
`Bodyguard' In Rush To Sell -Thru? 
Small Dealers Upset By Repricing Plan 
This story was compiled by Jim 
McCullaugh and Earl Paige in 
Los Angeles and Seth Goldstein in 
New York. 

LOS ANGELES -Warner Home 
Video reportedly is set to reprice 
"The Bodyguard," a hugely succcess- 
ful July rental title, to $19.98 in late 
November. While the marketing 
strategy has pleased large sell - 
through accounts, smaller video deal- 
ers say they are upset. 

The move would represent the 
shortest rental to sell -through win- 
dow to date -4'/2 months. Warner 
executives would not confirm the 
plan at press time. 

A repriced `Bodyguard" gives the 

studio a full plate of major sell - 
through releases for the holiday sea- 
son. Warner has announced that - 
"Dennis The Menace" will arrive Oct. 
26 at $24.96 suggested list, and the 
company is expected to follow with 
"Free Willy," also priced to sell, in 
mid -November. 

Those films, both summer theatri- 
cal releases, continue the flood of 
family- oriented titles that have 
reached or soon will reach stores. At 
last count, 10 should be out this fall, 
including "Aladdin," "Home Alone 
2," "Happily Ever After," and "Tom 
& Jerry: The Movie." 

Though the sell- through list is 
long, only "Aladdin" and "Home 
Alone 2" have the box -office clout 

Zoom /BMG To Push Olsens 
Via QVC, Prime -Time Spots 

BY MOIRA McCORMICK 

CHICAGO -Zoom Express /BMG 
Kidz is pushing its imminent release 
of audio and video titles by 7 -year- 
old television stars Mary-Kate and 
Ashley Olsen via a pair of unusual 
marketing ploys: appearances on 
the QVC home shopping TV net- 
work, and an ad /barter arrange- 
ment with ABC Television. 

The Olsen twins' new album, "I 
Am The Cute One," and debut long - 
form, "Mary -Kate And Ashley Ol- 
sen: Our First Video," are to hit 
stores Sept. 28. Ten days prior to 
their release, both titles will be of- 
fered for sale on QVC. And, in what 
Zoom Express executives refer to 
as a "first -of- its -kind deal" with 
Capital Cities /ABC Inc., the nation- 
al marketing campaign is being sup- 
plemented by prime -time commer- 

Rentrak, SuperComm 

Square Off In Fight 

For Grocery Chains 
BY SETH GOLDSTEIN 

NEW YORK -Home video's reve- 
nue- sharing contenders, Rentrak and 
SuperComm, have begun sparring 
over prospective supermarket chain 
customers. 

Dallas -based SuperComm, the 
newcomer to revenue -sharing, got to 
the groceries first with a system that 
founder Jack Silverman started to 
market more than a year ago. He and 
VP Des Walsh say SuperComm has 
been installed in 700 stores, and say 
they will reach their goal of 1,000 by 
the end of the year. Eight food chains 
are testing the data -gathering pack- 
age in one to 10 outlets; three, repre- 
senting 300 stores each in the North- 
east and Southwest, have started in 
the past 30 days, according to Walsh. 

More importantly, Walsh says, Su- 
perComm hasn't lost a customer, he 
refutes Rentrak's claim that super- 
markets have switched from Super - 
comm to Rentrak because they want 
a better selection of titles than Silver- 
man can offer. "For [Rentrak] to sug- 
gest that any SuperComm accounts 
have switched is totally untrue," 

(Continued on page 103) 

cials, which will air on six first -run 
episodes of the twins' ABC sitcom, 
"Full House." In exchange for air- 
ing the spots, Capital Cities /ABC is 
receiving points on the sale of "I 
Am The Cute One," according to 
Greg Brodsky, VP of marketing for 
Zoom Express. 

" `Full House' has more than 25 
million viewers a week," Brodsky 
says. "It's not in any record compa- 
ny's budget to buy prime -time ad- 
vertising -spots cost well into six 
figures -so this ad /barter deal was 
a way for us to get prime -time ad- 
vertising. We'll hit over 150 million 
people with these spots." Two spots 
will run in October, two in Novem- 
ber, and two in December, he says. 

