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Video 
Children's Market On The Rise 
Suppliers Releasing New Titles For Younger Viewers 

By LAURA FOTI 

NEW YORK -Because children 
can watch the same program over 
and over, children's programming is 
proving its viability for the home 
video market. The titles lend them- 
selves to sale rather than rental be- 
cause of their high repeatability fac- 
tor. 

Spurred by the success of Family 
Home Entertainment's "Strawberry 
Shortcake In Big Apple City" and 
Vestron Video's "For The Love Of 
Benji" and the proven track record 
of Disney's titles, a number of video 
suppliers have released new chil- 
dren's titles recently. ( "Strawberry 
Shortcake" reaches Billboard's 
Videocassette Top 10 this week.) 

MGM /UA, which distributes 
Family Home Entertainment, is tak- 
ing a leading position in the kidvid 
area, thanks to a new agreement be- 
tween FHE and Filmation that will 
result in the release of five Filmation 
titles on videocassette this June: 
"The Lone Ranger," "Lassie's Res- 
cue Rangers," "The New Adven- 
tures Of Zorro," "Blackstar" and 
"Shazam." All titles are $29.95. 

On its own, MGM /UA offers 
such new titles as "The Secret Of 
NIMH," Joan Sutherland's "Who's 
Afraid Of Opera," "Dear Diary" 
and "Am I Normal ?" These last two 

are designed for adolescents. Addi- 
tional new offerings are as follows: 

"Bugs Bunny's 3rd Movie: 
1,001 Rabbit Tales" from Warner 
Home Video, $49.95. 

"Mr. Magoo's Storybook," 

Cassette Release Set 

For little Rascals 
NEW YORK -Spanky, Buck- 

wheat, Darla and Alfalfa are 
making the move from television 
to videocassette this summer, as 
Blackhawk Films of Davenport, 
Iowa releases the original "Little 
Rascals" theatrical shorts on Beta 
and VHS. 

Blackhawk has signed an 
agreement with Hal Roach Stu- 
dios, producers of the shorts, for 
exclusive distribution of the 
Little Rascals on videocassette. 
The first will be introduced this 
June. 

According to Blackhawk presi- 
dent Ted Ewing, "These are the 
10- and 20- minute comedies 
made by Hal Roach Studios be- 
tween 1926 and 1937. Pricing is 
uncertain now, but we'll prob- 
ably release three programs per 
tape, for about $32." 

o 
ENTERTAINMENT FOR PUBS, HOTELS 

ce 

U.K. Bow J J 
LONDON -A large- screen video 

system showing 20- minute packages 
rn of entertainment, plus advertising, 
T in up to 5,000 British pubs, clubs 

and hotels is to be launched here 

it April 4 by new company Telejector 
o- Video Commercials (TVC), backed 
< by an $11 million investment from 

parent organization the London & 
Liverpool Trust. 

Though it isn't the first firm in this 
field, TVC's scheme is certainly the 
largest and most sophisticated to 
date. Large screen equipment (45 by 
100 inches), made by Grundig, 
whose whole European production 
has reportedly been signed up, has 
already been installed in more than 
2,000 sites, and the company claims 
to be processing 100 additional ap- 
plications a week. 

Pub owners and hoteliers in- 
volved will rent the hardware for a 
five -year period at an average 
weekly cost of $45, but are entitled to 
keep a percentage of advertising rev- 
enue to set against this running cost. 

from Paramount Home Video, 
$39.95. 

"Alice In Wonderland," a pro- 
duction of the Children's Theatre 
Company and School of Min- 
neapolis, the third in a "Just For 
Kids" series from MCA Video- 
cassette, $39.95. 

Three Muppet Home Video re- 
leases: "Muppet Musicians Of Bre- 
men," "Hey Cinderella!" and "Frog 
Prince" from Walt Disney Home 
Video, $49.95 each. 

Five titles from the Bill Burrud 
"Amazing Animal World" series 
from Disney, $69.95 each. 

The animated features "Dis- 
ney's American Heroes" and "The 
Wind In The Willows," along with 
"Swiss Family Robinson" and 
"Treasure Island," from Disney, 
$49.95 each. 

