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A*VisÏon, VIEW Strike Co- Distrib Deal 
BV PAUL VERNA 

NEW YORK -A *Vision Entertain- 
ment, the video division of Atlantic 
Records, has signed a multiyear co- 
distribution agreement with VIEW 
Video, an independent supplier of cul- 
tural, music, and other special- inter- 
est video programming. 

Under the new agreement, the two 
companies will be able to draw from 
each other's diverse libraries, and 
also exploit one another's retail 
bases. A *Vision caters primarily to 
music and video outlets and mass 
merchandisers, while VIEW special- 
izes in niche marketing through such 
avenues as catalogs and specialty 
shops such as clothing boutiques and 
furniture stores. 

In its seven -year history, VIEW 
has accumulated a library of more 
than 100 videos grouped into three 
main categories: cultural, music, and 

what VIEW president Bob Karcy what VIEW president Bob Karcy 
calls "modern lifestyle," a genre en- 
compassing health, parenting, chil- 
dren's, and other such videos. 

A *Vision, formed a year and a half 
ago as a subsidiary of Atlantic Rec- 
ords and distributed by WEA, encom- 
passes material ranging from music 
longforms to documentaries. A *Vi- 
sion also distributes the Penthouse 
Video line. 

Stuart Hersch, president of A *Vi- 
sion, says, "Right now we have prob- 
ably the broadest range of music pro- 
gramming in the sell- through area, 
and the agreement with VIEW has 
helped us expand it even further, be- 
cause VIEW is in the fine arts and 
ballet video business." 

He adds that children's video -a 
genre he characterizes as "tough" 
but potentially lucrative -is another 
new area for A *Vision through its af- 
filiation with VIEW. 

Shapiro Glickenhaus Deal 
Titles To Go Thru MCA /Universal 

LOS ANGELES -Shapiro Glick - 
enhaus Entertainment will have 
its home video titles distributed 
by MCA /Universal Home Video, 
the result of a two -year deal 
struck between the two compa- 
nies. 

The arrangement continues a 
trend among smaller labels of hook- 
ing up with larger companies with 
distribution clout to increase their 
access to the market. 

MCA /Universal Home Video will 
perform all sales functions, distri- 
bution, marketing, and duplication, 
while Shapiro Glickenhaus will re- 
tain final input and approval on 
sales and marketing plans. SGE 
will continue to handle its own the- 
atrical, foreign, and production 
needs. 

According to the two companies, 
"conversations regarding the joint 
production and acquisition of fea- 
ture product" are also in the works. 

Among the first titles to be dis- 
tributed under the arrangement are 
"Basket Case 3," "McBain," and 
"Tiger Claws." 

"Basket Case 3," a continuation 
of a campy horror film series, is 
slated for late -night theatrical 
showings in February in several 
major cities, with the video arriving 
in stores April 9. "McBain," an ac- 
tion /adventure movie currently in 
theatrical distribution, starring 
Christopher Walken and Maria 
Conchita Alonso, will come to home 
video in late April. "Tiger Claws" is 
a martial -arts /action film set for a 
summer video release. 
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1 Hand That Rocks 11,839,246 1,667 1 21,862,861 
the Cradle (Buena Vista) 7,102 

