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Home Media Magazine is the voice of the $18 billion home entertainment industry. We cover all aspects of personal entertainment 
from the moment it leaves the movie or TV screen and is readied for viewing in the home, in the car, on a tablet or on a smartphone. 

We give you exclusive, insightful industry information and act as your personal content aggregator. From the latest industry trends 
to product news and market intelligence, we tell you what’s important and what it means to your business.

Your Business Is Our Business

WE GIVE YOU WHAT YOU NEED TO KNOW

Products at a Glance

MONTHLY MAGAZINE
Industry news, research and analysis, delivered monthly in a tabloid-size print magazine 

as well as a digital edition optimized for tablet viewing.
Circulation: 14,100 readers  |  Frequency: 12/year

© 2015 Twentieth Century Fox Home Entertainment LLC. All Rights Reserved.
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HOMEMEDIAMAGAZINE.COM
Breaking daily news, photos, blogs 

and videos that offer up-to-the-minute 
information and engagement.

MOBILE SITE
Enhanced menu navigation for quick 

and easy access on your mobile phone 
or tablets.

DAILY NEWS BLAST
The top stories of the day delivered 

daily to your inbox.
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YOUR VOICE IN THE INDUSTRY
Home Media Magazine stories and research are cited in top consumer publications such as USA Today and The Wall Street Journal 

and in reports from some of Wall Street’s top financial analysts. We get picked up by leading news services, websites and bloggers, 
and many of our stories appear simultaneously in Home Media Magazine and Variety. Home Media also has a strategic partnership 
with Home Theater Forum, reaching its consumer readership.

Spreading the Word
Home Media Magazine delivers your message to all segments involved in getting entertainment into the hands of the consumer. 

We reach major studios, independent suppliers, technology companies such as Microsoft and Roku and a growing number of 
distributors of digital content. Each year, our print publication reaches further outside our industry as well as to consumers through 
bonus distribution at such major conventions as the CES convention in Las Vegas, the Los Angeles Entertainment Summit (LAES) 
and the American Film Market (AFM) conference.

Audience

PROGRAMMING / 
CONTENT SUPPLIERS

CONSUMER PRESS / 
PR / ANALYSTS

DIGITAL DELIVERY

DISTRIBUTORS

OTHER
Includes packaging, replication,  
supplier and ancillary

EARLY ADOPTER 
CONSUMER/INSTALLERS

TECHNOLOGY/
MANUFACTURING

1,587

1,117

469
498457

1,702

401

The Insider Trade: 6,231 subscribers 
Source: Publisher’s Report as of 3/20/2016

I have consistently found that not only is Home Media Magazine out in front of every media story, but they dive into the 
heart of the issue as opposed to others that may only scratch the surface — which helps my thoughts and analysis to be more 

accurately reflected.”
— Eric Wold, senior analyst at B. Riley & Co.
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Retail Audience: 6,601 subscribers 
Source: Publisher’s Report as of 3/20/2016

Audience

SALES: TOP SIX RETAILERS 
Walmart, Target, Best Buy, Costco, Sam’s Club and 
Amazon

SALES: OTHER RETAIL 
Including mass merchants, grocery stores, drug stores, 
book stores, video game retailers and home theater

RENTAL: 
Family Video and indies

1,580

3,597

1,424

Other Retailers 

The Rental Crowd

Harness the power of Home Media Magazine’s circulation, both in print and online, to reach the top decision-makers at all the 
other key retailers involved in the distribution of home entertainment product, including mass merchants, grocery chains, kiosks, 
drug stores, bookstores, video game stores and home theater sellers.

Independent rental dealers, as well as Family Video stores, that have survived decades of consolidation must be doing something 
right. The thousands of brick-and-mortar rental outlets that remain rely on Home Media Magazine as their primary source of news, 
research and product information, and we reach them thoroughly and effectively.

The Big Six
Reinforce your sales message to the Big Six retailers: Walmart, Target, Costco, Sam’s Club, Best Buy and Amazon. Buyers 

like third-party corroboration from a respected industry source — it gives your sales message instant credibility. We also reach 
thousands of the Big Six retail outlets at the store level, giving your product that critical second push in front of the consumer.
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36 August 2015   »   www.HomeMediaMagazine.com  PARTING SHOTS

