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Introduction

Empirical academic research on the movie video market, especially on the demand side, has been relatively sparse 1 . To some extent, this deficiency has been addressed by the availability of data from the Spanish Cultural Consumption Habits Survey (Encuesta sobre Hábitos de Consumo Cultural -EHCC) established by the Office of the Spanish Rights of Authors Collector (SGAE).

The survey was conducted in Spain during 1998. Our aim was to use this database to analyse some demand aspects of the Spanish video industry. In particular, the key objective was to inform decision-making by identifying the key characteristics of consumers of videotape movies. on videotape. To this end, models are estimated of the frequency of video buying and renting.

Multinomial probit models are developed to investigate whether there are two different video markets (renting and buying) and to identify the respective socio-economic characteristics of the consumers in these markets. The influences of various film genres, on the renting of videotapes 2 are also considered.

Watching movies on home videos is clearly a different experience from a movie theatre trip and the medium of television has also evolved to become a powerful force and rival to the film industry. That said, while movies lost a significant part of its audience at the movie theatres, movies themselves had become one of the principal elements of television channel programming. Hence, it might be argued that people were 'reminded' about consuming movies even more than before the development of the television industry 3 .

The development of videotapes during the 1980s and 1990s created new opportunities to watch movies, since they increased consumers' autonomy in their leisure decisions and opened an important new audiovisual market. Thus, in 1996, in the most developed countries, over two-thirds of households had a VCR and, in the USA, film distributors obtained more revenues from home video than from movie theatres (Vogel, 2004) 4 . This situation currently remains since "...in 2003, Americans spent $22.5 billion on DVDs and videocassettes compared with $9.2 billion at the box office." [p.57] (The Economist, 2004). These figures reflect how important revenues from rentals The Spanish experience mirrors the US case albeit with some time delay. By the 1990s consumption at-home was the most important way to watch films. Television, videos and, in very recent years, DVDs, are the principal windows that allows this domestic consumption. There is a big difference between TV and video (or DVD). In the last two cases, the consumer has greater autonomy in deciding what movie s/he is going to watch and to determine his (her) own viewing schedule. However, on TV, the programmers decide movie show times and the nature of the movies supply. A similar restriction applies to movie theatre attendance since consumers cannot modify the movie theatre's line up of movie presentations. Videotapes (and now DVDs) have allowed consumers to adjust their film consumption to their own timetable or time preferences and this characteristic is not shared with any other form of film consumption. One may consider TV film watching (including pay-per-view broadcasting) as the closest competitor for videotape film consumption since it is a feasible alternative for at-home film watching; however, consumers' autonomy is still lower, even though cable and satellite TV have increased the range of movies supplied and hence, consumers' flexibility in viewing. Given all these relationships, an important goal of this paper is to analyse the links between the movie videotape market and its alternatives for movie watching.

The paper is structured in the following manner. In the next section some connected literature is explored and then in the following section the main characteristics of the data set are briefly described. In section 4, the basic modelling framework is presented along with commentary regarding the basic a priori expectations concerning the buying and renting of videotapes. Section 5 then sets out a specific empirical investigation of the determinants of buying movies, including child-orientated movies. In section 6, the renting of videotapes is specifically analysed, taking into explicit account the effect of different movie genres. Concluding remarks are then offered in the final section.

Earlier Work

Although there are some works on video economics, specially on release strategies (Frank, 1994; Waterman and Lee, 2003), there are no previous specific studies of the demand for movies on videotape, though the impact of home video cassette recorders (VCRs) has been considered in the context of time series models of movie theatre demand (Cameron 1988; and, specifically Spanish case, Fernández-Blanco et al 2002). There has also been some exploration of revenue sharing in the video rental industry (Dana and Spier 2001). Additionally, there has also been some work in the international trade of VCRs with respect to the role of voluntary export restraints (Ohashi 2002).

Arguably, of more direct relevance to this study is work based on purchase or rent decisions.

