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IVE Maps Mass Merchandising Push 
$10 Million Campaign Focuses on Children's Titles 

This story prepared by Jim McCul- 
laugh in Los Angeles and Tony 
Seideman in New York. 

LOS ANGELES International Vid- 
eo Entertanment is mobilizing its 
resources for an effort to break into 
mass merchandise, which will have 
a price tag the company estimates 
at $10 million. That total involves 
costs from "lot of areas," says IVE 
vice president Len Levy. 

The campaign will focus on IVE's 
youth -oriented Family Home Enter- 
tainment line, which will be releasing 
product based on three top licensed 
characters this September: three epi- 

sodes of "The Transformers" and 
"G.I. Joe," and two episodes of its 
"Care Bears" series, long one of the 
strongest children's lines in the pre- 
recorded video business. 

To help boost the sell -through po- 
tential of its campaign, FHE will be 
cutting prices on a number of chil- 
dren's titles due for release in the 
fall, with 30- minute "Transform- 
ers" and "G.I. Joe" tapes dropping 
to $14.95. Other titles in FHE's 100 - 
program catalog will stay at their 
current prices. Most of the chil- 
dren's programs in FHE's catalog 
sell for $29.95. 

Orders for the product are being 

Vestron, Dick Clark Team 
For `Best Of Bandstand' 
BY TONY SEIDEMAN 

NEW YORK Dick Clark will be 
reaching into what are probably the 
music industry's deepest video ar- 
chives to create what he hopes will 
be a full line of prerecorded titles to 
be released by Vestron Video. 

First program due out is "Dick 
Clark's Best Of Bandstand," via 
Vestron MusicVideo, at a suggested 
list price of $29.95. It will contain 16 
performances taken from 1958 -60 
editions of Clark's "American Band- 
stand." Stars featured will include 
Buddy Holly, Bill Haley and Chub- 
by Checker. 

"They were most interested in 
creating a video label under our 
name," says Clark of the reason for 
the linkup with Vestron. "I have a 
feeling that we're going to be in 
business a long time with them." 

Vestron director of original pro- 
gramming Larry Kasanoff says 
that the `Bandstand" titles are not 
a separate label deal, but "a line of 
programming from Dick Clark Vid- 
eo" that will be released via Vestron 
MusicVideo. He foresees "several" 
more "Best Of Bandstand" releases 
if the first title does well. 

As the home video market ex- 
pands, more product out of video li- 
braries is coming up for sale, ac- 
cording to Kasanoff. "I'm offered a 
couple of libraries every week," he 
says. The Dick Clark library, he 

notes, had a combination of ele- 
ments that made it especially attrac- 
tive. 

As for creating the program it- 
self, "The hardest part is not the 
production but the humongous 
clearances involved," says produc- 
er /director Paul Brownstein. 
AFTRA and SAG require that Dick 
Clark Productions "use best ef- 
forts" to find all the performers fea- 
tured, even if the person has been 
out of the business for two decades 
or more. 

According to Brownstein, most of 
the "low- six -figure" production 
budget has gone into paying for the 
complex rights clearances involved. 

Concentrating on seminal rock'n' 
roll artists like Bill Haley and Little 
Richard, "Best Of Bandstand" is 
"designed for people who either 
lived in the era or have heard about 
it," Clark says. 

"If the first one works, there will 
be many more," he says, noting that 
enough footage is left in the "Band- 
stand" vaults to keep cassettes com- 
ing out "for a long time." Brown- 
stein seconds the notion: "It is just 
the tip of the iceberg of the perfor- 
mances that are in the vault down 
the hall." 

"Best Of Bandstand" is specifi- 
cally designed for the home video 
marketplace, says Brownstein, 
whose credits include producing the 

(Continued on page 49) 

Which One Is Weird? CBS /Fox Video director of music programming Ken 
Ross tries to figure out whether or not "Weird Al" Yankovic has gone pinstripe 
during the premiere of "The Compleat Al" at Sammy's Restaurant in New York. 
It turns out the answer was no. The one on the left is CBS /Fox staffer Arthur 
Mann; the one on the right is Weird Al; Ross is thé one in the middle. 

taken now. Ship date is Sept. 16. 
Among the cost areas Levy says 

make up the $10 million are an ex- 
traordinary investment in blank 
tape; the costs of redesigning and 
printing smaller packages that bet- 
ter fit the mass merchandiser's 
needs; the cost of the equipment 
needed to make the bubble pre - 
packs the mass merchandisers 
need; and the cost of signing on the 
independent rep firms that will be 
handling the FHE titles. The units 
will be shipped in pre -packs of six or 
12 units. 

IVE says it expects its push to 
move a total of 500,000 units. Its 
marketing program calls for supple- 
menting the company's distribution 
network via the addition of sales 
representative firms that will spe- 
cifically target mass merchandise 
outlets. 

IVE will continue servicing prod- 
uct through its existing video distri- 
bution channels. Levy says mass 
merchandisers will get no special re- 
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Jist fbrward 
BY FRANK LOVECE 

THE BTSC of the EIA chose Ze- 
nith/dbx for MTS /SAP; the FCC 
said OK. 