"The Last Unicorn." an ani- 
mated film from CBS /Fox Video, 
$49.98. 

"Jack And The Beanstalk," an 
animated musical from RCA /Co- 
lumbia Pictures Home Video, 
$39.95. 

Nine titles in the "Wilderness" 
series from Media Home Entertain- 
ment are being promoted through a 
"Great Wilderness Give -Away 
Sweepstakes." Many of these titles 
were never released theatrically. 

For Big -Screen Plan 
Radio Luxembourg, which is acting 
as TVC's agent for airtime sales, sees 
large urban pubs with predomi- 
nantly young, male clientele as 
prime targets. Luxembourg execu- 
tives say they are confident of reach- 
ing $15 million revenue in the first 
year, though advertising so far has 
come only from liquor and tobacco 
firms. 

"Pubs provide a classic captive 
audience," says Luxembourg execu- 
tive Rob Cleminson, "especially 
among the 20 -35 age group, who 
would sooner go out in the evening 
than stay home and watch tele- 
vision." The rate card is described as 
"high but realistic in view of the pre- 
cise audience targeting," and the 
three two- minute advertising slots in 
each 20- minute package will be 
"embedded in the editorial" for 
greater watchability. 

The Video Breaks software pack- 
ages for the TVC scheme, which are 
being compiled by programming 
consultant Peter Marshall of Video- 

ROCK MUSICIANS TURNED DIRECTORS 

scope International, concentrate on 
brief, high- impact material with 
minimal dialog, such as sports high- 
lights, video promo clips and concert 
footage. Rights are acquired 
through one -year license agree- 
ments, with priority given to pro- 
gramming not previously shown in 
the U.K. With no single item over 
three minutes in length, these rights 
can be picked up very cheaply, says 
Marshall. 

No Video Breaks tape may be 
screened more than three times daily 
in a venue, and TVC insists they be 
rotated around the midday, early 
and late evening time slots so that 
even daily customers would only see 
the same program twice in a week. 
An electronic monitoring device 
supplied with the hardware registers 
any deviation from this pattern. 

Every seven days, the tapes are re- 
placed with new ones, so the scheme 
will consume around 50 hours of 
programming a year. 

Godley & Creme Shoot Forward 
LOS ANGELES -Rock musi- 

cians often talk of forsaking the au- 
dio-only recording field and plung- 
ing full -force into video. Kevin 
Godley and Lol Creme, until three 
years ago known chiefly as two ex- 
members of 10cc who had issued a 
phenomenonally expensive (and 
unsuccessful) three - record album, 
are two musicians who have taken 
the jump. They have some of the 
genre's most talked -about clips to 
their credit, including Duran Du- 
ran's "Girls On Film" and Visage's 
"Fade To Grey," and have just fin- 
ished a tv pilot, "Rebellious Juke- 
box," which could become a series 
later this year. 

"Those familiar with the songs we 
used to write in l0cc know they were 

very filmic," explains Godley of the 
move away from the band which 
had earned a strong following with 
such songs as "I'm Not In Love" and 
"The Things We Do For Love. ""'We 
left the band in 1976 because we felt 
we had taken the unit as far as it 
could go. Although we didn't know 
it at the time, we left for a reason, 
and that reason was to do film. We 
realized that for the past 15 years 
we'd been trying to do films in our 
songs. We said, 'Let's stop doing 
films for the ears and let's start doing 
them for the eyes'." 

Along the way to video, the pair - 
who had been friends in their native 
Britain since their teens -dabbled in 
the creation of a new musical instru- 
ment, the gizmo, and used it to record 

a three -record set, "Consequences." 
"It came out at exactly the wrong 
time," says Creme of the highly ex- 
perimental album. "Johnny Rotten 
arrives on the street with safety pins 
for earrings and we put out an al- 
bum that costs $35,000 . You had to 
take out a mortgage to buy it." 

"The U.S. company that was 
manufacturing the gizmo did it right 
at the beginning of the recession, so 
that was rough," states Godley. "We 
learned a lot from that album, espe- 
cially not to do it again." 