Yet inevitably much of this work is based on corporate plant capacity decision-making and on the consumer side, most of the work is based on housing tenure choice issues, or the market for cars (e.g. Mannering et al 2002, Johnson and Waldman 2003). Yet arguably these studies do not sufficiently relate to consumer decisions in the market for small low-value durable informationbased goods, such as movies on videotape. Interestingly, on the consumer side there has been considerable work on the hybrid form of 'rent-to-own' contracts on durable household consumer goods as distinct from direct purchasing (Anderson and Jackson 2001, McKernan et al 2003). Such hybrid contractual arrangements, however, do not seem to feature in the market for movies on videotape since renting a movie is undertaken for its direct use value while buying a video principally offers the option value of having the film to view at any time. This difference between direct use value and option value may very partially explain some of the differences in the profiles of renters' and buyers' found in this study.

Of some further related interest is the work of Varian (2000) who investigated information goods such as books, journals, computer software, music and videos. He noted that these can be copied, shared, resold, or rented. He found that when such opportunities for sharing are present, the content producer will generally sell a smaller amount at a higher price which may increase or decrease profits. Furthermore, he identified three circumstances where profits increase: (1) when the transactions cost of sharing is less than the marginal cost of production; (2) when content is viewed only a few times and the transactions costs of sharing are low; and (3) when a sharing market provides a way to segment high-value and low-value among consumers. While not focusing on an analysis of content producer strategy, this empirical study of buying and renting consumer (demand) characteristics does provide some limited sidelight into the nature of sharing behaviour, but only within the specific context of the household.

Key Features of the Data

The EHCC survey from which the dataset is assembled was conducted in Spain during 1998. interviewed. The total sample size was thus 12072 people. 6 This survey can be defined as an opinion survey dedicated to analyzing the nature of cultural behaviour in Spain. It covers the most important fields of cultural consumption, including: performing arts, cultural industries (music, publishing and the audiovisual industry -including movie theatre attendance, video and TV viewing) and other group of leisure activities such as cultural formation, attendance at museums, natural parks, etc. It combines all this information with a set of socio-economic characteristics for the individuals interviewed, including: age, level of educational attainment, marital status, familiar responsibilities, and employment activity and family income. The key variables used, their variable format and their basic descriptives are presented in the Appendix.

By way of a brief snapshot from this dataset it can be seen that in 1998 home video consumption was more important than movie theatre attendance in Spain. In Figure 1, only 5.9% of Spanish people went to movie theatres once a week, meanwhile 13.8% rented one or more videotapes every week7 . These figures do not include movie watching on TV or self-recorded videotape watching. Including them we can see that, film consumption at home is at least three times higher than that associated with movie theatre attendance. 

Modelling Framework and Key Expectations

In the EHCC survey there are two questions about how frequent the interviewee buys or watches rented videotapes with a wide range of possible ordered answers8 . Hence, we define two dependent variables (BUYVIDEO and RENTVIDEO) that allow us to discover buyers' and renters' main characteristics applying two ordered probit models.

Since renting videotapes is a more frequent activity than buying, the EHCC has included two different scales of frequencies for these two activities. Thus, the relationships between the unobserved preferences and the structure of answers are different in both cases and can be defined, following Greene (2003) as follows: a) Buying videotapes

y i = never = 0 if y i * V 0 y i = less than one a year = 1 if 0 < y i * V µ 1 y i = once a year = 2 if µ 1 < y i * V µ 2
y i = two or three times a year = 3 if µ 2 < y i * V µ 3 y i = four or five times a year = 4 if µ 3 < y i * V µ 4 y i = six to nine times a year = 5 if µ 4 < y i * V µ 5 y i = ten or more times a year = 6 if µ 5 < y i * b) Watching rented videotapes y i = never = 0 if y i * V 0 y i = less than five times a year = 1 if 0 < y i * V µ 1 y i = five or six times a year = 2 if µ 1 < y i * V µ 2 y i = once a month = 3 if µ 2 < y i * V µ 3 y i = two or three times a month = 4 if µ 3 < y i * V µ 4 y i = once a week = 4 if µ 4 < y i * V µ 5 y i = more than once a week = 5 if µ 5 < y i *

The set of independent variables includes the interviewee's main socio-economic characteristics, the audiovisual home equipment and some variables that try to represent the relationships between video, movie theatre usage and TV.

We consider the characteristics of people who buy or watch a rented videotape via estimation of two ordered probit models. We can discern some characteristics in the models that simultaneously feature the renters and buyers general profile and confirm the basic a priori expected relationships (see Table 1). As expected, age has a negative effect, in that, the older a person is, the higher is the likelihood of them never buying or watching a rented videotape.