HOME MEDIA MAGAZINE (ISSN 1934-9882) is published 17 times per year (Monthly except 2 issues in January, February, March, April and May) by Questex LLC, 757 Third Ave., 5th Floor, New York, NY 10017.  Subscription rates:  $30 for one year in the United States, $45 for one year in Canada and Mexico, all other countries $53 for one year (by Surface mail).  Add $75 annually 
for air-expedited service.  Single copies (prepaid only): $6.99 in the United States, $8.99 in Canada and Mexico, $13.99 all other countries.  Back issues, if available: $9.99 in the U.S., $15.99 in Canada and Mexico, $26.99 for all other countries.  Include $6.50 per order plus $2 per additional copy for U.S. postage and handling.  Periodicals postage paid at New York NY and 
additional mailing offices.  POSTMASTER: Please send address changes to HOME MEDIA MAGAZINE, P.O. Box 1267, Skokie, IL 60076-8267.  Canadian G.S.T. number: 840033278T0001, Publication Mail Agreement Number 40017597. Printed in the U.S.A. Copyright 2015 Questex LLC. All rights reserved. No part of this publication may be reproduced or transmitted in any form 
or by any means, electronic or mechanical including by photocopy, recording or information storage and retrieval system, without permission in writing from the publisher. HOME MEDIA MAGAZINE does not verify any claims or other information appearing in any of the advertisements contained in the publication, and cannot take any responsibility for any losses or other 
damages incurred by readers in reliance on such content. HOME MEDIA MAGAZINE welcomes unsolicited articles, manuscripts, photographs, illustrations and other materials, but cannot be held responsible for their safekeeping or return. Questex LLC, provides certain customer contact data (such as customers’ names, addresses, phone numbers and e-mail addresses) to third 
parties who wish to promote relevant products, services and other opportunities which may be of interest to you. If you do not want Questex LLC to make your contact information available to third parties for marketing purposes, simply call toll-free 866-344-1315 or 847-763-9594 for Outside the U.S. between the hours 8:30 a.m. and 5 p.m. (EST) and a customer service 
representative will assist you in removing your name from Questex’s lists.

DreamWorks Animation celebrated the 

launch of its new Netflix original series “Dinotrux” 

at the Hollywood Athletic Club.

1   Special guest Bryce Dallas Howard

2   (L-R): “Dinotrux” executive producer/

showrunner Ron Burch, special guest Howard, 

DreamWorks CEO Jeffrey Katzenberg and executive 

producer/showrunner David Kidd.

3   Guests stepped into the Mechazoic Era as they 

viewed episodes of the new series while perched on 

prehistoric beanbag boulders, explored the world 

of Dinotrux through a new mobile app and enjoyed 

Mechazoic milkshakes and rock candy. 

 Photos by Eric Charbonneau/Invision for DWA/AP Images

1  (L-R): Staten Island Summer director 

Rhys Thomas, screenwriter Colin Jost (“Sat-

urday Night Live”), Netflix chief content 

officer Ted Sarandos and producer Lorne 

Michaels at the Sunshine Cinema. The 

comedy debuted on Netflix and is now also 

available for digital download.

2   (L-R): Actor Bobby Moynihan, Seth 

Meyers, Andy Samberg, Michaels and Jost. 

3   Cast members (L-R, back) Zack 

Pearlman, Cecily Strong, Gina Gershon, 

Jost, Graham Phillips, John DeLuca, Casey 

Jost, Katie Cockrell, and (L-R, front) Moyni-

han and Jackson Nicoll. 

Photos by Diane Bondareff/Invision for Paramount  

Pictures/AP Images

‘BACK TO THE FUTURE’ CAST REUNION
JULY 19 ❯ LONDON

LESLIE SANSONE AT IDEA
JULY 18 ❯ LOS ANGELES

“DINOTRUX” DEBUTS
AUG. 12 ❯ LOS ANGELES

‘STATEN ISLAND 
SUMMER’ PREMIERE
JULY 21 ❯ NEW YORK

‘ I AM CHRIS FARLEY’ 
WORLD PREMIERE
JULY 29 ❯ LOS ANGELES

More than 2,000 fans gathered for the 

movie’s 30th anniversary cast reunion 

at the 2015 London Film & Comic Con. 

Universal Pictures Home Entertainment 

releases the Back to the Future: 30th An-

niversary Trilogy Oct. 20 on Blu-ray Disc 

and DVD, with all three movies from the 

franchise plus a new bonus disc with more 

than two hours of content.

1  (L-R): Stars Michael J. Fox, Christopher 

Lloyd and Lea Thompson.  Photo by: Eric Vespe 

2   (L-R): Moderator Aaron Sagers with  

cast members Fox, Lloyd, Thompson, Clau-

dia Wells, James Tolkan, Harry Waters Jr., 

Donald Fullilove, Marc McClure, Jeffrey 

Weissman, Ricky Dean Logan and Frances 

Lee McCain.    Photo by : Steve Weintraub

Fitness veteran Leslie Sansone 

appeared at this year’s IDEA World 

Fitness Convention held at the Los 

Angeles Convention Center. She 

led several walks and signed au-

tographs at her booth. Her latest 

walking DVD, Just Walk: The Tone 

Every Zone Walk, is out now from 

Anchor Bay Entertainment

(L-R): I Am Chris Farley director Brent Hodge, 

Kevin Farley, director/producer Derik Mur-

ray and Spike TV SVP of sports and branded 

entertainment Jon Slusser.

 Photo by Todd Williamson/WireImage
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28 October 2015   »   www.HomeMediaMagazine.com  RESEARCH Market Research Director John Latchem (jlatchem@questex.com)
For questions about our weekly research report or to participate in our data-gathering effort, 

call the Home Media Research department at 714-485-5047.