2 Juice 8,085,715 1,089 - 8,085,715 
(Paramount) 7,425 

3 Hook 6,854,100 2,077 5 98,907,565 
(TriStar) 3,300 

4 Freejack 6,736,243 1,551 - 6,736,243 
(Warner Bros.) 4,343 

5 Father of the Bride 6,402,738 1,689 4 59,094,485 
(Buena Vista) 3,791 

6 The Prince of Tides 6,010,388 1,525 3 47,835,593 
(Columbia) 3,941 

7 Grand Canyon 5,997,611 803 3 10,900,533 
(20th Century Fox) 7,469 

8 JFK 5,797,711 1,350 4 45,506,354 
(Warner Bros.) 2,923 

9 Beauty and the Beast 5,275,625 1,805 9 95,240,876 
(Buena Vista) 2,923 

10 Kuffs 4,368,285 1,432 1 11,253,965 
(Universal) 3,050 

Karcy says, "For years we've Karcy says, "For years we've tak- 
en individual tapes or categories of 
tapes -for instance, in the music 
area, blues, reggae, or jazz -and fo- 
cused on reaching the markets that 
have that, such as the jazz festivals, 
the blues festivals, and the reggae 
shops. We also take certain tapes and 
market them to maternity clothing 
stores, furniture stores, etc. Plus, we 
exhibit in the trade shows of those in- 
dustries." 

The firms say they plan approxi- 
mately 65 releases this year under 
the new arrangement. Some existing 
VIEW titles that will be sold by A *Vi- 
sion /WEA beginning in April are 
"The Sonny & Cher Nitty Gritty 
Hour," "The Fifth Dimension Travel- 
ing Sunshine Show," "Herbie Han- 
cock Trio- Hurricane," and "Happy 
Birdy -A Birthday Video Songfest." 

In turn, VIEW will market such 
A *Vision programs as "Sarah 
Vaughan & Friends," "Vintage 
Getz," "Reggae Sunsplash Dancehall 
'91," and "Duke Ellington -Memo- 
ries Of Duke." 

Karcy says VIEW -which stands 
for Video International Entertain- 
ment World -will establish a new la- 
bel for its nonmusic product in the 
near future. 

VIEW is holding off on longstand- 
ing plans to start a record division, 
according to Karcy. He says, "We do 
intend to start releasing the audio, 
but it isn't formulated yet. That kind 
of took a back seat at the moment," 
he says, ascribing the delay to the 
"blurring of distinctions between au- 
dio and video" and to the newly inked 
deal with A *Vision, which has taken 
top priority for VIEW. 

Paramount Launching Its 
Director's Series In March 

AUTEUR, AUTEUR: Paramount 
will launch two titles from its Direc- 
tor's Series on laserdisc in March 
(Billboard, Jan. 18). The special edi- 
tion of "Fatal Attraction" (wide - 
screen, $49.95) includes the film's 
"original" ending, outtakes, and di- 
rector Adrian Lyne's comments in a 
prologue and an epilogue to the 
movie. "Star Trek IV: The Voyage 
Home" (wide - 
screen, $49.95) 
includes direc- 
tor /actor 
Leonard Ni- 
moy's obser- 
vations about 
this movie and 
the "Star Trek" films as a whole. 

WARNER has just released sever- 
al superb movies from the last 
three decades on disc, including 
"The Killing Fields" (widescreen, 
side 3 CAV, $39.98); "The Mission" 
(widescreen, $39.98); "Splendor In 
The Grass" ($39.98); the 1981 ver- 
sion of "The Postman Always 
Rings Twice" ($39.98); "The Sun - 
downers" with Glynis Johns and 
Deborah Kerr ($39.98); "Who's 
Afraid Of Virginia Woolf ?" (wide - 
screen, $39.98); "Camelot" (wide - 
screen, $39.98); and "Days Of Wine 
And Roses" ($34.98). 

ROX AND ROLL: Pioneer Artists 
is bowing "Roxette: The Videos" 

($29.95) on disc in March. The title 
features the group's latest hits, 
plus the bonus "The Making Of 
Joyride." Also due from Pioneer 
Artists that month: "Pet Shop 
Boys: Videography" ($29.95), and 
"Mefistofele: San Francisco Opera" 
($39.95). In April, the label will 
launch "Berlioz Requiem: La Gran- 
de Messe Des Morts" ($34.95), with 

Colin Davis, 
and "Kiri Te 
Kanawa" 
($34.95), a bi- 
ography of 
the great op- 
era singer re- 
plete with per- 
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by Chris McGowan 
formance clips. 

KUDOS: Pioneer Artists just 
scored a first by winning a Grammy 
nomination for "Madonna: Blond 
Ambition" in the longform- music- 
video category. The title was avail- 
able in 1991 only on laserdisc. 