Moreover, we can detect evidence for a positive income effect, which is a common hypothesis in cultural consumption research and has been a feature of the results of many previous empirical studies. For instance, Frey and Pommerehne (1989, page 9) found that 'an increase in per capita income of 1 per cent raises the number of visits to performing arts institutions per adult by roughly 3 per cent' and Withers (1980) Living in a city is also shown to be positively related to consuming rented videotapes given the likely higher density and hence ease of exercising their renting opportunities (i.e. video stores).

The effect on buying is weaker since this is likely to be a much more infrequent activity. Since a significant percentage of the buyers are also collectors -people who want to build their own film library, they are likely to be more insensitive (or inelastic) to searching and other transactional costs.

We have found a complementary relationship between movie theatre attendance and video consumption: i.e. the greater the interest in movies declared by the interviewee, the higher the probability of buying and watching rented videotapes. This phenomenon is confirmed in other studies in other markets (see, for example, Collins and Hand 2005). Furthermore, these probabilities also increase with increased attendance at movie theatres. People who go to movie theatres monthly have the highest probability of watching rented videotapes, largely because they are typically people who have assumed household responsibilities and they may desire the video option to continue to satisfy their more intensive movie watching preferences. In a similar vein, we may posit a positive relationship between the consumption of television and video. They can be considered as complementary domestic (at-home) goods.

Determinants of Movie Videotape Purchases

Having examined the general characteristics of video buyers in the previous section we proceed to explore whether there are significant differences if we restrict our focus purely to movie buyers of videos.

As can be seen in Figure 2, combining general films and children's movies covers 90 percent of videotapes bought in Spain in 1998. This market share, capture almost the whole market.

Using two probit models, it is possible to analyse the features that define, both, films and childrenoriented movie buyers. The dependent variables (PVIDEOFILM and PCHILDRENV) take the value one when the last acquired videotape was a film (or a children movie, in the other case) and zero otherwise. Table 2 presents the results of these two model estimates. consumers for the big screen, are also more likely to use these means to watch movies at home. This is not to say, however, that it is the children themselves who necessarily want them to watch movies at home, since it may actually reflect their guardians' preferences. This probability of purchasing also increases with household size, especially with the number of household members above 14 years old, and this fact can be a sign of the presence of economies of scale in domestic movie consumption. While the direct household income variable is not statistically significant, it is contended that there is a positive income effect linked to the positive influence of social-economic grouping (the probability of buying a film is 3 percent higher when the interviewee belongs to higher socio-economic groups) and the negative effect of the variable STUDENT, usually related to people with scarce monetary resources, in terms of marginal effects being a student decreases by 3% the probability of buying a film. This argument is reinforced by the observation that heads of households buy more film videotapes that any other household member category.

Figure 2 Types of videotapes bought

Those who are greater consumers of audiovisual media generally also have a higher probability of buying a videotape, especially among those who go to a movie theatre or rent a video at least once a week. Indeed, their probabilities of buying increase 5 and 6 percent, respectively. So film lovers, who consume movies in any window, are also good buyers of films in videotapes 10 .

Since interest in theatre programmes on TV has a positive and significant impact on buying (interest in films on TV has also a positive but lesser effect) we can infer that culture-oriented people are more interested in buying films, perhaps because they want to construct their own film library or to own their favourite films.

Finally, the positive and significant coefficient of the HABITAT variable can be interpreted in terms of the higher the size of the population, the higher the presence of delivery opportunities.

The children's movie buying model presents some quite different results, probably because now the buyers purchase the videotapes for the children and principally not for him/herself. Hence, personal attitude and family variables are particularly influential. Women have a 1.5 percent higher probability of buying children's movies than men. The age variable displays U-shaped effect. It is decreasing till a minimum, at 21 years. Then, the probability of buying this type of videos begins to increase, corresponding to the range of ages when people take on family childrearing and childcare responsibilities.

change in each independent continuous variable or the discrete change for dummy variables shifting from cero to one. 10 If we consider the positive and statistically significant effect of the variable INTVTHEATER, that measures the interviewee's interest on theatre programmes on TV, we can conclude that film buyers are also people with some significant measure of cultural consumption-based motivation. The presence of children is clearly the most influential factor. Each additional family member under 14 years increases by 1.5% the probability of buying children's movie. This effect is reinforced with the negative influence of the number of household member above 14 years and the SINGLE variable that reduces this probability by 4%.