"The gizmo was invented, though, 
because we wanted to do movies," 
emphasizes Creme. "It did so many 
sounds that it allowed us to do mov- 

(Continued on page 29) 

SELLING SINGLES -Capitol artists Duran Duran recently made an in -store 
appearance at New York's Video Shack to promote their new Sony "video 
45," "Hungry Like The Wolf" and "Girls On Film." Approximately 5,000 fans 

turned out for the event. 

Music Monitor 
Please submit all material for this 

column to Music Monitor, Billboard, 
1515 Broadway, New York, N.Y. 
10036. 

Gospel Video: Amy Grant's 
"Don't Run Away," from the album 
"Age To Age," was recently shot in 
Nashville by Scene Three. The crea- 
tive staff was headed by senior direc- 
tor Marc Ball, with editor Ralph 
Walker and engineer Yancey Lutz. 
Kitty Moon was producer. The con- 
ceptual video was shot at the 
Hillsboro High School auditorium. 

"Majekal ": Parallel Communi- 
cations recently produced a clip for 
Unipop, featuring the cut "Let's 
Make Majek." The group, on Kat 
Family Records, is headed by 
Manny and Phyllis Loiacono. Pro- 
ducer was Jon Small, director Lau- 
rence Norjean. 

"Tron" Revisited: "Atomic 
Dog," the new George Clinton 
video, takes place inside a video 
game, with graphics and live action 
working together. Director Peter 
Conn and producer Coco Conn of 
Homer & Associates of Hollywood 
created a video game on their com- 
puter system and brought it to life; 

filming also took place at Sunset - 
Gower- Studios. Dancers portraying 
the game's dogs and cats were chore- 
ographed by Russell Clark, who is 

also featured in the clip as the 
Atomic Dog and created a dance of 
the same name. On the floor of the 
arcade set were 7,200 quarters. 

Only The Lonely: A clip for the 
Bellamy Brothers' "When I'm Away 
From You" was designed against a 
backdrop of lonely places where 
people find themselves when they 
travel: an airport, a hotel and a park. 
The clip was produced by Electro- 
media International, and Emage Re- 
sources provided such services as 
scripting, set design, recording, post - 
production and duplication. 

Off The Court: "Musicourt '82" 
has been acquired for U.S. and Ca- 
nadian video and tv distribution by 
Miramax Films. The show features 
John McEnroe, Vitas Gerulaitus, 
Joe Cocker, Meat Loaf, Nona Hen - 
dryx and Carlos Santana, as well as 
Max Roach, Jamaaladeen Tacuma 
and host Todd Rundgren. A 24- 
track stereo mix was recently com- 
pleted at National Video Center in 
New York. LAURA F011 

AD AGENCY PUBLISHES SURVEY 

U.K., Denmark Called VCR Leaders 
LONDON -Britain and Denmark 

will lead the way in European VCR 
ownership, with penetration by 
households reaching 70% by the end 
of 1990, according to a wide -ranging 
new survey carried out by inter- 
national advertising agency J. Wal- 
ter Thompson. 

Conducted with the help of its of- 
fices throughout Western Europe, 
the JWT report, titled "Television 
Today And Television Tomorrow," 
contains cross -national projections 
for the video market of a kind not 
previously attempted. It predicts, for 
example, very wide disparities in the 
growth of VCR ownership even 
among apparently similar markets. 

Thus by the end of 1985, U.K. pene- 
tration will reach 40 %, while pene- 
tration in West Germany and Hol- 
land will still only be 15 %, in Austria 
just 8% and in Italy a mere 3 %, ac- 
cording to the study. The strength of 
rental markets in Britain and Den- 
mark is cited as a major factor. 

Also relevant are the extent of 
television set ownership (98% in 
Britain) and the number of hours of 
television watched. With adult view- 
ing at 3.2 hours daily, Britain 
watches more broadcast program- 
ming than any other European 
country, and its spending on tele- 
vision advertising of $1.45 billion in 
1981 is way ahead of other markets. 
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