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sional equipment rental.

“Most people have video cameras,
but they don’t have the items and the
high-end cameras for the special occa-
sions, such as weddings. That has been
huge for us,” Bellis says. “It gives the
customer a broadcast-quality product.”

As a new store, Flicko’s has been
aggressive in its marketing.

“We use mail-outs, advertising of var-
ious sorts to entice people to come in.
We’ve developed various advertising,
marketing, and pricing strategies; and
it’s a whole group of things to motivate
people to bring in their project,” Bellis
says.

Flicko’s also cross-promotes its ser-
vices to existing customers.

“We have stacks of bag stuffers. If
you come in and have a montage, we
give you a coupon that offers a dis-
count on film transfer and vice versa if
you are doing a film transfer. We have
lots of cross-promotions. Most of our
customers — 75 percent — are repeat
customers,” says Bellis.

Franchising expertise
Since Flicko’s Franchising Corp., has
three other franchising businesses, it
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District Manager Tony Drake works on a photo montage.

has the necessary resources in place to
be successful.

“We’ve invested a tremendous
amount of money in developing the
legal part of the franchise system,”
says Bellis. “We have a staff attorney
who does our legal work, and we use
outside attorneys as well. We have
CPAs; we have human resources and
workers’ compensation specialists, and
video specialists. We’re registered in
most of the states in which we want to
do business.”

The franchisee must invest $60,000,
which includes equipment for 12 sta-
tions, store fixtures, the sign on the
building — nearly everything needed to
open a store.

“It’s a significant amount of money;
but compared to what some places
have to invest, it’s a fairly minimal
investment,” says Bellis. That also
includes help with bookkeeping, insur-
ance, and more.

The company currently plans to
franchise only in the United States,
although it may eventually look at
international expansion. Bellis believes
the video editing concept is compatible
with a one-hour photo store.

“We think the combi-
nation of the two in the
same building or adjoin-
ing buildings would be
remarkable. The photo
store already has a solid
customer base to market
to,” says Bellis.

As photo store owners
know, copyright is a key
issue, and that’s some-
thing the Flicko’s team
has spent a lot of time
studying.

“Our lawyer, Kyle
Smith, became somewhat
of a copyright expert. We
have very strict copyright
policies,” says Bellis. “In
addition, we do not offer
our services to people
who want to use them
for hate material or por-
nographic material. We
won’t allow that. We’re
careful about what we
do. We have had to turn
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people away, for instance, who want to
put stag films on DVD. We tell them
we have no interest in doing that and
won’t allow them to do it themselves.”
That condition will also be part of the
franchise agreement.

A unique feature is the cabling that
connects the equipment. Netherton
engineered the cabling using matrix
switches, where a push of a few but-
tons connects the equipment. That
means the franchisee need not be a
technical expert.

“Theoretically, we could have 15,
maybe 16 or 18, various projects going
at one time,” says Bellis. “Before
Doug engineered this, it was very com-
plicated and frustrating trying to hook
up the equipment. This cabling system
is what made us able to franchise the
business.”

For instance, if a customer brought in
a project, and wanted to make a copy
on VHS or DVD and convert it to the
British PAL format, doing all three
tasks would be simple. By pushing
six buttons, two for each one of those
things, and putting the blank media
in and your master tape, an employee
could punch out all three copies at the
same time.

“We’ve put everything together in a
nice package,” says Bellis. “We’re very
proud of what we’ve done.”
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