
...newsline... 
NO TERMINATIONS ARE DUE at Thorn EMI /Home Box Office over the sales 
numbers "The Terminator" has racked up. The $79.95 feature film 
moved a reported 150,000 units on pre- order, said to be a good many 
tens of thousands over and above what the company itself was expect- 
ing to see. The Oscars also left Thorn EMI /HBO happy. "Amadeus," 
which the company will be releasing in the fall, walked home with 
eight statuettes. 

OSCAR WAS ALSO NICE TO CBS /FOX, whose Sally Field- starring "Places In 
The Heart" brought home two statuettes. 

JOHN WAYNE FANS are in for a treat from National Telefilm Associates' 
Spotlite Video label. The label has created a "High Hat Western Se- 
ries" that features some of the earliest films made by Wayne. A total 
of 12 titles will be included in the package, four selling for $34.95 and 
eight for $19.95. The $34.95 cassettes will be double feature titles, each 
containing two movies. Titles included will be "Dawn Rider," "Frontier 
Horizon," "Lawless Range," "'Neath Arizona Skies" and "Riders Of 
Destiny." 

MIRIMAX FILMS IS LOOKING FORWARD to the deals it's going to make with 
Bob Dylan's "Don't Look Back." The title was filmed during Dylan's 
1965 U.K. tour and released theatrically in 1967. It was successfully re- 
released in 1983. Mirimax has worldwide home video and television 
rights to the film, directed by D.A. Pennebaker, who also worked on 
"Ziggy Stardust And The Spiders From Mars" and "Monterey Pop." 
Titles Miramax has represented for home video rights include David 
Bowie's "Serious Moonlight" and "Ricochet," Journey's "Frontiers 
And Beyond" and "The Secret Policeman's Other Ball." Miramax vice 
presidents Jim Doyle and Robert Newman estimate that home video 
rights prices have dropped by about half since the crest of the latest 
buying boom. 

AMERICAN NATIONAL ENTERPRISES is the latest company to enter the home 
video marketplace. The company plans to release 36 titles in the next 
year. First titles will come to the market in August. American National 
Enterprises currently specializes in the distribution of movies and tv 
shows to those markets. The company will be supporting its move to 
home video with p-o -p materials and closed-circuit tv monitors that will 
play reels of their product. Titles in the initial release package will be 
"Ironmaster," "Once Upnn A Scoundrel" with Zero Mostel, "Beasts," 
"Goldenrod" and "Lost." 

GUMBY IS GOING TO GET A BIG BOOST from Family Home Entertainment. 
The company is planning a special promotion centered on the release of 
its 10th Gumby release, the 60- minute "A Gumby Celebration." The 
promotion is scheduled to start on a retail level when "A Gumby Cele- 
bration" hits the streets on May 22. Family says it will be "pulling out 
all the stops" for the effort, which will offer "A Gumby Celebration" 
at a special discount in combination with the nine other Gumby titles 
that have been released. List price for the Gumby titles is $29.95. 

YESTRON AND MATTEL ARE JOINING in a special promotion designed to push 
the home video company's release of its second "Rainbow Brite" title. 
The promotion will involve boosting Mattel's and Vestron's sales by 
giving consumers special discounts on the Mattel toys based on the 
characters in the Vestron film. The film involved is "Rainbow Brite- 
The Mighty Montromurk Menace." The coupons will have a value to- 
taling around $6.50, including a $2 saving on Mattel's 18 -inch Rainbow 
doll, a $1 saving on the nine -inch one, $2 off the Rainbow Brite cottage 
and $1.50 off any Sprite doll. A special label on the front of each video- 
cassette package will let consumers know about the offer. Also due for 
a kidvid push from Vestron is "The Care Bears Movie," which has just 
gone into theatres to mixed but generally positive reviews. Home video 
release date for "The Care Bears Movie" will be sometime in July. The 
feature is being supported by a heavy advertising campaign, and Ves- 
tron says the home video release will be too. 

