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TV Episodes Called Strong Sellers 
Three Manufacturers Praise Titles' Marketability 

BY MOIRA MCCORMICK 

CHICAGO Episodes of cult televi- 
sion series, having proven to be 
strong sell- through items, can be 
marketed over and over again to 
new crops of collectors. 

That's the consensus of represen- 
tatives of three home video manu- 
facturers: Maljack Productions Inc. 
(MPI), Embassy Home Entertain- 
ment and Thorn -EMI. 

MPI offers "The Prisoner" (17 
episodes, $39.95 each), "Why We 
Fight" (seven episodes, $19.95 
each), "Captain Kangaroo Video 

Showcase" (10 episodes, two cur- 
rently available, $39.95 each), and 
"Secret Agent" (45 episodes, five 
scheduled for MPI release, $39.95 
each.) The company has also ac- 
quired the rights to 75 installments 
of cult favorite "The Honeymoon- 
ers." 

"The Prisoner" has thus far been 
MPI's most successful series, with 
sales of 45,000 copies of combined 
episodes, according to Ali. He says 
specialized promotion for each in- 
stallment has been crucial to the 
series' sales. 

"For each `Prisoner' release," he 

`Honeymooners' Episodes 

Resurfacing via Maljack 
BY JIM BESSMAN 

NEW YORK Maljack Productions 
Inc. has acquired U.S. and Canada 
home videocassette rights to 115 
hours of material from "The Jackie 
Gleason Show" and "The Honey- 
mooners." While final release 
schedules are still being set, the 
company is looking to have initial 
product out by early fall, starting 
with two approximately one -hour 
volumes of "The Honeymooners" 
priced at $29.95 each. 

According to Maljack sales direc- 
tor Jaffer Ali, the package was ob- 
tained from Gleason for "just under 
$1 million." It comprises program- 
ming produced from 1952 -56 and in- 
cludes "about 75 half -hours' worth" 
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of "Honeymooners" episodes. 
These are the highly publicized, 
newly surfaced episodes stockpiled 
by Gleason and also obtained by the 
Showtime pay -cable network, many 
of which will be shown on Showtime 
starting in September. The new ma- 
terial, Ali stresses, is distinct from 
the 39 half -hour programs filmed in 
1955 -56, which have been shown via 
tv syndication ever since. 

"When we found out that there 
were `Honeymooners' episodes in 
addition to the 39 already in syndica- 
tion, we started stirring up the ket- 
tle," says Ali, adding that it took 
Maljack more than a year to make 
the necessary connections with 
Gleason's "closed- mouthed and se 

(Continued on page 30) 

relates, "we had special color but- 
tons made, as well as custom T- 
shirts and episode synopses. There 
was different point -of- purchase ma- 
terial for every one. When you have 
a staggered release, you don't shoot 
all your marketing bullets at once." 

Ali also reports increased num- 
bers for "Why We Fight," the 
Frank Capra -produced World War 
II propaganda documentaries, since 
lowering the price from $39.95 to 
$19.95 in June. "That one does bet- 
ter through book clubs and mail or- 
der than it does in video stores," he 
notes. 

TV series in general, he says, 
"have been successful for us. The 
numbers may not excite a lot of 
companies, if broken down per epi- 
sode, but they're marketed as se- 
ries. If you can sell a customer just 
one, chances are you can hook them 
on the whole series." 

Rand Bleimeister, vice president 
of sales for Embassy Home Enter- 
tainment, finds television series' 
success at the home video level "is 
all a function of content and talent." 
Embassy carries "Victory At Sea" 
(26 episodes, $19.95 each), "Viet- 
nam: The 10,000 Day War" (13 epi- 
sodes, $29.95 each), and "Best Of 
Mary Hartman, Mary Hartman" 
(three episodes, $29.95). The corn - 
pany also offers both episodes of 
the mini -series "The Day After" in 
one $79.95 package. 

"High content series like 'Victory 
At Sea' and 'Vietnam' are timely," 
says Bleimeister, "especially with 
the resurgence of patriotism and in- 
terest in Vietnam. Both are highly 
collectible and have great sell - 
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TOP VIDEODISKS 
Compiled from a national sample of retail store sales reports. 

Copyright Owner, 
Distributor, Catalog Number 

Principal 
Performers 

I 1 9 THE KARATE KID RCA /Columbia Pictures Ralph Macchio 
Home Video 30406 Noriyuki "Pat" Morita 

1984 PG CED 29.95 

2 4 3 THE TERMINATOR 
Thom /EMI /HBO Video 
RCA Video Disc 16340 A. Schwarzenegger 1984 R CED 29.95 

3 2 3 DUNE 
Universal City Studios Kyle MacLachlan 
MCA Dist. Corp. 80161 Sting 

1984 13 Laser 34.98 

4 NEW I MISSING IN ACTION Cannon Films Inc. Chuck Norris 
MGM /UA Home Video 100557 1984 R 

CED 

Laser 
34.95 
34.95 

RCA /Columbia Pictures Jeff Bridges CED 29.95 
5 NEW STARMAN Home Video 6 -20412 Karen Allen 

1984 PG Laser 29.95 

6 8 3 CITY HEAT Warner Brothers Pictures Clint Eastwood 
Warner Home Video 11433 Burt Reynolds 1984 PG Laser 34.98 

7 NEW I PROTOCOL Warner Brothers Pictures Goldie Hawn 
Warner Home Video 11434 1984 PG Laser 34.98 

8 7 9 BACHELOR PARTY CBS -Fox Video 1440 Tom Hanks 
Adrian Zmed 

1984 R 
CED 

Laser 
29.98 
34.98 

9 5 9 THE COTTON CLUB Orion Pictures Richard Gere 
Embassy Home Entertainment 1714 Diane Lane 

1984 R 
CED 

Laser 

29.95 

34.95 

10 3 19 
STAR TREK Ill -THE SEARCH Paramount Pictures William Shatner 
FOR SPOOK Paramount Home Video 1621 DeForest Kelley 

1984 PG 
CEO 

Laser 
29.95 
29.95 

Recording Indust y 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 -thea rical 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. 