BY JOHN LATCHEM

Marvel’s Avengers: Age of Ul-
tron, distributed by Walt 
Disney Studios Home En-

tertainment, held onto the top spot 
on the home video charts the week 
ended Oct. 11.

The superhero sequel debuted at 
No. 1 a week earlier and maintained 
that position on both the Nielsen 
VideoScan First Alert sales chart, 
which tracks combined DVD and 
Blu-ray Disc unit sales, and the 
dedicated Blu-ray Disc sales chart.

The top new release Oct. 11 was 
another sequel, Warner’s Magic 
Mike XXL, at No. 2 on both charts, 
selling just 29% as many copies as 

Ultron overall and just 13% as ma-
ny Blu-rays. Blu-ray accounted for 
62% of Ultron disc sales, dropping 
just slightly from 63% in its debut.

Ultron’s second week was in fact 
its first full week in stores, having 
debuted on a Friday, thus having 
about half the usual time to make 
an impact on the charts.

The full week helped Ultron move 
into the top spot on Home Media 
Magazine’s rental chart, after it had 
debuted at No. 3 a week earlier. 

Anticipation over the home vid-
eo release of summer blockbuster 
Jurassic World helped the franchise’s 
earlier films move back onto the 
charts, led by Jurassic Park at No. 19.

Marvel’s ‘Avengers’ Sequel 
Scores Big on Home Video 

Avengers: Age of Ultron

*Units sold compared to No. 1 title Source: Nielsen VideoScan First Alert

TOP 20 DISC SELLERS
Week ended October 11, 2015

*Units sold compared to No. 1 title          **Re-entered the Top 100 Source: Nielsen VideoScan First Alert

TOP 20 BLU-RAY
Week ended October 11, 2015
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  RANK  
 THIS  PREVIOUS   
WEEK  WEEK TITLE STUDIO INDEX*

   1 Avengers: Age of Ultron Disney/Marvel 100.00

   New Magic Mike XXL Warner 12.68

   2 Furious 7 Universal 10.13

   3 Pitch Perfect 2 Universal 7.35

   4 Spy Fox 6.06

   New Insidious: Chapter 3 Sony Pictures 5.54

   5 Cinderella Disney 4.55

   New Tremors 5: Bloodlines Universal 3.70

   8 Mad Max: Fury Road Warner 3.08

   6 Poltergeist (2015) Fox 2.30

   11 Star Wars: The Original Trilogy Fox/Lucasfilm 1.88

   10 Home Fox/DreamWorks 1.60

   New Vikings: The Complete Third Season Fox 1.54

   7 Entourage Warner 1.421

   12 Hotel Transylvania Sony Pictures 1.416

   New When Marnie Was There Universal 1.33

   14 Star Wars: The Prequel Trilogy Fox/Lucasfilm 1.30

   New American Horror Story: Freak Show Fox 1.26

   ** Arrow: The Complete First Season Warner 1.23

   15 Hocus Pocus Disney 1.14
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  RANK     BOX BLU-RAY 
 THIS  PREVIOUS  STREET  OFFICE SHARE 
WEEK  WEEK TITLE DATE STUDIO (MILLIONS) % INDEX*

