
ideo music 
Warbride Duo Hits With $25 Clip 
Two On Two On The Town' In L.A. 

LOS ANGELES The events sound 
almost like the storyline of a video- 
clip. 

Scene One: Two unsigned local 
musicians [one a female vocalist, 
the other a male singer /key- 
boardist] decide to make a music 
video. Their budget is limited. But 
using a home video camera, a re- 
spectable and watchable clip, shot 
on location in Malibu, is produced - 
for $25! 

Scene Two: The artists send the 
clip around the city and manage to 
grab the attention of one of the lo- 
cal market's most popular shows, 
CBS -TV's "Two On The Town." 

Finale: A local producer gets the 
idea of doing a segment on the mak- 
ing of music videos. Moreover, he 
decides to feature this group, and 
will film the process for the seg- 
ment. His budget is a little higher - 
$75,000. Once completed, the broad- 
cast- quality clip gets turned over to 
the group for its own use. 

For Cara Mastrey and Michael 

Anthony, who make up the group 
Warbride, it's no fantasy. They're 
waiting for their date with CBS in 
June, and for their clip. At best, 
they hope to be signed in several 
months. At worst, they'll have two 

`CBS liked 
their chutzpah' 

videos for $25. 
Mastrey recalls that it took four 

months for "Two On The Town" to 
respond. The band had been sending 
audio- and videotapes all over town. 
They figure someone at CBS -TV 
liked their ingenuity and chutzpah. 

Anthony, who claims an electron- 
ics background, says the makeshift 
clip wasn't all that difficult. Timing 
for the shooting script was critical 
and "no editing was done outside 
the camera." 

"I guess the people at `Two On 
The Town' were impressed," says 

Mastrey. Not only will they shoot 
the video, they'll also feature an 
interview segment as well." 

Once an airdate is firm, the duo 
plans to send out invitations to the 
local music trade. Not many new 
acts can obtain this type of expo- 
sure, according to their attorney/ 
manager David Helfant. 

The group plans to use "All I 
Want, " -an original tune -as the 
song for the "Two On The Town" 
video. Meanwhile, the duo continues 
to write and work on new material 
in the studio. 

According to Peter Adee, a "Two 
On The Town" producer, the seg- 
ment will not only focus on an un- 
known group making a music video, 
but also on the general impact of 
video music and how it's changing 
the music business. For the War- 
bride clip, the show is attempting to 
line up a few celebrity cameo walk - 
ons, including Donny Osmond. 

JIM McCULLAUGH 

Role Of Long -Form Programming Studied 

Panel Gazes At `The Media landscape 
BY STEVEN DUPLER 

MONTREUX The interrelation- 
ship of music video with home vid- 
eo, records /radio, jukeboxes, and 
broadcast /cable outlets was ex- 
plored here during the International 
Music & Media Conference at a pan- 
el titled "The Role Of Music Video 
In The Media Landscape." 

Five panelists, each representing 
a different segment of the video 
market, gave their views on the 
ways in which their respective areas 
"handshake" with one another. 

Larry Adler, president of Adler 
Video Marketing, spoke first about 
the home video /music video connec- 
tion. Adler said that, while the time 
is drawing near when it will be fea- 
sible to produce a long -form video 
for the home market alone, rather 
than having to rely on a cable TV 
sale, unit prices on such product 
must come down, and product must 
become more readily available to 
the non -record -buyer. 

"Movies and music long -forms 
both are mass -market product," Ad- 
ler said. "They must be made widely 
available in supermarkets, book- 
stores, and other mass outlets in or- 
der to reach the greatest number of 
consumers." 

Bruce Kirkland, president of Sec- 
ond Vision, a U.S. marketer of long - 
form video product, said that the 
medium through which long -form 
videos are exploited is not nearly as 
important as the question of "who 
controls the talent." 

"If the consumer has an appetite 
for long -form music videos, then it 
will be exploited," he said. "It's not 
important whether that exploitation 
comes via broadcast or cable out- 
lets, movie theaters, or the home 
video marketplace. What matters is 
who will be making the licensing 
and marketing decisions." 