The interviewee and head of household's educational levels also have a significant effect.

But, in the former case, the highest effect corresponds to only primary educational studies.

However, the head of household's educational attainment effect is positive, with those having a university education displaying the highest probability of buying children oriented videotapes.

Hence, it is possible to contend that the use of video in children's leisure is more common within families having a strong educational level.

Variables related with income are not significant, except in the case of STUDENT. And this is also the situation in the HABITAT variable. Then, the demand for children's movies seems to be less sensitive to certain economic variables like income or supply opportunities which can be interpreted as a proxy for transactional costs.

When the audiovisual variables are analysed, some interesting results are found. First, attendance at movie theatres and watching rented videotapes in particular, have a positive and statistically significant effect on the probability of buying children's videotapes. Both set of coefficients are positive and decreasing with frequency, hence the higher the regularity that a person attends movie theatres or watches a rented film the higher the probability of buying a children oriented videotape. We can suggest that there are good movie consumers who buy videotapes for (their) children too and, hence, cultivate their cinema taste. This behaviour is very important to establish the future customers of this industry. On the other hand, interest in films on TV (INTVFILM) is not statistically significant. Hence, it may be suggested that film lovers that mainly In summary, in comparing the determinants of buying films or children's videotapes, it may be found that, the presence of children and the cultural environment of the family are the principal determinants of buying children's videotape. All the buyers are regular audiovisual media consumers, but TV consumption does not have a significant influence on the probability of buying children's videotape. There is a positive income effect on buying film videotapes, but this effect is not found for buying children's film videotapes.

Renting Movie Videotapes by Genre

In section 4 the main characteristics of people who watch rented videos was presented. We can further hypothesize that there may be significant differences among consumers of different movie genres11 . We can test this hypothesis because the EHCC survey also asks the interviewee about the genre of the film s/he had rented12 .

An initial feel for the relative attractiveness of each of these genres can be found by looking at Figure 3. Action films are the most watched: about 1/3 of the interviewees who had rented a movie, chose this type of films. Other genres with a considerable share of the video renting market are mystery/thriller movies (15%), comedies (14%) and adventures films (13%). It is perhaps a little surprising to note that children's movies, which have a 36% in the videotapes buying market, have only a 6% share in the renting market. One feasible explanation may be that due to the fact that children are more able to watch a film more than once, so that buying this type of film offers scale economies. Source: EHCC 1998

F

Moving on beyond this descriptive analysis, model estimation is undertaken to help discern if there are consumer specific profiles for each of these genres. From the EHCC data it is possible to define a set of qualitative variables associated with each genre. Each dummy variable takes the value one if the last movie hired belonged to that genre and zero otherwise 13 . For each genre, a probit model was developed to examine how the probability of hiring a film is affected by a set of exogenous variable related to the use of audiovisual media and some other individual, household and socio-economic characteristics. Table 3 present the results by film genre 14 .

At first sight, it is difficult to define a typical profile linked to each genre, except for children's movies. Only a few variables, particularly gender and educational attainment level, introduce some significant differences.

At first sight, we could argue that adventure and comedy are the more eclectic genres: these kinds of movies are rented by males and females of any age or level of income -although in the case of adventure, the lower the income, the higher is the probability of renting. Further, illiterate people seemingly have the lowest probability of renting. 13 The genres (and variables) included are the following: action (VACTION), mystery (VMYSTERY), adventure (VADVENTURE), comedy (VCOMEDY), drama (VDRAMA), romantic (VROMANCE), message (VMESSAGE), children's (VCHILD). Detailed definitions of all these variables are in the Appendix. 14 The log likelihood ratios endorse the goodness of fit of these model estimates. Drama and message, the more reflective genres, are particularly consumed by well-educated people (i.e. e. the probability of renting drama movies increases between 7 and 10% when the interviewee has university level education) and are culturally-oriented (if we consider interest in theatre programmes on TV as a proxy of cultural concern). In dramas this idea is reinforced by the negative effect of TV consumption.

In general, educational attainment level has a positive and increasing effect, so people with a university education have the highest probability of renting any kind of film, except for action movies. In this case, we find the opposite effect: that being, people with the lowest educational attainment have the highest probability of renting while this probability diminishes 25% among people with university level education.

