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Studios and Cable Unite in Support of Video on Demand

By BROOKS BARNES
Published: March 17, 2010

LOS ANGELES — Movie studios, battling a steep decline in DVD FACEBOOK
sales, have decided the moment has finally come to get out the TWITTER
megaphone for video-on-demand services. RECOMMEND

“The Video Store Just Moved In,” a $30 million advertising campaign SIGNINTO E-MAL

backed by eight motion picture companies and eight cable providers, PRINT

began Tuesday night during “American Idol” and will continue on REPRINTS

television, print and online outlets for three months. The effort is the SHARE

first time rival studios have come together to push consumers to rent

more movies through their cable boxes. NEVER LET
ME GO

The TV ads show two men in an empty video store talking about a [WATCH THE TRATLFR

better way to organize titles. They ultimately abandon the challenge

and watch various movies on demand. “Rent new releases instantly — on cable, on
demand,” a deep voice intones. The ads will feature new titles available on video like “The
Blind Side” and “Precious: Based on the Novel ‘Push’ by Sapphire.”

“Having a robust digital platform for the rental of movies is good for consumers and good
for the industry,” Kevin Tsujihara, president of the Warner Brothers Home Entertainment
Group, said in an interview.

For years, movie studios have expanded video-on-demand offerings with little fanfare.
They worried that creating too much noise would anger powerful retail partners like
Wal-Mart and Best Buy, which had a stranglehold on DVD sales. Movie rental companies
like Blockbuster had just enough life left in them to cause their own brand of trouble over
video-on-demand cheerleading.

But the DVD boom is now firmly in the rearview mirror and rental companies are on life
support, if they still exist at all. On Tuesday, Blockbuster warned in its annual report that
competition and declining sales “raise substantial doubt about our ability to continue as a
going concern.”

In contrast, on-demand usage soared 20 percent last year. On-demand rentals are also
more profitable for studios than traditional rental options. Blockbuster gives studios about
25 cents of every dollar spent on movie rentals; on-demand services deliver as much as 65
cents of every dollar to the studios.

Retailers have also grown less worried about the growing practice in Hollywood of “day and
date” releases — offering new titles on demand at the same time the DVD hits the stores.
Mr. Tsujihara forged the practice in 2006 and research has since shown that simultaneous
video on demand does not cannibalize DVD sales. Indeed, Warner will release nearly all of
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its movies in this fashion this year.

Studios largely still maintain a delay of days or weeks before traditional rental companies
like Blockbuster and Netflix get access to new titles.

“Improvements in technology, the instant availability of the most recent box-office hits and
thousands of library titles have fundamentally changed viewing patterns,” said Derek
Harrar, Comcast’s senior vice president for video and entertainment services. He added
that Comcast now processed about 350 million on-demand views a month, which includes
television shows. The average on-demand view averages about 20 per home per month.

Participating studios include Warner, 20th Century Fox, Focus Features, Lionsgate, Rogue,
Sony Pictures, Summit Entertainment and Universal. Notably absent are Paramount and
Walt Disney. Cable partners include Armstrong, BendBroadband, Brighthouse, the iO
digital unit of Cablevision, Comcast, Cox, Insight and Time Warner.

Times Reader 2.0: Daily delivery of The Times - straight to your computer.
Subscribe for just $4.62 a week. SIGN IN TO E-MAIL
PRINT

REPRINTS

Ads by Google what's this?

XEINITY Cable Package
Call 1-888-251-6288 or Order Online XFINITY Cable, Internet, Phone.

XFINITYonline.com

Past Coverage
Peter Graves, 'Mission: Impossible' Star, Dies at 83 (March 15, 2010)
Honoring the Designs That Get Movies Moving (March 10, 2010)
For Web and Public TV, Brief Films That Dramatize Issues (March 8, 2010)
Violence That Art Didn't See Coming (February 28, 2010)
Related Searches
Get E-Mail Alerts
Get E-Mail Alerts
Get E-Mail Alerts
Get E-Mail Alerts

Movies

Television

Recordings and Downloads (Video)
Hollywood (Calif)

. InIreland, a Picture of the High Cost of Austerity
. When Capitalism Meets Cannabis
. The Idea Incubator Goes to Campus

. Justices Uphold Sarbanes-Oxley Act

g s W N e

. Payback Time: Labor’s New Critics: Old Allies in
Elected Office

6. From CNBC Business Journalist to Critic of Bankers on
MSNBC

7. Advertising: Fostering China’s Taste for Nuts
8. Genetically Altered Salmon Get Closer to the Table
9. A Magazine Back on a Roll
10. Corner Office: The X Factor When Hiring? Call It
‘Presence’

Go to Complete List »

ADVERTISEMENTS

Find your dream home with @

The New York Times Real Estate Ehye New YJork Fimes
WINE CLUB

Newport, RI - Luxury Waterfront
Peter de Savary's new Vanderbilt
Residences

The new issue of T is here

See the news in the making. Watch
TimesCast, a daily news video.

New York Times Fans- Buy The New Y ork
Times Established 1851 Baseball Cap
BUY NOW!

RELATED ADS What are Related Ads?

» Cable TV Advertising
» Digital Cable Internet
» Comcast Cabel

» DSL Cable Modems

» Hollywood Studios

6/29/2010 11:56 AM



Studios and Cable Unite in Support of Video on Demand v‘rgﬁéc& 6 /2 9 /QﬁlTﬂv.nytimes.com/2010/03/18/business/media/lSdemand.htmI

30f3

INSIDE NYTIMES.COM

DANCE » SCIENCE »

Feeling Right at Home in

|n|ti Poaperi?

LD Funrf

CRISIS?

When the Day After

Blagojevich Tapes Show

Naomi Cahn, co-author
of “Red Families vs.
Blue Families,” debate
abortion and

contraception.

]

OPINION » BUSINESS » OPINION »
Bloggingheads: Stanley Fish:
Liberal Family Student
Values Evaluations,
Ross Douthat and Part Two

Readers take partin the
+ discussion about the
pros and cons of
students’ evaluations of

The Travel Advantages of a

Unfamiliar Territory Tomorrow Has Come Tactical Maneuvering Stint on ‘The Sopranos’ teachers.
Home World U.S. N.Y./ Region Business Technology Science Health Sports Opinion Arts Style Travel Jobs RealEstate Autos Back to Top
Copyright 2010 The New York Times Company = Privacy = Terms of Service = Search = Corrections RSS  FirstLook Help ContactUs Workfor Us Advertise Site Map

6/29/2010 11:56 AM