   1 Avengers: Age of Ultron 10/2/15 Disney/Marvel $459.01 62% 100.00

   New Magic Mike XXL 10/6/15 Warner $66.01 27% 28.81

   4 Furious 7 9/15/15 Universal $351.03 50% 12.67

   2 Spy 9/29/15 Fox $110.83 33% 11.49

   3 Pitch Perfect 2 9/22/15 Universal $183.79 41% 11.22

   New Insidious: Chapter 3 10/6/15 Sony Pictures $52.22 37% 9.25

   6 Cinderella 9/15/15 Disney $201.15 49% 5.778

   11 Hocus Pocus 6/4/02 Disney Re-release 12% 5.776

   New Tremors 5: Bloodlines 10/6/15 Universal DTV 40% 5.69

   9 Mad Max: Fury Road 9/1/15 Warner $153.64 49% 3.87

   New American Horror Story: Freak Show 10/6/15 Fox Cable 21% 3.71

   5 Poltergeist (2015) 9/29/15 Fox $47.43 39% 3.70

   12 Hotel Transylvania 1/29/13 Sony Pictures Re-release 25% 3.58

   New Dark Places 10/6/15 Lionsgate $0.21 21% 3.37

   13 Home 7/28/15 Fox/DreamWorks $177.40 34% 2.88

   New Vikings: The Complete Third Season 10/6/15 Fox Cable 36% 2.67

   7 Outlander: Season 1 Vol. 2 9/29/15 Sony Pictures Cable 18% 2.65

   8 Entourage 9/29/15 Warner $32.36 39% 2.27

   80 Jurassic Park 8/28/12 Universal Re-release 30% 2.17

   10 Monster High: Boo York, Boo York 9/29/15 Universal Cable 11% 2.14

TOP 20 RENTALS
September 2015

* Subject to a rental delay at select outlets Source: Home Media Research

     
  PREVIOUS   DAYS IN
 RANK MONTH TITLE STUDIO RELEASE

  New The Age of Adaline Lionsgate 22

  6 Home* Fox/DreamWorks 64

  3 Hot Pursuit* Warner 50

  New Mad Max: Fury Road* Warner 29

  8 Aloha Sony Pictures 36

  New Cinderella Disney 15

  New Unfriended* Universal 50

  2 Get Hard* Warner 92

  New True Story* Fox 57

  1 Insurgent Lionsgate/Summit 57

  4 The Longest Ride* Fox 78

  New Lila & Eve eOne 36

  New Good Kill Paramount 29

  5 Paul Blart: Mall Cop 2 Sony Pictures 78

  New The D Train Paramount 29

  7 Focus* Warner 120

  10 Kingsman: The Secret Service* Fox 113

  New American Heist Lionsgate 22

  9 Unfinished Business* Fox 106

  New Far From the Madding Crowd* Fox 57
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Magic Mike XXL

The Age of Adaline

MORE CHARTS AND INFORMATION 
AVAILABLE AT

HomeMediaMagazine.com
 ■ Weekly Sales Reports

 ■ Weekly Rental Charts

 ■ Blu-ray and 3D Market Share Data

 ■ Weekly Merchandising Column

 ■ Weekly New Releases List

 ■ Weekly Projections Column

Products
MONTHLY MAGAZINE

Home Media Magazine is the only publication dedicated to entertainment-on-demand, from Blu-ray Disc and DVD to digital 
streaming and downloading. We’ve been in business since 1979 and have developed solid relationships with your customers. Our 
monthly magazine — available both in print and as a digital edition optimized for tablet viewing — is a must-read for thousands 
of professionals involved in bringing entertainment to the consumer. Home Media has consistently been recognized by the Western 
Publishing Association for excellence in the Tabloid Trade since 1987, most recently winning Best Tabloid Trade in 2015.

THE CONTENT
» Industry news and feature articles on both the 
packaged-media and digital sides of the business

» Event coverage and on-the-spot reporting 
from all the top industry confabs, including CES,  
Digital Hollywood, Comic-Con, E3 and the American 
Film Market 

» Research 
■ Nielsen VideoScan — Weekly updates of the 
top-selling DVDs and Blu-ray Discs 
■ Home Media Research — Weekly information 
on the top rentals, plus analysis of market trends 
and consumer habits 
■ iTunes, Xbox Video, comScore — Rundown of top 
digital rentals and downloads

» Reviews on the top home video releases, including 
Blu-ray and 3D spotlights by John Latchem, Mike’s 
Picks from veteran critic Mike Clark, and reviews from 
Home Theater Forum — exclusive to our website.

» Parting Shots — Photos from industry events

SPECIAL SECTIONS
Some of the unique articles featured in Home 

Media are 
» Six Questions, which feature a Q&A with the top 
executives from companies in the news
» The Big Picture, which analyzes industry news 
and trends 
» 4th Quarter Unwrapped, an annual series of 
stories that offer a peek at the significant fourth-
quarter period
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AUGUST 2015
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OUR ANNUAL 
SALUTE TO THE TOP 

FEMALE EXECUTIVES 
IN THE INDUSTRY

 SPECIAL REPORT 
VIDITY SPECS UNVEILED TO BOOST  

ANYWHERE DIGITAL 4K ULTRA HD VIEWING

AUGUST 2015

w w w . H o m e m e d i a m a g a z i n e . c o m

JANUARY 2016

w w w . H o m e m e d i a m a g a z i n e . c o m

2016 HOME ENTERTAINMENT

VISIONARY
HOME MEDIA HONORS 
THE ULTRA HD ALLIANCE

ALSO INSIDE:  
INDUSTRY NEWS  
AND PHOTOS  
FROM THIS YEAR’S  
CES SHOW

APRIL 2016

w w w . H o m e m e d i a m a g a z i n e . c o m

ALSO INSIDE: 
ANNOUNCING THE 
WINNERS FOR THIS YEAR’S 
HOME MEDIA AWARDS

CRUISING
DIGITAL DRIVERS

INTO THE FUTURE

THIS YEAR’S SPECIAL REPORTS
» HOME MEDIA VISIONARY: Jan. 25: This annual section within the 
pages of Home Media Magazine honors a key executive or group who 
has made significant strides for the industry. This year, we honored UHD 
Alliance. 

Previous honorees: Warren Lieberfarb, Benjamin Feingold, Bob  
Chapek, Craig Kornblau, Amy Jo Smith, Stephen Einhorn, the Blu-ray Disc 
Association’s Global Promotions Committee, Eisuke Tsuyuzaki, Tim Baxter, 
Prasanna Ganesan, Digital HD and Walmart’s Louis Greth and Chris Nagelson.