The gender variable is of some interest. Women's probability of hiring is significant higher than men's one in the cases of mystery, message, romantic and drama films and looking at the size of the coefficients and the marginal effects, it seems that these latter genres are the closest to women's preferences overall. Only for action movies, men's probability is about 15% higher than women's.

Other variables only introduce some differences in certain genres. For instance, attendance at movie theatres has a positive and statistically significant effect on message movies, and a negative impact on dramas. Meanwhile, TV consumption increases the probability of hiring action movies and decreases the probability of hiring message pictures. Adventure films seem to be a family favourite because their probability of being hired on video increases with the family size.

However, the consumption of love stories and mystery films decreases with the number of family members under fourteen. This fact could reflect that these movies supplied on video are orientated to adult audiences. Finally, it can be highlighted that TV consumption only has a positive influence on action movies

As has been pointed out previously, children's movies on video are clearly a distinct market segment. The key characteristic is that buyers and consumers are different people. Second, the presence of children in the family is the most relevant feature: each additional family member under fourteen increases 2% the probability of hiring these movies, while it decreases about a 0.75% with each additional member above fourteen. Sex and age variables are also relevant influences. Women hire more children's movies than men, perhaps as a consequence of the fact that the former are more concerned about children's care. Furthermore, age has a quadratic effect on the probability of hiring children oriented movies. This probability increases until the interviewee is 39 year old, that is during the more likely period to have children under his (her) responsibility.

Two final results can be highlighted. First, the probability of hiring children's movies increases with the educational level of the head of the household, especially when s/he has had a university education. Hence, video can be observed as a more attractive leisure, or even learning, activity in families who may be perceived to have a higher cultural status or set of cultural aspirations. Second, that probability decreases with movie theatre attendance. This fact is fairly easy to rationalise when taking into account that young people are the greatest movie theatre attenders, and, in general, they do not typically have children.

Concluding Remarks

In this paper, using the EHCC 1998 survey data, multinomial probit econometric models are applied to consider whether there are two distinct video markets (renting and buying) and to identify the respective socio-economic characteristics of their consumers. Finally the influence of certain qualitative characteristics, especially film genre, on the renting and buying videotapes is examined. The key results from this modelling exercise show that video consumption can be considered as a complementary good to the other audiovisual commodities (TV and Cinema). It is also found that video buyers may be considered to be more discerning consumers than video renters, in the sense that among the former, educational level has a positive effect. We may suggest that from their perspective, movies are not only a leisure pursuit but also a cultural commodity.

Accordingly, they may be contended to have a higher valuation of cinema in general, and certain art house or minority cinema output, such as those that more commonly feature in Europe. They also display an interest in other cultural goods such as theatre-related performances on TV.

Looking at video consumption itself, it is suggested that this activity offers household economies of scale in leisure. Further, it may be observed to be a more attractive leisure option, or even learning activity, in families categorized in terms of a higher cultural status, or by virtue of their cultural aspirations.

Looking to video consumption by genre it is found that action, mystery and comedy are the most preferred genres by video consumers in Spain. Women are more interested than men in thriller/mystery, drama, romantic and message films. Moreover, women hire more children's movies than men, perhaps as a result that the former are possibly more involved in the care of children (or at least in keeping them quiet and happy). Since children's movies can be seen more than once and can be considered as part of the formative process, their higher percentage in buying than in renting allows us to think that we have found some empirical evidence for the existence of durable good consumption in buying videos.

This idea is reinforced by indications of the presence of people seemingly interested in building their own film library. It has been observed that the probability of buying increases with movie theatre attendance, so recent blockbusters inevitably must continue to be a substantial part of the product range in video retailers; but it may also be worthwhile for them to persist in offering other kinds of films such as past blockbusters, classical movies etc. RENTVIDYEAR: Dummy variable; it takes value one when the interviewee watches less than five movies on video in a year, and zero otherwise.
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The base case is defined as when the interviewee never watches movies on video.

CINEWEEK: Dummy variable; it takes value one when the interviewee goes to the cinema at least once a week, and zero otherwise.

CINEMONTH: Dummy variable; it takes value one when the interviewee goes to the cinema monthly, and zero otherwise.