The Olsens are to appear in an 
hourlong QVC special Sept. 18, 19, 
and 20. The network will air their 
music videos, interspersed with in- 
terview segments and behind -the- 
scenes footage. "QVC is bringing a 
crew to the Olsens' Los Angeles 
home," Brodsky says. "The twins 
will probably answer some of the 
toll -free calls [on which customers 
place orders] themselves." 

The QVC promotion came about, 
Brodsky says, because "a lot of for- 
ward- thinking entertainment com- 
panies recognize the value of that 
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that translates into major sell - 
through success. Some retailers 
think the mix would be improved 
with the addition of a sell- through 
adult PG title, such as "Sleepless In 
Seattle." Columbia TriStar Home 
Video, however, has scheduled the ti- 
tle for rental release Dec. 8 -the 
same date Paramount Home Video 
has chosen for "The Firm." As a re- 
sult, a number of specialty stores 
contacted by Billboard say they plan 
to put more money into hot rental ti- 
tles than into sell- through features 
that lack market clout. 

"The Bodyguard" presents a dif- 
ferent problem. Some mom -and -pop 
retailers fear the quick sell- through 
release will leave them with previous- 
ly viewed copies that can't be sold 
off. There are plenty of them around; 
distributors estimate that Warner de- 
livered approximately 500,000 copies 
of "The Bodyguard" into the rental 
market at a suggested $100 list price. 

J.D. Mandelker, head of St. Louis - 
based wholesaler Sight & Sound, 
says, "I understand what Warner is 
doing. I know they were thinking of 
sell -through, and they don't want to 
miss this Christmas. If they wait un- 
til next Christmas, it won't happen. 
But I'm sure you're going to find a 
lot of retailers who are up and out- 

(Continued on page 101) 

LIVE Brings Paula Abdul 
Into Fitness Yid Arena 

BY JIM McCULLAUGH 

LOS ANGELES -Paula Abdul is 
adding her name to the growing 
list of stars jumping into the lucra- 
tive health and fitness arena, with 
two new titles from LIVE Home 
Video. 

The Abdul project taps into two 
avenues LIVE wants to take in the 
future, according to David Bishop, 
president and COO of LIVE Home 
Video. 

"There are two areas that are 
resistant to potentially competing 
technologies such as pay -per -view. 
They are general interest and chil- 
dren's entertainment," he says. 
"We don't plan [on] turning our 
back on movies. That's our bread 
and butter. But we will be placing 
a lot more emphasis on these two 
other categories." 

Abdul will create two original 
videos -one for adults and one for 
children. Both will be distributed 
by LIVE Home Video, which also 
will be a co- producer of the pro- 
jects with The William Morris 
agency. 

Bishop says the adult tape will 
be a 60 -to-75- minute dance /aerobic 

workout, while the 30- to-45- minute 
children's title will focus on danc- 
ing, jumping, and aerobic activity. 
Production will begin this fall, 
with release dates for both tapes 
tentatively planned for the first 
quarter of 1994. 

Abdul will create original songs 
for the tapes, Bishop adds, al- 
though some of her well -known 
songs may also appear on the 
tapes. 

LIVE, he further notes, is 
"shopping for a corporate spon- 
sorship tie-in and cross- promotion- 
al opportunities." 

In addition to the Abdul videos, 
LIVE plans to raise its profile fur- 
ther in the children's market with 
the Oct. 26 direct -to -sell- through 
release of "Tom And Jerry-The 
Movie" (Billboard, Sept. 11), and 
the creation of a new family -ori- 
ented label. LIVE's Family Home 
Entertainment line is already a po- 
tent player in the children's sell - 
through market. 

