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Flashy Performance. Victor Nunez, left, director of the Media Home 
Entertainment release "A Flash Of Green," is shown with stars Blair Brown and 
Ed Harris and MHE head of publicity Jim Gullo. 

Production, Licensing, Distrib Activity 

Esquire Expands Efforts 
BY JIM BESSMAN 

NEW YORK Esquire Video, the 
year -old division of Esquire maga- 
zine which successfully launched its 
line with the "Ultimate Fitness" ex- 
ercise cassette and the six -part "Es- 
quire Success" video guides, is 
gearing to expand its participation 
in the non -theatrical home video 
market. 

Plans include continued produc- 
tion and marketing of original pro- 
gramming, licensing of familiar 
commercial names for its own home 
video development purposes, and 
distribution of appropriate licensed 
home video product throughout Es- 
quire's 4,000 -outlet retailership. 

In addition, Esquire Video is con- 
sidering licensing its name to other 
home video firms -if the involved 
product is up to Esquire's company 
standards -and has begun a linkup 
with low -price product specialist 
Kartes Video Communications. 

Esquire Video's programming ex- 
pansion plans result from the com- 
pany's belief that in the evolving 
non -theatrical video marketplace, 
consumers are especially attentive 
to brand -name product. Parent com- 
pany Esquire's general manager 
Wilma Jordan says, "There's so 
much bad product out there that 
you can make a real dent in the mar- 
ket by delivering consistently good 
quality product, and by having a 
name that consumers recognize." 

Esquire Video's next release, 
"Esquire: Great Body," is "totally 
different" in target and design from 
the company's previous titles. Jor- 
dan says that the six -part series of 
30- minute fitness cassettes, due in 
April, is aimed at a mass audience - 
specifically the 20 -40 female demo- 
graphic. 

Packaged with "Miami Vice" col- 
oring, the $14.95 cassettes address 
"particular problems" of this group, 
as evidenced by the titles "Dyna- 
mite Legs," "Upper Body Beauti- 
ful," "Stretching For Energy," "Su- 
per Stomach," "Low Stress Aero- 
bics," and "Total Body Tone -up." 
These approaches differ from "Ulti- 
mate Fitness," which was directed 
to both men and women interested 
in increasing strength and stamina, 
and the "Esquire Success" series, 
which instructed the 24- to 34 -year- 
old "young professional" in the arts 

of business and social skills. 
Jordan says that with its initial ti- 

tles, Esquire Video developed an 
"internal distribution system" made 
up of bookstore chains, record 
stores, select specialty video stores, 
and a number of Sears stores. With 
the release of its "The Esquire 
Great Body" series, the company is 
entering the mass market through a 
cooperative production and market- 
ing effort with Kartes Video Com- 
munications. This union will bring 
the product to supermarkets, drug 
stores, and mass merchandisers. 

"We are doing the producing," 
says Kartes' executive producer 
C.V. Wismire, though the produc- 
tions are not a formal joint venture. 
"Esquire is substantially involved in 
the creative aspects," rather than 
as a financial backer. 

Says Priscilla Parker, Esquire 
Video's creative director: "It is a co- 
operative venture. Kartes is produc- 
ing the tape. We are the orginators 
of the program, the concepts." In 
terms of how the company will coop- 
erate, she says, "They're doing the 
retail marketing. We'll be market- 
ing through Esquire magazine and 
through fitness clubs." 

While the Kartes arrangement is 
only for these titles, Jordan says 
that a "handshake agreement" is in 
effect for future releases that simi- 
larly target mass audiences. 

Meanwhile, Esquire is set to 
branch further into non -theatrical 
home video through distribution of 
other labels offering related prod- 
uct, but lacking the company's net- 
work. Jordan says that negotiations 
are underway between two publish- 
ers and another supplier for deliv- 
ery of their product through its dis- 
tribution arm. She adds that Es- 
quire Video is also talking with two 
other companies to see if it can li- 
cense their names in releasing Es- 
quire- generated titles. 

"One of them is an old and auth- 
orative name in the health field," 
says Jordan. "We're going after it 
because we have an idea for creat- 
ing health- related 'how -to' product, 
on which we don't want the Esquire 
name to appear. So we want to do a 
license deal with them, using their 
name on product which we create 
and distribute." 

Finally, Jordan sees the reverse 
(Continued on page 44) 

WEA Pushing `The Sight of Sound' 
5% Discount Special Dating for Music Titles 

BY JIM McCULLAUGH 

LOS ANGELES A 5% discount, 
special dating, advertising funds, 
and merchandising /point- of -pur- 
chase support are among the ele- 
ments of WEA's special "The Sight 
of Sound" campaign for its music 
video product. The campaign began 
last Monday (10) and ends April 18. 

Details of the campaign were in- 
corporated into WEA's overall prod- 
uct presentation at last week's 
NARM convention here, outlined by 
Dave Mount, vice president of sales. 

Titles, from both Warner Reprise 
Video and Atlantic Video, include: 
"Madonna -The Virgin Tour," 
"Prince & the Revolution Live," 
"Ronnie James Dio," "Madonna - 
Like A Virgin," "Ratt: The Video," 
"AC /DC -Fly On The Wall," "Man- 
hattan Transfer -Vocalese," "Al 
Jarreau -Live In London," "De- 
peche Mode -Live In Hamburg," 
"Phil Collins -No Jacket Re- 
quired," "Yes -9012 Live," 
"INXS -The Swing And Other 
Stories," and "Twisted Sister - 
Come Out And Play." 

Suggested list prices for the titles 
range from $19.95 to $29.95. 