» DIGITAL DRIVERS: April 25: We honor the top executives pushing 
digital delivery at the studios and retail, from streaming to VOD to 
digital kiosks.

» WOMEN IN HOME ENTERTAINMENT: Aug. 29: This annual 
celebration of the top female executives in the industry culminates in 
this special section. 

HOME MEDIA AWARDS

» HOME MEDIA MAGAZINE AWARDS
These most comprehensive awards honoring home video recognize the 
top home entertainment releases of the previous year with winners  
receiving the coveted ‘Crystal Discs.’ All movies, TV shows and other 
content released on DVD and Blu-ray are eligible. Find information and 
updates at HomeMediaAwards.com. 

■ Schedule
Submissions – January and February
Voting – March
Winners – Announced April 25

» REAPER AWARDS
The Reaper Awards honor the top horror and thriller DVDs and Blu-rays 
released  Aug. 1, 2015, to July 31, 2016, with winners receiving the ‘Blade 
of Grimmy.’ The Reaper Awards are held in partnership with leading 
horror fan site DreadCentral.com.

■ Schedule
Submissions – August and September
Voting – September and October
Winners – October

Winners and nominees receive extensive coverage in Home Media 
Magazine, in addition to recognition through the consumer vote 
and outreach to consumer press. Find information and updates at  
HomeMediaMagazine.com/reapervote.

Products
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Products

n	 Studios	
n	 Consumer Enthusiasts 	

78% of this group buy 3 Blu-ray 
movies per month, 66% rent 
more than 4 movies a month

n	 Retail Management
n	 Retail Corporate	
n	 Analysts	
n	 Journalists	
n	 Retail Clerks	
n	 Other/No Answer

Site Traffic for HomeMediaMagazine.com*

21%

21%

11%
8%

3%

1%

11%

24%

*Based on a survey of visitors to HomeMediaMagazine.com in February 2012

WEBSITES AND E-NEWSLETTERS
Home Media Magazine’s websites feature expanded, Web-exclusive content. HomeMediaMagazine.com is updated throughout 

the day and is the industry standard for late-breaking news and product information. 
See more photos, giveaways and interaction with those in the industry on our Facebook page (www.facebook.com/HomeMedia-

Magazine) or keep up with us on Twitter (@HomeMediaMag)

HOME MEDIA ONLINE
Unique Visitors/Month: 35,200
Page Views/Month: 71,200

HomeMediaMagazine.com features breaking news stories, re-
views, research studies, blogs, photos, videos and new product 
announcements. 

DAILY E-NEWSLETTER
10,000 subscribers

This daily news blast gives decision-makers the day’s top news 
stories each morning to prepare for the day. And with our added 
Breaking News blasts, we provide the top news stories as they 
happen to our 6,200 subscribers.

HOME THEATER FORUM PARTNERSHIP
Home Media Magazine and Home Theater Forum’s new partner-

ship has increased HM’s readership. We can now reach Home 
Theater Forum’s audience of home theater enthusiasts and 
cinephiles through HTF’s 90,000 consumer emails and 500,000 
unique monthly visitors to HomeTheaterForum.com.
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Products

HOME MEDIA BLOGS
Home Media Magazine’s blogs provide targeted, insightful com-

mentary and analysis on a broad range of topics. 
■ T.K.’s Take: Publisher and editorial director Thomas K. 
Arnold shares his opinions and observations on the home 
entertainment business. 
■ Steph Sums It Up: Opinions by editor in chief Stephanie 
Prange
■ Skinny Burrito: Latino and fitness musings from executive 
editor Angelique Flores
■ Agent DVD Insider: Sci-fi, fantasy and horror talk from 
managing editor John Latchem
■ Erik’s Spin: News editor Erik Gruenwedel gives his analysis 
of the news
■ Mike’s Picks: Veteran film critic Mike Clark features several 
titles a week. 

HOME MEDIA INSIDER
Also known as Agent DVD, Insider is focused on consumer 

news of interest related to sci-fi, fantasy, horror, action and other 
genre-specific titles.

The Insider brand includes a dedicated website at  
HomeMediaInsider.com, a regular email blast boasting nearly 
17,000 subscribers, and social media outreach at Facebook.com/
AgentDVD and Twitter.com/AgentDVD. The site is home to Home 
Media’s Agent DVD Insider blog as well as the Mike’s Picks movie 
review column.
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CUSTOM PUBLISHING
Home Media has a full, creative team that can produce first-

rate custom publishing projects, including reports, brochures 
and presentations, both print and digital.

MARKET RESEARCH
Our market research department can augment your in-house 

research efforts with detailed information on market trends, 
and also provide analysis and competitive information. We 
can produce custom white papers and other research-based 
products for your own teams as well as your customers.

DIGITAL
Home Media’s Web team can offer you an array of digital 

products, from custom email blasts to digital newsletters and 
social media campaigns.