WORLD PREMIERE HOME VIDEO is moving into family product. Until now the 
company has concentrated on R -rated product almost exclusively. The 
company's first G -rated title is "The Legend Of Bigfoot," which will 
retail at $39.95. The move into what it describes as "family" product 
will not lessen World Premiere's dealings in other genres, however. 
The company says it will continue putting out martial arts, horror, ad- 
venture and science fiction titles. A sampling of its latest releases in- 
cludes "Caged Fury," "Sweater Girls" and "Let's Play Dead" at $39.95 
and "Backstreet Hustle" at $49.95. For the rest of the year, World 
plans to release six to 10 titles, about half of which will be targeted for 
family viewing. 

BEST FILM AND VIDEO has picked up a second line. The company will be 
acting as a distributor for Image Magnetic Associates, trying to get 
that company's titles into specialty stores and sell- through outlets. 
Best chief Roy Winnick reports that his "Video Bingo" is going to get 
some important notice in February, 1986-that's when Reader's Digest 
will tell its 50 million readers that the video title is one of the better 
buys of the month. The magazine is waiting almost a year because it 
believes VCR penetration won't be high enough among its readers to 
make a mention worthwhile until then. TONY SEIDEMAN 
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MCA OPENS DOORS MARKETING BLITZ 

Campaign for `Dance On Fire' Includes Radio Tie -In 

BY KIP KIRBY 

NASHVILLE MCA Home Video is 
unleashing the biggest marketing 
campaign it has yet employed for 
any of its music video titles -and 
one of the biggest budgets the com- 
pany has devoted to any title in its 
video catalog -for the just -released 
"The Doors Dance On Fire (Classic 
Performances & Greatest Hits)." 

The promotional budget, estimat- 
ed at well into six figures, encom- 
passes full -color consumer and 
trade print ads plus a radio tie -in 
covering eight to 10 markets. It's 
the first time that MCA Home Vid- 
eo has utilized national radio for a 
title, says new product development 
director Suzie Peterson. 

"The Doors Dance On Fire" was 
produced for MCA Home Video by 
Monitor Award winner George 
Paige, with original Doors members 
Ray Manzarek, Robby Krieger and 
John Densmore overseeing the proj- 
ect. Manzarek also acted as creative 
director. The 65- minute video con- 
tains 14 complete songs taken from 
tv and concert appearances, and is 
culled more than 400 hours of mate- 
rial chosen from the rock group's 
private archives. 

Included in the program are origi- 
nal live performances by the Doors 
of "Light My Fire," "Touch Me," 
"Crystal Ship," "People Are 
Strange," a 1968 summer concert 
performance of "Roadhouse Blues" 
and a live 15- minute performance of 
"The End" filmed at the Hollywood 
Bowl. Also included are a rare look 
at the Doors in the studio cutting 
"Wild Child," and two promo pieces, 
"Break On Through" and "The Un- 
known Soldier." (The latter, an anti- 
war clip showing Morrison tied to a 
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pillar and machine -gunned in slow 
motion, was banned after Elektra 
first attempted to release it in 
1968.) Other selections are "L.A. 
Woman," "Riders On The Storm" 
and "Adagio." 

MCA Home Video tapped original 
Doors producer Paul Rothchild and 
engineer Bruce Botnick to remix 
and remaster all the audio tracks 
digitally. The cassette is being re- 
leased in both VHS and Beta Hi -Fi 
stereo at a list price of $39.95. 

"Nothing this extensive has ever 
been done on the Doors before," 
says Peterson. "We feel the band 

has strong appeal to the demo- 
graphic of today's VCR owners who 
grew up listening to the Doors, and 
yet will also appeal to a new genera- 
tion of younger listeners. The Doors 
are still played on AOR radio. 

"And Jim Morrison is the perfect 
video artist: a compelling perform- 
er, someone the public never got 
enough of. There is a tremendous 
mystique about him as an artist." 