That, to the average video retailer 
or consumer, is about all that a "ste- 
reo- ready" tv set or VCR means: 
nothing. And it gets even more con- 
fusing. You can hook up a stereo 
VCR to a tv set with stereo speak- 
ers -yet they still may not be "ste- 
reo- ready" or "stereo" tv sets or 
VCRs. 

This plethora of products and 
anagrams isn't helping to lessen 
consumers' and retailers' confusion. 
The upshot, according to retailers, 
is that while affluent consumers are 
indeed buying "stereo-ready" and 
"stereo" tv sets and VCRs, neither 
sellers nor buyers consider MTS 
stereo an especially valuable fea- 
ture. 

Similarly, they say, middle - 
ground consumers don't consider it 
something worth "buying up" for. 
Despite the years of testing and pol- 
iticking that went into the creation 

and introduction of stereo tv broad- 
casting, the most significant tv ad- 
vance since color is still as far from 
the average living room as the 
Space Shuttle is from the average 
garage. 

The confusion stems from one 
thing: MTS, or Multichannel TV 
Sound. Fortunately, MTS means 
just one thing: three -channel audio 
that accompanies over -the -air, 
broadcast -television signals -the 
kind you pick up with an antenna. 
Two channels are for stereo sound; 
the third is for a variety of things. 
Above all, MTS stereo has nothing 
to do with the stereo cable a la 
MTV, or with stereo videocassettes 
and disks. 

Some 80 tv stations are currently 
equipped for MTS stereo broadcast- 
ing. About one -quarter of these are 
NBC affiliates or owned- and -oper- 
ated stations that have already 
broadcast the baseball All -Star 
game, the "Tonight" show and a 
few other baubles in MTS stereo. 

NBC has scheduled nine shows in 
stereo for this fall. And at least one 

(Continued on page 43) 
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TOP MUSIC VIDEOCASSETTES 

TITLE 

Compiled from a national sample of retail store sales reports. 

Copyright Owner, 
Manufacturer, Catalog Number 

Principal 
Performers 
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1 2 17 WHAM! THE VIDEO CBS Inc. Wham! 
CBS -Fox Video Music 3048 1985 SF 19.98 

2 3 23 MADONNA 
Sire Records 

Madonna Warner Music Video 3 -38101 1985 SF 19.98 

3 1 7 WE ARE THE WORLD THE VIDEO USA For Africa 
USA 

MusicVision 6 -20475 SA For Africa 1985 D 14.95 

4 4 23 PRIVATE DANCER Picture Music Intl. Tina Turner 
Sony Video Software 97W50066-7 1985 SF 16.95 

5 NEW I PRINCE LIVE 
P.R.N. Productions Prince And The 
Warner Music Video 3- 538102 Revolution 

1985 C 29.95 

6 5 19 DANCE ON FIRE 
Doors Music Company 
MCA Dist. Corp. 80157 The Doors 1985 LF 39.95 

7 6 15 ANIMALIZE LIVE UNCENSORED Polygram MusicVideo -U.S. 
Kiss 

MusicVision 6 -20445 1985 LF 29.95 

8 7 23 U2 LIVE AT RED ROCKS Universal City Studios 
U2 

MCA Dist. Corp. 80067 1984 C 29.95 

9 9 23 ALL NIGHT LONG Brockman Enterprises Inc. 
Lionel Richie 

MusicVision 6 -20420 1985 SF 19.95 

1p 8 23 SING BLUE SILVER Tritec Duran Vision Duran Duran Thorn /EMI /HBO Video 2852 1985 C 29.95 

11 NEW O, RATT THE VIDEO Atlantic Records Inc. Ratt Atlantic Video 50101 1985 SF 19.98 

12 10 3 THE VISIONS OF DIANA ROSS MusicVision 6 -20454 Diana Ross 1985 SF 19.95 

13 NEW DIAMOND LIFE VIDEO 
CBS Inc. 

Sade 
CBS -Fox Music Video 7091 1985 SF 14.95 

14 NEW SWEET DREAMS THE VIDEO ALBUM MusicVision 6 -20275 Eurythmics 1984 LF 29.95 

15 NEW LIKE TO GET TO KNOW YOU WELL WEA Records Ltd. Howard Jones 
Warner Home Video 34070 1984 LF 29.98 

16 NEWIII. BEHIND THE IRON CURTAIN 
Maiden Hell Ltd. Iron Maiden 
Sony Video Software 95W00013 -4 

1985 SF 19.95 

17 NEW I LIVE AT THE SPECTRUM Warner Bros. Records Inc. 
Dio Warner Music Video 38100 1984 C 29.98 

18 NEW I TINA LIVE PRIVATE DANCER TOUR Zenith Prod. Ltd. Tina Turner 
Sony Video Software 96W00089 -90 1985 C 29.95 

19 NEW I I FIRST STING 
Polygram Records Inc. Scorpions 
Sony Video Software 97W00086.7 1985 SF 16.95 

20 NEW II PAT BENATAR HIT VIDEOS MusicVision 6 -20352 Pat Benatar 1984 SF 19.95 

Recording Indust y Assn. Of America (RIAA) certification for sales of 20,000 units or sales income of $800,000. RIAA certification for sales of 40,000 
units or sales income of $1.6 million. International Tape Disc Assn. certification for sales of $1 million et wholesale. SF short-form. LF long -form. C concert. 
D documéntary. 
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