Bishop projects sales of 2 mil- 
lion or more units of "Tom And 
Jerry," despite its disappointing 
$3.5 million gross at the summer 
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A Whale Of A Soundtrack. Warner Bros. celebrates the release of the film 
"Free Willy" and its soundtrack, which has reached the top 50 on The Billboard 
200, with a special screening at the Academy of Motion Picture Arts and 
Sciences Theatre. Shown, from left, are recording engineer Tim Boyle; 
composer Basil Poledouris; BMI assistant VP of film /TV relations Doreen Ringer 
Ross; Warner Bros. Music president Gary LeMel; and Warner Bros. VP of 
administration Bill Schrank. 

french Music Sales Arie Off The C/Earls 
BY EMMANUEL LEGRAND 

PARIS -The French music industry 
is without official sales charts for the 
first time since the early 1980s. 

In the first week of September, the 
last official top 50 singles and albums 
charts were issued. The two media 
outlets that were controlling and fi- 
nancing the charts -pay -TV channel 
Canal Plus and radio station Europe 
1- decided to stop backing them. The 
main reason, they said, was that the 
TV program based on the chart infor- 
mation was losing its audience. 

The music industry body SNEP, 
which had criticized the singles chart 
for its inaccuracy (Billboard, Jan. 16), 
has been unable to deliver replace- 
ment charts on time. 

In August, SNEP inked a deal with 
market -research organization IFOP 
for new charts, but negotiation hold- 

ups have delayed the introductions. A 
preliminary singles chart is expected 
to be launched in late September or 
early October, with a fully operation- 
al singles chart due by mid- Novem- 
ber, according to SNEP. 

A limited album chart, listing 20-30 
titles, will be introduced sometime in 
October, and a complete albums 
chart is due before Dec. 31. The 
charts will use computerized point -of- 
sale data from a panel of about 50 re- 
tailers. 

Meanwhile, industry professionals 
fear there will be complete chaos. 
Without charts, they wonder how re- 
tailers will be able to select their 
products. However, some observers 
contend that supermarket and conve- 
nience -store chains have been consid- 
ering only the first 30 or 40 titles on 
the charts in making their purchas- 
ing decisions, and that the temporary 

lack of charts may open up sales op- 
portunities for some acts. 

The sales -based charts were cre- 
ated by Canal Plus in 1984 and be- 
came the basis for a daily late -af- 
ternon show on the channel. How- 
ever, critics called its system of 
collecting data cumbersome and 
inaccurate. 

The charts, compiled by IPSOS 
and Nielsen, were reshaped in 1992 
with the introduction of a new POS 
system. Although Canal Plus has 
never disclosed the number of re- 
tailers reporting to its charts, 
sources estimate that 150 -200 
stores provided sales information. 
However, the new chart system 
was also criticized by the music in- 
dustry body, and, at the start of 
this year, SNEP stopped endors- 
ing the singles chart and began 
looking for other options. 

Rights Societies, 

RIM May Meet 
On Besieged Bill 

BY BILL HOLLAND 

WASHINGTON, D.C. -The House 
sponsor of the beseiged perfor- 
mance right bill, H.R. 2576, soon 
will ask songwriter, music publish- 
er, and performing rights societies 
to meet with record industry propo- 
nents and hammer out their differ- 
ences. 

Billboard has learned that Rep. 
William J. Hughes (D- N.J.), chairman 
of the House Intellectual Property 
Subcommittee and sponsor of the 
House bill, will ask representatives of 
ASCAP, BMI, and the National Mu- 
sic Publishers Assn. to meet with of- 
ficials of the Recording Industry 
Assn. of America to try to reach a 
compromise on the legislation, which 
would grant royalties and protection 
to record labels and performers of re- 
cordings transmitted digitally. 

According to a source on Capitol 
Hill, Hughes probably will call for 
the meeting this month. 

After the bill's introduction early 
this summer (Billboard, July 11), offi- 
cials of ASCAP, BMI, and the NMPA 
voiced their concerns that the bill, 
which will grant record companies 
and performers authorization and 
control over the "performance" of 
sound recordings on new -technology 
media, would endanger the societies' 
rights and render them subordinate. 
These concerns first developed dur- 
ing discussions dating back nearly 
three years, sources say. 

The societies are worried that, in a 
future shoving match with cable ra- 
dio or a satellite network, record la- 
bels would be able to dictate if and 
when a record could be played, there - 
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