
The Magic Of Video. Earvin "Magic" Johnson, center, holds a copy of The 
Drive For Five," a video that chronicles the Los Angeles Lakers 1986 -87 season 
on and off the court. The CBS /Fox Video Sports title, which was released 
recently, has a list price of $19.98. The video was produced by NBA 
Entertainment. With Johnson are Don Sperling, executive producer /NBA 
Entertainment, left, and Ken Ross, director of sports programming for CBS /Fox 
Video Sports. 

newsilne... 

PLAYBOY VIDEO is set to release its 1988 "Playmate Video Calendar" in 
September, the second release in the series. The same 12 playmates 
featured on the annual Playboy calendar are highlighted on the 60 -min- 
ute, $24.95 tape. In October, Playboy is also releasing "Fantasies," a 
60- minute, $59.95 "ambiance video" with dreamlike segments aimed at 
both men and women. 

NEW WORLD AND EMPIRE ENTERTAINMENT have inked an output deal where- 
by New World will release selected titles in the U.S. on the Empire Vid- 
eo label. Summer 1988 is slated for the first release, "Prison," a Frank 
Yablans film that has just been completed for the theatrical market. 
Four -year -old Empire is chaired by Charles Band. 

THE AIDS CRISIS has begun to prompt consciousness -raising tapes. Jim 
Silverman, former head of Continental and now president of Apex Pro- 
ductions, has developed "Safer Sex For Men And Women: How To 
Avoid Catching AIDS." The 60- minute production, which has been 
picked up by Prism for distribution, features actress Morgan Fairchild 
and two medical authorities, Drs. Michael Gottlieb and Laura Schles- 
singer. The talk- show -style format features segments with actors sug- 
gesting ways to discuss the subject with a potential partner or spouse. 
The tape is priced at $29.95, and street date is Oct. 21. 

FRIES HOME VIDEO has picked up "Wish You Were Here," which is being 
distributed theatrically in the U.S. by Atlantic Releasing. The film won 
the International Critics Award at this year's Cannes Film Festival. 
Fries is planning a cassette release in the first half of 1988. 

EDUCATIONAL VIDEO is coming next from Concord, which plans to release 
"The Concord Children's Encyclopedia," a series of 30 titles. The first 
six cassettes, priced at $12.95 each, are due Sept. 30. 

HANNA -BARBERA'S BIBLE SERIES will now flow through more traditional 
video distribution, the result of a mass merchandising pact with Magic 
Video. The deal also calls for Best Film & Video to distribute to video 
specialty stores. The six tapes have sold more than 850,000 copies, ac- 
cording to Hanna -Barbera, with distribution through religious chan- 
nels. 

KEY VIDEO REDUCES the price of Spotlight I and II titles to $19.98, bring- 
ing it in line with Spotlight III. A total of 61 classic films are being 
offered at that price point through Dec. 31. 

NOME VIDEO 

Firms Still Strong On Music Product 
Tapes Sell Well When Cross promoted 

This is the first of a two -part series 
exploring the status of music vid- 
eo. Next week, we will look at rec- 
ord companies that have started 
their own video labels. 

BY JIM BESSMAN 

NEW YORK Now that home video 
manufacturers have come to realize 
that the original high expectations 
for music video software are unreal- 
istic, they seem better prepared to 
make the most of this genre's poten- 
tial. 

Marketing tie -ins with record 
companies are becoming more and 
more commonplace, with suppliers 
learning that "selective" new re- 
leases, when promoted alongside 
corresponding audio product and 
artist tours, can do extremely well. 
Also, many vendors are seeing reju- 
venated sales of catalog titles. This 
produces two positive effects: It re- 
inforces vendors' healthy outlook 
for the genre and prompts them to 
make older titles available at attrac- 
tive prices. 

HBO Video, for example, recently 
completed a two-month music video 
catalog promotion that involved the 
company's top dozen $19.95 catalog 
titles as well as two other titles - 
"The Harder They Come" and "The 
Kids Are Alright " - which were re- 
duced to that price point. 

According to Ellen Stolzman, 
HBO's vice president of marketing, 
nontheatrical programming, and al- 
ternative distribution, the retailer - 
oriented, "buy one, get one free" 
promotions resulted in "substan- 
tial" sales increases for the speci- 
fied titles. 

Michael Holzman, Sony Video 
Software Co.'s VP of sales, says 
that Sony will implement a "very 
aggressive price- reduction pro- 
gram" this fall geared both to ex- 
panding catalog sales and enticing 
major retail chains who are mem- 
bers of the National Assn. of Re- 
cording Merchandisers into commit- 
ting to music video instead of just 
"dabbling" in it as a result of high 
price points. 

He further points to the legs on 
Sony's 2- year -old "Bon Jovi" tape as 
a supporting factor in his belief that 
music cassette sales may yet "ex- 
plode." 

"It just refuses to quit, and it con- 
tinues to sell at big, big levels," 
says Holzman of "Bon Jovi." 

Ken Ross, director of nontheatri- 
cal product for CBS /Fox Home Vid- 
eo, also cites Sony's "Bon Jovi" tape 
along with his company's "Billy Joel 

Live In Long Island" as evidence 
that sales of music video catalog are 
"very healthy." 