CINEYEAR: Dummy variable; it takes value one when the interviewee goes to the cinema less than seven times in a year, and zero otherwise.
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  nowadays for the film industry 5 .

  Figure 1 Cinema Attendance and Renting Videos(percentage)

  probability of buying a film decreases with age (0.2 percent each additional year, taking into account the marginal effects) 9 . Hence, young people, who are the most important movie 9 Reported marginal effects account for the variation in the probability of the dependent variable due to an infinitesimal

  consume movies through TV (perhaps typically older people without an established interest in the new technologies) do not buy more children's videotapes than other people who are not interested in films. Second, TV consumption does not have any significant influence. This result could be due to the fact that the youngest and oldest interviewees are the most important TV consumers and they have a low probability of having children under their care. Furthermore, the idea of a positive relationship between cultural level and the probability of buying children's videotapes is reinforced by the positive effects of the head of household's educational attainment and interest in theatre programmes on TV (INTVTHEATER) and the inverse relationship between their educational attainment and TV consumption.

  of days that the interviewee watches TV in a week. HOURSTV: Number of hours that the interviewee watches TV in a day. INTVFILM: Dummy variable; it takes value one when the interviewee is very interested on films on TV, and zero otherwise. INTVTHEATER: Dummy variable; it takes value one when the interviewee is very interested on theatre programmes on TV, and zero otherwise. VNORMAL: Number of "normal" videotapes, delivered in shops, acquired by the interviewee last three months. VPART: Number of videotapes, linked to parts and delivered in newsstands, last three months. RENTVIDWEEK: Dummy variable; it takes value one when the interviewee watches movies on video at least once a week, and zero otherwise. RENTVIDMONTH: Dummy variable; it takes value one when the interviewee watches movies on video monthly, and zero otherwise.

  * Statistically significant at the 5% level ** Statistically significant at the 10% level

  Each quarter of that year a new random sample of 3018 people over fourteen years of age was
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  also found that performing arts are luxuries. Moreover, Prieto et al., 2005, found the same result for Spain through the estimation of a complete demand system.

	A range of other household characteristics are also shown to be influential in intuitively
	clear economic terms. First, household size is likely to increase both buy and rent probabilities,
	since film video consumption offers household economies of scale. The presence of children under
	fourteen years of age is shown as likely to accentuate this effect. And both probabilities are likely to
	increase when the interviewee is the head of household or is his/her partner. Put simply, these are
	the individuals likely to have the greatest influence on household decision-making. People with no
	educational qualifications display the lowest probability of buying videotapes, reinforcing the
	previously highlighted income effect.

Figure 3 Percentage of videotapes rented by genre
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Table 1 Determinants of Renting and Buying Videotapes
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	1 1