ADVERTORIALS
Our talented editors and designers can create advertorials in 

the magazine that highlight specific titles (Product Spotlights), 
franchises or even your company (Company Spotlights). These 
branded sections in the magazine deliver your targeted mes-
sage to our readers – your customers.

Home Media Magazine’s talented team of editors, writers, designers and Web producers can provide you with a wide array of 
custom publishing choices and other marketing services at competitive rates, with the quality that can only come from a team that 
knows the home entertainment business — your business — inside and out. 

Marketing Services

	
  

Exclusive Report:  
Packaging and O-Sleeves 
	
  	
  
	
  

	
  

Trends	
  in	
  O-­Sleeve	
  Packaging	
  
With	
  the	
  abundance	
  of	
  DVDs	
  hitting	
  the	
  market	
  during	
  the	
  glory	
  days	
  of	
  the	
  early	
  to	
  
mid	
  2000s,	
  studios	
  and	
  suppliers	
  were	
  looking	
  for	
  ways	
  to	
  make	
  their	
  product	
  stand	
  
out	
  on	
  store	
  shelves.	
  
	
  
And	
  thus	
  began	
  the	
  widespread	
  use	
  of	
  the	
  outer	
  sleeve,	
  or	
  "O-­‐sleeve"	
  —	
  a	
  light	
  
cardboard	
  slipcover,	
  brightly	
  and	
  boldly	
  printed,	
  that	
  jumps	
  out	
  at	
  consumers	
  much	
  
more	
  than	
  a	
  paper	
  insert	
  sheathed	
  in	
  shrinkwrap	
  —	
  often	
  with	
  eye-­‐catching	
  and	
  
tactile	
  graphics	
  including	
  metallic	
  inks;	
  embossed	
  images;	
  foil;	
  glitter;	
  3D-­‐inspired,	
  
lenticular	
  designs;	
  and	
  even	
  holograms.	
  	
  
	
  	
  
Studios	
  began	
  to	
  go	
  all	
  out	
  on	
  select	
  releases.	
  “In	
  part	
  this	
  was	
  driven	
  by	
  retail,”	
  said	
  
one	
  high-­‐ranking	
  studio	
  executive.	
  “We	
  were	
  told,	
  ‘We’re	
  going	
  to	
  go	
  with	
  O-­‐sleeves	
  
only	
  on	
  our	
  endcaps	
  —	
  and	
  if	
  you	
  want	
  placement,	
  you’re	
  going	
  to	
  need	
  to	
  give	
  us	
  O-­‐
sleeves.”	
  	
  
	
  
There	
  was	
  a	
  lot	
  of	
  
experimentation,	
  right	
  out	
  of	
  
the	
  gate.	
  DVDs	
  in	
  the	
  “Barbie”	
  
franchise	
  from	
  Universal	
  
Studios	
  were	
  bedazzled	
  with	
  
sprinkles	
  of	
  glitter	
  on	
  the	
  O-­‐
sleeve.	
  And	
  for	
  the	
  2009	
  
holiday	
  season,	
  studios	
  
experimented	
  with	
  
“augmented	
  reality”	
  in	
  which	
  
consumers	
  could	
  hold	
  the	
  disc	
  
cover	
  up	
  to	
  a	
  webcam	
  to	
  
activate	
  interactive	
  3D	
  images	
  
from	
  the	
  film.	
  For	
  20th	
  
Century	
  Fox’s	
  Night	
  at	
  the	
  
Museum:	
  Battle	
  of	
  the	
  
Smithsonian,	
  for	
  instance,	
  Rex	
  
the	
  Dinosaur,	
  a	
  giant	
  squid	
  
and	
  Amelia	
  Earhart’s	
  plane	
  popped	
  off	
  the	
  box,	
  right	
  in	
  front	
  of	
  the	
  consumer.	
  	
  
	
  

20th	
  Century	
  Fox’s	
  Night	
  at	
  the	
  Museum:	
  Battle	
  of	
  the	
  
Smithsonian	
  features	
  an	
  O-­‐sleeve	
  with	
  interactive	
  3D	
  

images	
  from	
  the	
  film	
  

Gaiam Vivendi Entertainment is the 
answer. Unlike studios and other distrib-
utors, Gaiam focuses almost exclusively 
on distributed product. The coming 

together earlier this year of Gaiam 
and Vivendi Entertainment has 
created the No. 2 distributor of 
non-theatrical product, nearly all 
of it from distributed labels. 
“We provide the muscle and 
the focus to get product into the 
big chain stores and online sites 
that drive sales for these main-
stream brands and properties,” 
said Bill Sondheim, president 

of Gaiam. “We are your advocate, 
your personal sales representative — and 
given our direct-to-store relationships 
with Walmart, Target and almost every 
other major physical retailer and digital 
outlet, we have the connections and the 
clout to get your product in front of the 
consumer. What’s more, due to sup-
ply chain efficiencies that come from 
being a high-volume distributor, we 
provide this superior distribution 
with significant cost savings to our 
distributed labels and the retailers 

we serve.”