"What Sony sees with 'Bon Jovi' 
we see with 'Billy Joel Live,' with all 
the notoriety of his trip to Russia," 
says Ross. The Joel program was 
originally released in January 1984. 
"It comes down to having the right 
title at the right time," he says. 

Ross says this strategy also ap- 
plies to new releases, for which tim- 
ing is of the utmost importance. 
"Secondary or ill -timed product 
doesn't do well," he says. "So we're 
being really selective with what we 
put out and careful with its timing, 
and we're finding that the good ti- 
tles are selling at a healthier pace 
than in the past." 

At CBS /Fox, timing and tie -ins 
with record companies go hand in 
hand. "Without a cross -promotional 
tie-in you don't have a shot in this 
business," Ross continues, singling 
out Judas Priest's "Live" and the 
Beastie Boys' self -titled tape as re- 
cent releases that have benefited 
immensely from record company 
support in conjunction with current 
album product. 

"We had a totally integrated cam- 
paign behind Priest with Columbia 
Records where every single thing 
we did with the tape and everything 
they did with the record reinforced 
each other," says Ross, noting that 
the tape and the like -titled album 

were released simultaneously. 
" ' Beastie Boys,' since it was a new 
artist, obviously followed the al- 
bum. But the phenomenal success 
of the album led to the home video, 
which came out in time for the 
group's national tour with Run - 
D.M.C." 

HBO's Stolzman also regards 
touring as a plus in terms of record 
company cross -promotion and says 
that the recently released Tina 
Turner tape "Break Every Rule" 
will no doubt benefit by such tie -ins 
during her current U.S. tour. 

MCA Home Video director of new 
product development Suzie Peter- 
son, whose company just released 
"The Doors Live At Hollywood 
Bowl," says that the simultaneous 
release of Elektra Records' EP of 
the same name is noteworthy. 

"It's very unusual because we're 
two separate companies," she says. 
"We don't even have a distribution 
alliance, but we're tying in every- 
thing we can think of in promoting 
the video, the EP, and Doors com- 
pact disks on the 20th anniversary 
of 'Light My Fire' and the unveiling 
of their star on the Hollyood Walk 
of Fame. We even sent the [surviv- 
ing] Doors to New York to do pub- 
licity and joint interviews with Elek- 
tra. So all configurations of new 
Doors video and audio product 
should have a high profile with re- 
tailers." 

Fueled By Classical, Rock, Jazz 

Laserdisk Sales Climb 
NEW YORK As the home video 
marketplace awaits the launch of 
compact disk video, sales of video 
on the existing laserdisk format 
appear to be on an upswing. 

"We had one of our best months 
ever in new release sales and cata- 
log in June," says Ron Rich, vice 
president of Pioneer Artists, 
LaserDisc Corporation of Ameri- 
ca's laserdisk music video label. 
"We're up 40% over last year in 
music product, and aside from ma- 
chine sales, that's due to the 
greater awareness of CD /laser 
technology and the big CD push." 

Rich, whose company releases 
classical, rock, and jazz product, 
says that June was a good month 
for opera titles and especially for 
Janet Jackson's "Control," which 
includes two clips not available on 

the corresponding videocassette 
version. He adds, however, that 
his jazz catalog also performed 
very well because the jazz con- 
sumer fits the "up -scale demo- 
graphic" of the laserdisk consum- 
er. 

In addition to new pop releases 
from Tina Turner and the Police, 
Rich is particularly excited about 
a fall Charlie Parker retrospective 
tying in with Sony's videocassette 
release and a Parker book by jazz 
critic Gary Giddins. 

He points out that there is a 
stronger emphasis now on speed- 
ing up laserdisk releases to coin- 
cide with the videocassette ver- 
sions and feels that the advent of 
CDV will spark greater consumer 
awareness of the entire laser vid- 
eo market. 

Embassy Logo Changed To Ne/son 
LAS VEGAS Embassy Home En- 
tertainment has been renamed Nel- 
son Entertainment. The first video- 
cassette with the Nelson logo will be 
the fall release of Michael Caine's 
"The Whistle Blower." 

Three current Embassy promo- 
tions -Real Deals, Cheap Chills, and 
lower -price classics -will remain in- 
tact through the first quarter of 1988, 
according to Rand Bleimeister, exec- 
utive vice president. 

Nelson Entertainment bought Em- 
bassy Home Entertainment from the 
Coca -Cola Co. in the fall. At that time, 
Nelson patted with Coca -Cola for a 
12 -20 film production /acquisition 
deal. Nelson also has agreements 
with Helmdale Releasing and Helm - 
dale Films. 

The significance of the Nelson 
presence, according to Reg Childs, 
president, will be the company's abili- 
ty to produce 16-18 A titles a year, 

each with potential cassette sales of 
80,000 -100,000. Previously, Embassy 
has relied on acquisitions for A prod- 
uct. 

Future blockbuster product may 
be priced at $89.95, says Childs. 

Among upcoming films that Nel- 
son will have cassette rights to are 
"The Princess Bride," "Destiny,' 
"The Whales Of August," "Hope 
And Glory," "Switching Channels," 
"Backfire," and "Dreamers." 
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