less expensive to produce the
video.

6. When making the proposition to the client, make sure they understand that you are
offering a complete turn-key professional package, including editing, packaging of the
video and duplication. Thisisvery important as some clients will go shopping for a
lower price and they may find they are not getting all of the benefits that you are offering.
Thiswill make your offer ook better to them.

7. If you get hired to shoot the video, most likely you will be shooting their presentation
live and depending on the length of the presentation you may only need a half aday to
shoot. Editing time will be cut down, since you are shooting them live. However, this
sometimes can bring up a problem, “the client wasn’t happy with their presentation”.
They now want you to reshoot the video. After all, they are paying you to produce this
video for them and they will want it perfect. Luckily for most, thiswon’t be a problem,
but it is something that you should be aware of and have a provision for, in your contract
that coversthis.

A few videographers reported that the client didn’t like the editing or the way the video
was shot. All of these problems are ones that you must be prepared to deal with. (When
you produce your own SIV videosthat you are selling, you will avoid these headaches.)

8. Unlike producing an SIV DVD where you are taping yourself, you are now working
for someone else. Remember, they hired you to produce this video, you will have to work
whenever they are giving their presentation. They are going to have certain expectations,
so it’simportant for you to explain the whole process of shooting the video to them, this
keeps the client informed and reduces any misunderstandings on the clients part.

9. Make sure your packaging is acceptableto the client. Go over al the options with
them asfar aswhat you can offer them. Don’'t leave anything to their imagination, make
sure they know exactly what they are getting.

Method Two.

Hereis another angle to producing Special Interest Video for someone else. This method
usually comes up when you are dealing with a client who can’t afford or doesn’t want to
outlay the cash to have the video produced. Again, thismethod isn’t for everyone.

This method is for the client that has a smaller more localized following, such as a craft
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store or local instructor who has an outlet (ie. store) where the videos can be sold. You
offer to produce avideo of them giving their presentation or teaching aclass. You edit the
tapes, package the videos and deliver to the client a number of copies that they can sell
right away. You keep the edited master tape so they have to come back to you for more
copies. You make money only on the backend, when the video sells. The videos can be
purchased by the client or be placed in their store on consignment. This eliminates the
cash outlay of the client, but you are now assuming more risk in the project, since you are
not getting paid up front.

You sell the videos to the client at 25 to 50 percent off the selling price. You will need to
make sure the video is priced high enough for you to make a profit and but low enough so
it sells. The downside to this method is some clients or store owner may not have a big
incentive to sell the videos, asthey don’t have alot of money invested in the videos.

In either of these methods, you are relying solely on the client to market the videos. This

won't be aproblem if the person has a“following” or iswell known in their field and
thereisademand for their information or instructions they are giving.

A True Sory

Thefollowing isatrue story. | changed the person’s name, out of respect for him. |
wanted to pass this story on to you so some of you don’t make the same type of mistake.

Back in 1998, Henry decided he wanted to get into the Special Interest Video market. He
had anideafor 3 different videos. He started out building a small set and studioin his
basement to shoot these videos. About half way through setting up his studio, he decided
that if he was going to this, he wanted to do it right. He was going to rent space and build
his studio. When he told me that he was going to do this, | tried talking him out it. But, |
knew that wouldn't do any good. You see once Henry made up his mind on something,
that wasit.

Henry went out and rented 2,500 square feet of office space. He set about designing the
place so it had 2 rooms for editing bays, areception area, conference room, lunch room,
his office and of course the studio. (Asaside note: Henry has some very deep pockets,
so he could afford to do this).

Over the next 2 months he had constructions crews building out the space to fit his needs.
Once the space was completed, he hired areceptionist, put in avery elaborate phone
system and furnished the place.

Month 3. Then he went to the local community college, where the had courses on video
and television productions and hired two students who just graduated. They were going
to be the cameramen and editors. Once he hired them, he went about equipping the
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studio.

He put in avery expensive lighting system, bought two complete editing systems
including custom build editing desks, two 3 chip cameras, tripods, dollies, wireless mic
systems, etc.

Month 4 and 5. He told the two students to spend thistime learning all the equipment
inside and out. During thistime Henry decide to research the market for his 3 videos.

Month 6. By now Henry was spending close to $8,000 a month for salaries, rent, electric,
phones, etc. He had invested over $80,000 in furnishing the office, the phone system,
office equipment, video duplication and DV D duplication systems, video equipment, etc.

All this expense and they haven't shot 1 sec of video footage for any of the special
interest videos.

Around the middle of month 6, | was sitting in Henry’s office with him when he said to
me, and | will never forget this, “You know | don’'t see how you can make any money at
this. 1 am going to close up shop.”

And that isjust what he did.

Remember, you are not making a $100 million Hollywood movie. You are creating a

Special Interest Video. You don’t need a studio or a staff of people. You just need to use
good production vales and provide solid information

This Ends It For The First Version of Our Book

We are going to come up with a second version of this book in early 2008.
Please watch our website http://www.studiolproductions.com/sivkit.htm for the
second version. Please do not link directly to this PDF, please link to the above page.
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