Company History

Gaiam launched in the 1980s as a mail-
order catalog business and hit its stride 

a decade later with the purchase of 
Living Arts, a yoga fitness company. 
Once it combined that core entity with 

the 2005 purchase of GoodTimes, 

Gaiam became the leader in the fitness video category and 
also began building its mainstream entertainment library. 
By 2011 the company became one of the top 10 distributors 
of non-theatrical product and had direct deals in place with 
all the mass merchants and many non-traditional outlets. 

Vivendi Entertainment was originally part of the Uni-
versal Music Group but evolved into 
its own confederation of video labels, 
driven by its acquisition of Genius Prod-
ucts’ distribution relationships.

The two companies joined earlier this 
year when Gaiam purchased Vivendi 
Entertainment, and the combined com-
pany now has a commanding market 
share in the non-theatrical marketplace, 
second only to Warner Home Video.

Leadership

Gaiam Vivendi Entertainment is led by 
CEO Lynn Powers. Powers, along with 
founder Jirka Rysavy, created Gaiam to 
address the growing consumer appetite 
for fitness, wellness and eco-lifestyle 

products in 1995 (taking the company public in 1999) and 
has built the company to several hundred million dollars 
today. Her background is rooted in retail merchandise 
and corporate operations, including senior management 
roles at Miller’s Outpost. Most recently she oversaw the 
acquisition of Vivendi Entertainment in 2012.

Sondheim is a home video veteran who in the 1990s 
built PolyGram Video into a major theatrical player and 
then did the same with USA Home Entertainment. He 
took GoodTimes from the bargain bins into the heart 
of major retail chains, such as Walmart and Target, and 
was instrumental in building Gaiam’s portfolio as well as 
its industry perception since he joined the company in 
2005. Most recently Sondheim was named to the Variety 

Entertainment Hall of Fame 2012 class.
Sondheim’s senior team includes several seasoned in-

dustry veterans with more than a century of combined 
experience from major studios, independents, retail and 
consumer packaged goods. 

“The diverse experience of not only our senior executives, 
but our well-rounded team, allows Gaiam Vivendi Enter-
tainment to understand and successfully manage a diverse 
line of products across multiple retail channels,” Sondheim 
said. “This is critical for brands and independent producers 
that want to know we understand their vision and have the 
resources to properly expose their programming.”

Retail Relationships

Gaiam Vivendi Entertainment has one of the widest 
retail distribution networks in the business. The company 
places product in upwards of 60,000 retail stores, from 
mass merchant and supermarket chains to alternative, non- 
traditional outlets ranging from sporting goods to cosmet-
ics to organic grocery. Just like the major studios, GVE has 
direct relationships with Walmart, Target, Kmart, Costco, 
Sam’s Club and other large mass-merchant chains. At Tar-
get, GVE is one of two independent aggregators through 
which all independent content must flow. 

“Because of that aggregator role, we are the only inde-
pendent that has direct vendor relationships at the three 
largest mass merchants: Walmart, Target and Kmart,” 
Sondheim said.  “This allows us to provide better place-
ment, better margins and cash flow to our distributed 
label partners.”

What sets Gaiam Vivendi Entertainment apart from 
other distributors, in addition to its direct relationships 
with mass merchants, is its broad reach into non-tradi-
tional retail outlets. GVE’s “store within a store” merchan-
dising concept allows the company to build standalone, 
brand-oriented sections revolving around a select theme, 
at appropriate retailers outside the traditional Blu-ray Disc 

Advertisement

and DVD spectrum. At Barnes & Noble, Gaiam Vivendi 
Entertainment maintains the bookstore chain’s only multi- 
category display, with fitness videos, yoga mats and other 
merchandise. GVE has also created themed store-within-
a-store locations in Whole Foods, Sunflower Markets, 
Wegmans, military bases, aquariums and museums, and 
such sporting goods stores as Sports Authority and Dick’s 
Sporting Goods. Out GVE’s 60,000 stores, the company 
maintains about 14,000 dedicated store-within-a-store 
sections where they control the product selection and 
reorder process.

Digital Evolution

Gaiam Vivendi Entertainment is also leading indepen-
dent distributors into the digital realm. The company has 
distribution deals with all the significant  players in the 
electronic transmission realms supporting all consump-
tion models, from Netflix, Amazon and iTunes, to Xbox, 
Dish, Sony PlayStation and Hulu. GVE has also increased 
its focus on emerging revenue sources such as VOD and 
“next-day TV,” and is testing alternate windows to help 
its content partners maximize revenue.

In addition, GVE maintains its own streaming service, 
Gaiam TV, which focuses on fitness and healthy lifestyle 
product. Consumers pay a monthly fee of $9.95 for the 
subscription service, which allows them to stream a broad 
selection of carefully screened product. 