"GHOSTBUSTERS" IS ALREADY in production at Bell & Howell Columbia 
Pictures Video Services, according to numerous home video execu- 
tives. But RCA /Columbia Pictures Home Video continues to stay mum 
as to when the title will be released and what its price point will be. 

KEY VIDEO IS HOPING to boost September sales with a sweepstakes. The 
campaign sponsored by the CBS /Fox Video division will be called 
"Show Us Your Favorite Heavenly Body Sweepstakes." The contest is 
designed to help boost sales of two of Key's top titles for the month, 
"Heavenly Bodies" and "Blame It On The Night." The grand prize in 
the consumer -targeted contest will include a pair of round -trip airline 
tickets to Hollywood, along with hotel and limousine service. The re- 
tailer in whose store the entry blank is filled out will also get a trip to 
the West Coast. Entrants will need to fill out a form and send in a pho- 
to. Deadline for the contest is Nov. 15; winners will be selected Dec. 2. 

AUSTRALIA IS THE LATEST TARGET for Amaray International Corp. The 
packaging company has formed an Australian branch, Amaray Inter- 
national Pty. Ltd., and intends to market a complete line of its product 
Down Under. National sales executive for the new branch will be 
Chantal Drey; headquarters will be in Sydney. L.T. Wallace Group of 
Lidcombe, New South Wales, is currently slated to manufacture 
Amaray's strong- selling "VideoBank" cassette cases for the new ven- 
ture. 

"SUMMER SHOCKATHON" is the theme of Rhino Records' latest release 
schedule, although "schlockathon" might be a better word. Leading 
the schedule will be a new Rhino series of double- feature cassettes ti- 
tled "Saturday Night Shockers." Volume one contains "The Creeping 
Terror" and "Chained For Life," and volume two has "Human Gorilla" 
and "Man Beast." List price for the series will be $49.95. Also due out 
is "Prehistoric Women," the winner of Rhino's first "Silver Sleaze 
Award," which lists for $49.95. 

LIGHTNING VIDEO is looking for some marketplace force. The Vestron 
Video branch has joined with Empire Pictures to create the new "prod- 
uct line." The first Force release will come on Aug. 26. Six action /ad- 
venture films will be in the package under the banner "Heroes, Pirates 
And Warriors," including "Heroes In Hell," "Pirates Of The Seven 
Seas" and "Duel Of The Champions." Also due in August from Ves- 
tron MusicVideo is a Cars concert videocassette. 

THREE NEW MADE -FORS are due from Prism Entertainment. The company 
has joined with Twin Arts Productions to work on three home video 
titles: "How To Photograph Your Lover," "The Making Of A Playgirl 
Centerfold" and "Hollywood Bedrooms." "Playgirl Centerfold" intro- 
duces what the companies say will be a series of quarterly releases. 

TONY SEIDEMAN 

Split Screen, Screen Link 

Carefully Divide Their Jobs 
BY TONY SEIDEMAN 

NEW YORK Making and market- 
ing videos, either long -form titles or 
clips, are two different jobs. That's 
the lesson the executives who con- 
trol Split Screen Inc. and its partner 
Screen Link seem to have learned 
from their tenure with such major 
video music entities as Picture Mu- 
sic International and MTV. 

Split Screen and Screen Link have 
carefully divided the jobs the firm 
needs to get done, keeping produc- 
tion in one office and marketing in a 
separate one a continent away. The 
separation is complete enough that 
the New York -based Screen Link, 
though a corporate partner of Split 
Screen, is a completely separate en- 
tity, with a different top staff than 
its Los Angeles -based sister firm. 

Heading up Screen Link is Chip 
Rachlin, formerly director of acqui- 
sitions for MTV. Working with him 
as vice president and director of 
special projects is Gail Sparrow, 

also an MTV veteran. 
The same five principals are in- 

volved in both Split Screen and 
Screen Link: Rachlin, Bob Hart, 
Jack Cole, Jim Yukich and Paul 
Flattery. There are also "outside in- 
vestors," Rachlin says. 

"We're not physically distribut- 
ing it [programming] or manufac- 
turing it," Rachlin says. "We're just 
putting it together." 

Television, via cable or other 
routes, will probably get first win- 
dow on most Screen Link projects, 
but home video revenues will be an 
essential element. "There are very 
few deals that economically would 
work without home video," Rachlin 
says. 

Currently in the works at Screen 
Link and Split Screen are projects 
by Phil Collins, Eric Clapton, For- 
eigner and Genesis. 

Any sudden boom in home video 
music revenues is doubtful until 
home video's distribution system 
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