Kirkland advocated the creation 
of "talent banks," which he de- 

scribed as "small, creative units 
free to license product as they see 
fit." 

In Kirkland's view, long -form mu- 
sic videos have a strong shot at su- 
perseding "audio- only" product 
(records, tapes, and compact disks) 
if they are marketed correctly. He 
said his firm sees "no correlation 
between airplay on broadcast and 
cable outlets and any sales increase 
in stores." 

Second Vision has chosen to pro- 
mote long -forms via the "video 
tour" concept, whereby a long -form 
production is literally taken on the 
road, and screened in various clubs 
and other venues for a paying audi- 
ence. 

The video tours are tied in with, 
and largely underwritten by, spon- 
sors. Kirkland said the tactic has al- 
ready helped generate sales of some 
videos, such as the "Scorpions Live" 
tape, which recently received the 
tour treatment. This month, Second 
Vision is touring "Miami Vice: The 
Movie," with Ray -Ban as corporate 
sponsor. 

Speaking on the broadcast side 
was Patrice Blanc -Francard, pro- 
gram director of France's TV6 net- 
work. He said that he sees the audi- 
ence for music television as ex- 
tremely wide ( "We're really aiming 
at the 10 to 40 age group "), and not- 
ed that the audience should be seen 
by producers as not only potential 
record -buyers, but potential pur- 
chasers of long -form video product 
as well. 

However, Blanc -Francard noted, 
the home video market in France is 
currently rental -only, as "all types 
of product are extremely expensive 
to buy." 

Bruce Higham, managing direc- 
tor of Diamond Time in the U.K., 
which produces the "Max Head- 
room" video show, turned the sub- 
ject from long -forms to ways of 
generating income from videoclips. 

"Most, if not all, TV companies 
will soon pay for clips," he said. 
"That's some income, but not 
much." 

Other potentially more profitable 
means of exploiting clips cited by 
Higham included movie theater use; 
play in shops and boutiques; video 
jukebox play, which Higham said 
generated $1.2 million in income last 
year; and pubs and clubs, a market 
for which he said programs should 
be created exclusively. 

Taking a bullish stand on home 
sale of music long -forms was Angus 
Margerison, general manager of 
Virgin Vision, the Virgin label's vid- 
eo arm in the U.K. 

"The U.K. market is sell- through 
and strong," Margerison said. "The 
product should be sold in the record 
store; that's the proper place for it." 
He cited such strong releases as the 
U2 live tape "Under A Blood Red 
Sky," which he said sold more than 
35,000 units in Britain alone. 

Elektra launches New Line 
With Cure Clip Compilation 

NEW YORK Following in the 
footsteps of CBS, Atlantic, and 
other labels, Elektra Records is 
launching its own music video- 
cassette imprint. Plans call for 
five to 10 releases this year, with 
eight to 10 more in 1987. 

The home video line, dubbed 
Elektra Entertainment, bows in 
late July with the Cure's "Staring 
At The Sea -The Images." The 
approximately 82- minute, 17 -clip 
compilation cassette will be priced 
at $24.98. 

The cassette will be distributed 
by WEA's music sales force, 
which will tie it in with the group's 
recently released album "Stand- 
ing On A Beach -The Singles." 
The video's release is also timed to 
coincide with the Cure's July are- 
na tour of the U.S. 

Mike Bone, Elektra's senior vice 
president for marketing/promo- 
tion, says the Cure seemed an es- 
pecially viable act with which to in- 
troduce Elektra Entertainment. 

"We were brainstorming to see 
what the market would buy, and 
which of our artists would be espe- 
cially viable on video," he says. 
"The Cure, while not yet multi - 
platinum, have a loyal and avid 
fan base that makes them a good 
entry into the video market. And 
while we have no history in deal- 
ing with that marketplace, the 
group enables us to go into it with 
a multifaceted approach, since we 
have more than just an album and 
cassette to talk about. There's the 
CD, the video, and here they are 
live, too." 