Studio Lineup and Successes

At its core, Gaiam has long been a dominant player in the 
fitness and wellness arena. Gaiam was largely responsible 
for the growth in fitness DVD when it convinced Walmart 

and Target to move fitness DVDs to the sporting goods 
department. Gaiam also was the first fitness company to 
control its own infomercial division, which enabled it to 
expand its revenue and awareness for such properties as 
Richard Simmons, The Firm and Billy Blanks. And, in 
2012 Gaiam has increased its dominance in the fitness 
segment, while helping build the Jillian Michaels brand. 
Year-to-date 2012 the company boasts five Jillian Mi-
chaels titles in the fitness top 10, according to VideoScan.  

Now, with the combination of the two companies, 
Gaiam Vivendi Entertainment has distribution deals 
in place with more than three dozen brands, franchises 
and independent suppliers. The company expanded its 
presence in key categories such as TV, independent film, 
sports, family and documentary, among others. The 
company aligns brand-marketing experts in each of these 
categories with its studio partners to maximize each busi-
ness. Among the largest studios are WWE and Shout! 
Factory. In the past year, GVE helped Shout! Factory 
expand its presence beyond classic TV into a major player 
in the family segment supporting its Hasbro properties 
(Transformers Animated, My Little Pony, Littlest Pet 
Shop), and expanded its WWE relationship by success-
fully managing a slate of direct-to-video films featuring 
WWE talent and delivering next-day digital availability 
of core WWE programming. GVE also develops cross-
merchandising programs with the WWE and its toy, 
video game and apparel partners, establishing a strong 
presence for the franchise in some of the country’s big-
gest retail outlets.

While WWE anchors the sports business for GVE, the 
company has increased its focus on sports by adding the 
National Football League to its roster, and in 2012, for 
the first time ever released the officially licensed Olympic 
Games highlights on multiple formats, just 30 days after 
the Games ended.   

In the family segment, GVE complements its Shout! 
family business with distribution deals that include Marvel 
(Iron Man Armored Adventures), Nelvana (Beyblades) 
and The Garfield Show, created by Jim Davis. Earlier this 
year, Gaiam Vivendi Entertainment leveraged its retail 
relationships to launch an unknown animated direct-to-
video property, A Turtle Tale: Sammy’s Adventures, which 
sold upwards of 400,000 units in less than three months. 
GVE recently announced the addition of The Jim Henson 
Company and will relaunch and repackage “Fraggle Rock” 
in time for the property’s 30th anniversary in 2013.

Regarding television content, the company is entrenched 

in the more “real” segments on TV with its distribution 
deals with Discovery Channel, which was just renewed, 
as well as National Geographic and Travel Channel. 
Through its relationship with Televisa, Gaiam Vivendi 
Entertainment is one of the leading providers of telenove-
las to the Latin home entertainment market. And through 
its track record with Codeblack, Salient and Melee, the 
company has become a leader in the urban market. This 
year Gaiam Vivendi Entertainment managed the home 
entertainment release of Kevin Hart’s Laugh at My Pain, 
a theatrically released stand-up comedy that generated $6 
million in home video revenue.

In the film segment, young companies such as Nasser 
Entertainment and Indomina Releasing provide a con-
stant flow of independent film and direct-to-video prop-
erties to the GVE pipeline. Strong titles from Pure Flix 
and Mo Mo Bay have made GVE a leader in 
faith-based films. And the recent 
addition of Hallmark Channel’s 
made-for-TV movies to a stable 
that already includes Sonar 
Entertainment and Mar Vista 
make GVE a leader in this 
growing segment. 

Future Focus

Gaiam Vivendi Entertain-
ment has a clear future di-
rection: Continue to build 
branded businesses in key 
non-theatrical areas; grow 
its independent film port-
folio, including faith- and 
urban-targeted films; and 
dominate lucrative niche cat-
egories such as fitness.   

“With the difficulties in 
the home entertainment 
market, independent produc-
ers, studios and brands need 
a distribution partner that will 
collaborate, provide complete 
transparency and fight for their 
business,” Sondheim said. “With 
this perspective, and our strong 
retail relationships, we believe 
Gaiam Vivendi Entertainment 
provides the perfect solution.” 

for Brands and Indiesfor Brands and Indies

G a I a m  V I V e n d I  e n t e r t a I n m e n t : G a I a m  V I V e n d I  e n t e r t a I n m e n t : 

G
etting shelf space at the big retail chains that sell the lion’s share of Blu-ray Disc and DVD product has never been harder. Retail stores 
contend with a steady flow of high-profile theatrical titles from the major Hollywood studios, while carefully allocating the amount of 
space devoted to home entertainment, which has a growing number of options, particularly in the smartphone and tablet categories. 

As a result, popular non-theatrical brands and quality independent releases are often sacrificed by retail buyers trying to find a balance 
for a diverse audience with limited real estate. For many brands and filmmakers, studio distribution deals aren’t the answer, as studio sales 

executives are prone to focus on their own product, especially in a mature market. So where do indies and meaningful brands go to get the attention 
they deserve and still maximize revenue across traditional and emerging platforms?

a Better Placea Better Place
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GVE’s “store within a store” merchandising concept.
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