Table 2 Determinants of Buying Film and Children's Movies Videotapes

 2 

	0,2893 0,3035 0,2265 0,0461

Table 3 Determinants of Video Renting for Different Movie Genres

 3 

		ACTION	MYSTERY	ADVENTURE	COMEDY
		coefficient	marginal effect	coefficient	marginal effect	coefficient	marginal effect	coefficient	marginal effect
	CONSTANT	-0.7885						
	MAN	(-2,009) 0.4223						
		(6.472)						
	AGE	0.0094 (0.679)						
	AGE2	-0.0002 (-1,303)						
	PRIMARY	-0.3667						
	HIGH SCHOOL	(-2,515) -0.5149						
	DIPLOM	(-3,362) -0.6795						
		(-3,913)						
	LICENC	-0.6958 (-3,774)						
	HPRIMARY	-0.0799 (-1,038)						
	HHIGH SCHOOL	-0.2147						
	HDIPLOM	(-2,383) -0.2288						
	HLICENC	(-1,827) -0.2678						
		(-1,707)						
	INCOME	-0.0001 (-1,544)						
	N14	-0.0425 (-1,352)						
	N14MORE	0.0126						
	SINGLE	(0.59) 0.163						
	MARRIED	(1.032) 0.1279						
		(0.928)						
	HOUSEHOLD	-0.0319 (-0,266)						
	SPOUSE	0.1766 (1,325)						
	HICLASS	0.128						
	MIDCLASS	(0,798) 0.0717						
	SELFEMPLOYEE	(0,797) 0.1376						
	EMPLOYEE	(1,012) 0.0919						
		(0,934)						
	UNEMPLOYED	0.1625 (1,242)						
	RETIRED	0.028 (0,151)						
	STUDENT	0.0106						
	COMPUTER	(0,086) -0.0211						
	INTERNET	(-0,389) 0.1466						
		(1,127)						
	TVDAYS	0.0329 (1.426)						
	TVHOURS	0.0711 (4.713)						
	INTVFILM	0.1067						
	INTVTHEATER	(2.152) -0.0101						
	VNORMAL	(-0,132) 0.0068						
		(0,432)						
	VPART	0.015 (0.989)						
	CVIDEOFILM	0.0835 (1.113)						
	CINEWEEK	0.0134						
	CINEMONTH	(0.						
	CINEYEAR							
	HÁBITAT							
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		DRAMA	ROMANCE	MESSAGE	CHILDREN
		coefficient	marginal effect	coefficient	marginal effect	coefficient	marginal effect	coefficient	marginal effect
	CONSTANT	-1.7415						
	MAN	(-3.003) -0.3499						
		(-3.803)						
	AGE	-0.0188 (-0.992)						
	AGE2	0.0003 (1.175)						
	PRIMARY	0.3076						
	HIGH SCHOOL	(1.167) 0.2951						
	DIPLOM	(1.089) 0.7946						
		(2.782)						
	LICENC	0.5191 (1.744)						
	HPRIMARY	0.0527 (0.434)						
	HHIGH SCHOOL	0.0104						
	HDIPLOM	(0.075) -0.2286						
	HLICENC	(-1.252) 0.3093						
		(1.458)						
	INCOME	0.0001 (1.769)						
	N14	0.0305 (0.692)						
	N14MORE	0.0272						
	SINGLE	(0.901) 0.2693						
	MARRIED	(1.253) -0.0878						
		(-0.462)						
	HOUSEHOLD	0.2354 (1.351)						
	SPOUSE	0.1187 (0.652)						
	HICLASS	-0.0378						
	MIDCLASS	(-0.162) 0.1607						
	SELFEMPLOYEE	(1.099) -0.0398						
	EMPLOYEE	(-0.204) -0.1207						
		(-0.896)						
	UNEMPLOYED	0.0468 (0.259)						
	RETIRED	0.1074 (0.43)						
	STUDENT	-0.2366						
	COMPUTER	(-1.367) 0.0658						
	INTERNET	(0.871) -0.2011						
		(-1.01)						
	TVDAYS	0.0227 (0.679)						
	TVHOURS	-0.022 (-0.944)						
	INTVFILM	-0.0686						
	INTVTHEATER	(-0.97) 0.158						
	VNORMAL	(1.58) -0.0054						
		(-0.212)						
	VPART	0.002 (0.094)						
	CVIDEOFILM	-0.0102 (-0.093)						
	CINEWEEK	-0.3469						
	CINEMONTH	(-2.382) -0.0532						
	CINEYEAR	(-0.535) -0.1282						
		(-1.334)						
	HÁBITAT	0.0422 (2.						

The EHCC was also conducted quarterly during 1997 but during this year, the survey was in a developmental phase and the interview questionnaire content was significantly different, such that it would not support the type of work we report in this paper. Accordingly, it was decided to use only the 1998 data.

This fact can be easily understood when we consider that, in 1998, 73.4% of Spanish homes had a video set. On the other hand, theater ticket prices were increasing, while renting and buying video prices were both decreasing, probably because of the presence of strong new competitors such as piracy and pay per view TV systems.

It is important to note that the EHCC survey does not ask if the interviewee rented videotape, only if he or she watched a rented videotape. Furthermore, when the survey asks about video buying frequency it does not specify video type: movie, documentary, music etc…-although movies represent

per cent of the whole market.
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Walls (1997),[START_REF] Bagella | The Determinants of Motion Picture Box Office Performance: Evidence from Movies Produced in Italy[END_REF] Bechetti (1999), De Vany and[START_REF] De Vany | Uncertainty in the Movie Industry: Does Star Power Reduce the Terror of the Box Office?[END_REF] andFernández -Blanco and Prieto-Rodríguez (2003) have analysed the effect of genres on movie theatre attendance.

This question was only available in the interview questionnaire used in the first quarter of 1998. Hence, our sample size is reduced to 3,300 individuals.
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