Bone says the Cure's video- 
cassette will be featured in gener- 
ic advertising covering all configu- 
rations of the new album release. 
He notes that each format will dif- 
fer slightly from the others: The 
audiocassette contains 12 bonus B 
sides in addition to the entire black 
vinyl version, whereas the CD, 
while containing all 13 black vinyl 
tracks, also has the four additional 
songs featured on the video (but 
without the interstitial music the 
video contains). 

The artwork for all the audio 

product is identical, but the video 
uses a different cover picture to 
distinguish it from the audio -only 
releases. 

Hale Milgrim, Elektra's vice 
president of creative services, 
says that "Staring At The Sea" - 
which was compiled by video di- 
rector Timothy Pope and the 
group's Robert Smith, with coordi- 
nation by manager Chris Parry - 
contains four new videos to al- 
ready- released songs. The new 
clips -"Boys Don't Cry," "Jump- 
ing Someone Else's Train," "A 
Night Like This," and "Killing An 
Arab" -were all filmed this year 
by Pope. 

The cassette also include archi- 
val footage shot by the band at 
various stages in its career. 

Milgrim says that the release of 
the audio and video Cure retro- 
spectives, which cover the group's 
singles output on three U.S. la- 
bels, will help build a base for its 
next all- studio album, expected by 
early 1987. He adds that the video 
release also will help "fill the gap" 
for latecomers to the band, whose 
1985 release, "The Head On The 
Door," has reportedly sold more 
than 250,000 copies. Average sales 
of the Cure's earlier releases are 
said to have been in the 40,000 - to 
50,000 -unit range. 

Sales of "Standing On The 
Beach" have already surpassed 
100,000 in its first two weeks of re- 
lease, according to Milgrim. 

Other releases planned by Elek- 
tra Entertainment include titles 
by Motley Crue, Howard Jones, 
and Dokken. Notes Bone: "Even 
though music videos haven't sold 
massive numbers, they do sell con- 
sistently. So, while they won't be a 
big part of our billing for the next 
year or two, we believe they will 
develop into a viable profit center 
as awareness grows and as more 
record stores and video outlets 
carry them." 

Elektra Entertainment product 
will carry a modified Elektra Rec- 
ords logo, showing the red Elektra 
sun rising onto a TV monitor. 

JIM BESSMAN 

Video Track 
NEW YORK 

AWARD- WINNING video director 
Zbigniew Rybczynski just wrapped 
a clip for the Fat Boys' cover of the 
James Brown classic "Sex Ma- 
chine." The piece is said to take a 
slapstick -comedy approach and fea- 
tures a cameo appearance by ven- 
triloquist Willie Tyler and his side- 
kick, Lester. Kris P. produced for 
Zbig Vision Ltd.; Tin Pan Apple 
was executive producer. The video 
supports the Fat Boys' "Big And 
Beautiful" album on Sutra. 

Jon Small directed and produced 
the video for "We Got The World," 
a single recorded by Jersey Artists 
For Mankind '86. It was filmed on 

location at various food banks and 
soup kitchens throughout New Jer- 
sey. J.A.M. '86 is a nonprofit organi- 
zation made up of New Jersey - 
based artists like Clarence Cle- 
mons, Nils Lofgren, Southside 
Johnny, and Max Weinberg and 
Gary Tallent of the E Street Band. 
The group hopes to raise money for 
charitable organizations that focus 
on hunger relief. The single is on 
Arista. 

Small also created the clips for 
Meli'sa Morgan's "Do You Still 
Love Me" and Anita Baker's 
"Sweet Love." The former is said to 
revolve around a woman awaiting 
her lover in a desolate train station, 
while the latter centers on a lover's 

passion. Morgan is on Capitol; Bak- 
er is on Elektra /Asylum. 

LOS ANGELES 

BELINDA CARLISLE'S debut 
solo clip, for "Mad About You," is 
currently in power rotation on 
MTV. It was directed by Leslie Lib- 
man, whose credits include the 
Bangles' video for "Manic Mon- 
day," and features guest appear- 
ances by Duran Duran's Andy 
Taylor, ex -Go -Go Charlotte Gaf- 
fey, and Carlisle's new husband, 
Morgan Mason. The piece supports 
her new IRS album, "Belinda." Oth- 
er IRS video projects recently corn - 
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