IMAGE has to date sold more than 
225,000 copies of Walt Disney's 
"Fantasia" on laserdisc, according 
to marketing VP David DelGrosso. 

In February and March, the label 
will bow "Dying Young" ($39.98), 
with Julia Roberts and Campbell 
Scott; "Point Break" ( widescreen, 
side 3 CAV, $49.98), with Patrick 
Swayze, Keanu Reeves, and Gary 

(Continued on next page) 

CBS /Fox Making Foray Into Kid -Vid Jungle 
Hopes Its 'George' Series Follows 'Rocky' Road To Success 
NEW YORK- Hoping to cash in on 
the same wave of baby- boomer nos- 
talgia that boosted Buena Vista 
Home Video's "Rocky & Bullwin- 
kle" series into the ranks of top sell- 
ers, CBS /Fox Video has grabbed up 
the rights to "George Of The Jun- 
gle," created by the same team of 
animaters and writers, headed by 
Jay Ward. 

CBS /Fox will begin releasing the 
series in April with four, eight -min- 
ute episodes packaged onto each 
$9.98 tape. In all, CBS /Fox will re- 
lease 13 tapes in the "George" series. 

CBS /Fox will back the releases 
with post- street -date advertising, 
targeted both at baby- boomers 
and their kids. "We'll be all over 
Nick At Nite," says director of 
marketing Mindy Picard. The label 
also plans a print ad campaign 
aimed at kids and will provide re- 
tailers with a totem -pole standee 
for in -store merchandising. 

Picard says the "George Of The 
Jungle" series, while containing 
"the same kind of wit" as the 
"Rocky & Bullwinkle" cartoons, 
"is a little more accessible to kids. 
The humor is more slapstick and 
less verbal." 

In addition to the conventional 
marketing plans, CBS /Fox has 
worked out a tie -in with the World 
Wildlife Fund to help promote the 

series as well as environmental 
conciousness. 

"George is often cast as the pro- 
tector of the jungle," Picard says. 
"A lot of the episodes deal with 
keeping developers out of the jun- 
gle." 

Each cassette will feature a pub- 
lic- service announcement prepared 
by the World Wildlife Fund high- 
lighting the threat to rainforests 
posed by development. Dana West, 
VP of publicity for the WWF, de- 
scribes the PSA as "a general 
awareness" message. The spot 
does not solicit donations from 
consumers. 

The WWF has also prepared an 
insert that will be packaged with 
each cassette with tips for young 
people on how to be more environ- 
mentally concious. 

Picard says she sees no conflict 
between the environmental pitch 
contained in the insert and PSA, 
and the home video industry's 
track record of largely ignoring 
such issues as recycling of cas- 
settes and packaging. 

"Keep in mind these are sell - 
through titles," Picard says. "I 
don't think people expect to throw 
these cassettes out. They expect to 
keep them on their shelves. It's not 
the same as CD packaging, for ex- 
ample." 

At $9.98, the "George Of The 
Jungle" tapes will be priced lower 
than the $12.98 "Rocky & Bullwin- 
kle" cassettes, although the latter 
tapes are longer. 

"The prices for kids program- 
ming are coming down, and mar- 
gins are getting slimmer and slim- 
mer," Picard says. "I think they 
could get even slimmer, but I don't 
know if the quality of the pro- 
gramming can be maintained." 

Picard blames the price erosion 
on the competition for shelf space 
in the mass market, particularly 
from "suppliers who have less ex- 
pensive programming, public do- 
main stuff, that they're offering to 
mass merchants at really cheap 
prices." 

She adds, "We're trying to com- 
bat the competition for shelf space 
through our packaging and 
through our marketing." 

PAUL SWEETING 

FOR THE RECORD 
PBS Home Video has the ex- 

clusive retail distribution rights 
to "The Civil War" series. Di- 
rect -mail distribution is handled 
by Time Life Video. 
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