FOR THE RECORD 
Due to an editing error, some com- 
ments were mistakenly attributed 
to Schwartz Bros. Inc. general man- 
ager Don Rosenberg in an article ti- 
tled "Adult Market Goes Soft" 
(March 8). Schwartz Bros. does not 
now and has never carried adult vid- 
eo product, and has no plans to do 
so. 
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Mount also detailed for NARM 
attendees more than 10 new music 
video titles WEA plans to release 
during the balance of the year. 

Upcoming are titles from Dire 
Straits, the Firm, a -ha, Dream 

Academy, David Sanborn, Pete 
Townshend, Motley Crue, Howard 
Jones, Depeche Mode, Manhattan 
Transfer, the Cure, Genesis, and 
KidSongs. 

`Lennon Live' Is the first 
Music Title to Ship Gold 

NEW YORK Music video put on its 
strongest performance to date in the 
latest RIAA awards announcements, 
with Sony Video Software Co.'s 
"John Lennon Live In New York" be- 
coming the first title of the genre to 
ship gold. 

Making a potent non -theatrical 
showing in the RIAA certifications 
for February was "World Champi- 
ons! The Story Of The Chicago 
Bears," an NFL Films Inc. release. 

Theatrical videos made their stron- 
gest showing in some time, with 13 ti- 
tles certified gold and 10 certified 
platinum. Those numbers were up 
from a level of eight gold and six plat- 
inum in February '85. 

RCA /Columbia Pictures Home 
Video led the platinum and gold 
awards by a considerable margin. 
Platinum titles were "Annie," 
"Ghostbusters," "St. Elmo's Fire," 
"A Passage To India," and "Perfect." 
The last four also won gold. 

Coming in second in the platinum 
category was Warner Home Video, 
with "National Lampoon's European 
Vacation "' and "Pee -wee's Big Ad- 
venture." Other platinum winners 
were Thorn EMI /Home Box Office's 
"Rambo: First Blood Part II," MGM/ 

UA Home Video's "Missing In Ac- 
tion," and MCA Home Video's 
"Weird Science." All of the above ti- 
tles also received gold certifications. 

Other gold winners were RCA/Co- 
lumbia's "Just One Of The Guys," 
Vestron's "The Coca -Cola Kid," and 
MGM /UA's "Mrs. Soffel" and 
"American Ninja." 

Besides "World Champions!," "My 
Little Pony" from Vestron Video's 
Children's Library was the only title 
to win non -theatrical certification, 
taking home a platinum. 

Much of the music product that 
won certification was targeted at old- 
er audiences. Taking home gold in 
February were "Frank Sinatra: Por- 
trait Of An Album," from MGM /UA; 
"The Beatles Live: Ready Steady 
Go!" and "John Lennon -Live In 
New York," from Sony Video Soft- 
ware Company; Rush's "Exit - 
...Stage Left," from PolyGram Mu- 
sicvideo-U.S.; and Kiss' "Animal - 
ized Live Uncensored," from RCA/ 
Columbia. 

Winning platinum in the music vid- 
eo category was MGM /UA Home 
Video's "Motown 25: Yesterday, To- 
day, Forever." TONY SEIDEMAN 
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Compiled from a national sample of retail store sales reports. 

Copyright Owner, 
Distributor, Catalog Number 

Principal 
Performers 
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I 7 3 MASK Universal City Studios Cher 
MCA Dist. Corp. 80173 Sam Elliott 1985 13 Laser 34.98 

2 NEW D.A.R.Y.L. World Film Services Limited Barrett Oliver 
Paramount Home Video 1810 Mary Beth Hurt 1985 PG 

CED 

Laser 

29.95 

29.95 

3 1 9 PALE RIDER Warner Bros. Inc. 
Warner Home Video 11475 Clint Eastwood 1985 R Laser 34.98 

4 2 13 BEVERLY HILLS COP Paramount Pictures 
Eddie Murphy Paramount Home Video 1134 1985 R 

CED 

Laser 

29.95 

29.95 

5 NEW EXPLORERS Paramount Pictures Ethan Hawke 
Paramount Home Video 1676 River Phoenix 1985 PG 

CED 

Laser 
29.95 
29.95 

6 NEW 010 TEEN WOLF Atlantic Releasing Corp. 
Michael J. Fox Paramount Home Video 2350 1985 PG 

CED 

Laser 

29.95 

29.95 

7 5 13 GREMLINS Warner Bros. Inc. Zach Galligan 
Warner Home Video 11388 Phoebe Cates 

1984 PG Laser 34.98 

8 4 9 A VIEW TO A KILL CBS -Fox Video 4730 Roger Moore 
Grace Jones 1985 PG 

CED 

Laser 
29.98 
34.98 

9 6 1 FLETCH Universal City Studios 
Chevy Chase MCA Dist. Corp. 80190 1985 PG Laser 34.98 

10 NEW MAD MAX BEYOND Warner Bros. Inc. Mel Gibson 
THUNDERDOME Warner Home Video 11519 Tina Turner 1985 13 Laser 34.98 

Recording Industry Assn. of America gold certification for theatrical films, sales of 75,000 units or suggested list price income of $3 million (30,000 or $1.2 
million for non -thea rical made -for -home video product; 25,000 or $1 million for music video product). RIAA platinum certification for theatrical films, sales of 
150,000 units or suggested list price income of $6 million (60,000 or $2.4 million for non -theatrical made -for -home video product; 50,000 units o a value of 
$2 million for music video product). Titles certified prior to Oct. 1, 1985 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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