MCA Home Video is using two 
national screenings of "The Doors 
Dance On Fire" to launch its cam- 
paign. The first was held Thursday 

New `Space Archives' Disk 
Takes a 3D Look at Mars 

NEW YORK Video Visions Asso- 
ciates, a firm that specializes in pro- 
ducing laser videodisks about 
America's space program, has just 
released its latest effort, "Mars 
And Beyond," featuring almost a 
quarter of an hour's worth of 3D 
video shot on the red planet. 

"Mars And Beyond" is the fourth 
volume in Video Visions' "Space Ar- 
chives" series. The first three titles 
are "Space Shuttle Mission Re- 
ports," "Apollo 17" and "Shuttle 
Downlink," which included footage 
of the Solar Max satellite rescue 
mission. 

The market for Video Visions' 
product is not large, but neither are 
the budgets for its titles. "There are 
between 800 and 1,000 retailers cur- 
rently seriously carrying laser 
disks, serving a population of 

150,000 to 180,000 players, with 
growth slow but steady," says Vid- 
eo Visions marketing manager Pat- 
rick Binns. 

Video Visions' titles are designed 
for laserdisk use only. Assembled 
from NASA public domain footage, 
the average "Space Archives" title 
contains hundreds and sometimes 
thousands of individual photo- 
graphs, exploiting the ability of la- 
ser disk machines to play back one 
frame of a program at a time. 

Video Visions has released four 
titles to the consumer marketplace 
so far. Average volume on a pro- 
gram is about 3,000 units, says 
Binns, with the company's first ti- 
tle, "Space Space Shuttle Mission 
Reports," its best seller, having 
moved about 5,000 units since its re- 
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STAR TREK Ill -THE SEARCH FOR Paramount Pictures William Shatner CED 29.95 
1 2 

3 SPOCK Paramount Home Video 1621 DeForest Kelley 1984 PG 
Laser 29.95 

2 1 8 TIGHTROPE Warner Brothers Pictures 
Clint Eastwood 

Warner Home Video 11400 1984 R Laser 34.98 

3 3 19 PURPLE RAIN Warner Brothers Pictures Prince 
Warner Home Video 11398 Apollonia Kotero 

1984 R 
CED 

Laser 

19.98 

29.98 

4 NEW100 RED DAWN MGM /UA Home Video 100499 Patrick Swayze 
C. Thomas Howell 1984 13 Laser 34.95 

5 NEWIIII. GONE WITH THE WIND MGM /UA Home Video 100284 Clark Gable 
Vivien Leigh 1939 G Laser 49.95 

6 4 15 POLICE ACADEMY The Ladd Company Steve Guttenberg 
Warner Home Video 20016 Kim Cattrall 1984 R 

CED 

Laser 
29.98 
34.98 

7 5 14 THE NEVERENDING STORY Warner Brothers Pictures Barrett Oliver 
Warner Home Video 11399 Noah Hathaway 1984 PG 

CED 

Laser 
29.98 

34.98 

8 6 23 THE EMPIRE STRIKES BACK CBS -Fox Video 1425 Mark Hamill 
Harrison Ford 1980 PG 

CED 

Laser 
29.98 
29.98 

9 7 3 THE EVIL THAT MEN DO A RCA /Columbia Pictures 
Charles Bronson Home Video 30407 1984 R Laser 29.95 

10 8 35 ROMANCING THE STONE CBS -Fox Video 1 358 Michael Douglas 
Kathleen Turner 1983 R 

CEO 

Laser 

19.98 

34.98 

Recording ndustry Assn. Of America (RIAA) gold certification, sales of 50,000 units or suggested list price income of $2 million (20,000 or $800,000 for 
non -theatrica made -for -home product). RIAA certification for platinum, sales of 100,000 units or suggested list price income of $4 million (40,000 or $1.6 
million for non -theatrical made -for -home product). Titles certified prior to Oct. 1, 1984 were certified under different criteria.) International Tape Disc Assn. 
certification for gross label revenue of $1 million after returns or stock balancing. 
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