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By Seth Goldstein 

CLAMSHELLS REDUX: Don't 
think wholesale price increases are 
restricted to rental titles. Accord- 
ing to one New York -area retailer, 
"Some of the sell- through prices 
have snuck up." He says he is pay- 
ing about 30 cents a cassette more 
for Warner Home Video's two 
$24.96 Family Entertainment re- 
leases, "Dennis The Menace" and 
"Free Willy." 

Our source, who does a tidy sell - 
through business, traces the uptick 
to the vinyl clamshell boxes that are 
now de rigeur for suppliers of front- 
line children's product, noted here 
a couple of weeks ago (Billboard, 
Nov. 30). Clamshells, requiring spe- 
cial duplicator handling, "are not 
cheap," he says. "It's the fastest - 
growing segment in the video busi- 
ness," says another source. 

Warner, unavailable for comment 
as usual, will have vinyl enclosing 
"The Secret Garden" in February. 
If it's like "Free Willy," the box will 
be loaded with promos for other 
1994 Family Entertainment titles, 
including "George Balanchine's 
`The Nutcracker' " (starring Ma- 
caulay Culkin) and a feature- length, 
animated "Batman." 

BANNER YEAR? Warner's three 
contributions are just part of what 
promises to be a banner direct -to- 
sell- through 1994. 

Consider the possibilities: (1) 
Disney, without a major holiday an- 
imation hit for the first time in 
three years, still has "The Night- 
mare Before Christmas" and 
"Snow White." It will have two car- 
toon features in 1994, both probably 
arriving too late in the year for 
video release. (2) MCA/Universal 
will have "Beethoven's 2nd" (with 
heavy re- promotion of "Beetho- 
ven") and the animated "We're 
Back! A Dinosaur's Story." (3) Par- 
amount will have "Addams Family 
Values" and/or "Wayne's World 2." 
"The Addams Family" was a rental 
hit and "Wayne's World" a sell - 
through flop, relatively speaking. 
(4) FoxVideo will have "Mrs. 
Doubtfire," assuming that box of- 
fice matches advance hype. Colum- 
bia TriStar has no candidates at 
present. 

Most of those named, of course, 
are not guaranteed to go direct. 
Nor is this list complete -it doesn't 
include any 1994 theatrical re- 
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6 -Title Market Making A Comeback 
Big -Name Casts, Marketing Among Keys 

BY EILEEN FITZPATRICK 

LOS ANGELES -About two years 
ago, when retailers began skewing 
product selection in favor of A -title 
depth of copy, the bottom fell out of the 
B -title market. Many suppliers could 
barely break 10,000 cassettes, and 
were forced to consolidate to cut over- 
head costs. 

But B's have made a dramatic come- 
back in the past year, with numerous 
releases selling in the neighborhood of 
40,000 units and some hitting the 
100,000 mark. 

"There have been direct -to -video ti- 
tles that have sold 60,000 units," says 
Gary Jones, senior VP of sales at Re- 
public Pictures Home Entertainment. 
"That was unheard of two years ago. 
But if a direct title doesn't have ele- 
ments for the video dealer, you're still 
where you were two years ago." 

Most retailers agree that the key B- 
title elements, mainly production qual- 
ity, marketing support, and pricing, 
have strengthened output to the point 
where it is again profitable. 

"In our store, it's just as hard to find 
a copy of a B title as it is to find an A 
title," says Doug Thomas, video buyer 
at Rain City Video, a three -store chain 
in Seattle. "People want to rent `Map 
of the Human Heart' just as much as 
they want `Indecent Proposal. "' 

Tom Chang, video buyer at the 
three -store, Los Angeles -based Ex- 
travaganza Video, agrees. "We're do- 
ing better with B product because it's 
just better product," he says. "The 

good titles have a long shelf life, and it 
never really gets old." 

On the supply side, labels have be- 
come an important part of the process, 
often casting stars with proven video 
track records. 

"Casting Lance Henriksen [with co- 
starring roles in `Jennifer 8," ̀Aliens,' 
and 'Terminator'] and James Earl 
Jones in 'Excessive Force' was not in 
theatrical plans," says New Line Home 
Video senior VP of sales and marketing 
Michael Karaffa. "But we noticed this 
was a strong genre, and those stars 
would have added value on video." The 
title recently shipped more than 
100,000 units. 

Although video has long made its 
mark on a studio's bottom line, its 
value is beginning to translate to the 
creative process as well. 

"When we acquired ` Livewire,' we 
knew Pierce Brosnan in another action 
movie would do well," says Karaffa. 
"But the video department was again 
instrumental in casting Ron Silver and 
Ben Cross, based on their video per- 
formance." 

Based on New Line's 75,000 -cassette 
success with "Livewire," the company 
is planning "Livewire 2" as well as 
"Poison Ivy 2," which made Drew Bar - 
rymore a video star overnight, and 
"Deep Cover 2." 

Prism Pictures, Vidmark, and others 
now produce more of their own fea- 
tures than ever before. 

In other cases, suppliers have signed 
up proven directors, producers, or ca- 
ble networks to ensure quality product. 

Look Who's Talking. Grandma, cover your ears! Controversial comic Andrew Dice 

Clay, left, had a chance to bum up the airwaves when he visited top shock jock 

Howard Stern at WXRK in New York. Clay made the station visit to promote his BMG 

Video release, "No Apologies." The hourlong cassette features a recently recorded 

appearance by the "Dice Man" at Long Island's Westbury Music Fair in New York. 

Stern is otherwise occupied with his best -selling confessional. 

Republic, for example, has a distribu- 
tion deal with Showtime, largely based 
on the popularity of the "Red Shoe Di- 
aries" series. 

"Video is really a new revenue 
source for many independent produc- 
ers," says Jeff Fink, VP of sales and 
marketing at Epic Home Video. 'With 
the video market, they don't have to de- 
pend on a theatrical release to make 
money." 

In addition to upgrading quality, 
suppliers also have become more real- 
istic about pricing. 

"The 'why should we pay $99 for a 
B title ?' is a legitimate retail argu- 
ment," says Fink. "The price should be 
lower, and now we have the opportu- 
nity to do that." 

Epic recently delivered 55,000 cas- 
settes of "The Ambulance," offering re- 
tailers a buy- four -get- one -free dis- 
count. 

Most suppliers have effectively 
lowered the price of B titles, to about 
$79 suggested list, with the use of pre- 
pack discounts. Retailers who order 
even two units of a title can knock $10- 
$20 off retail. 
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ABC Lines Up 

Busy Schedule 
For ist Quarter 

BY SETH GOLDSTEIN 

NEW YORK -ABC Video has a 
busy first quarter outlined for 1994. 
The Stamford, Conn. -based com- 
pany, established a year ago by 
Capital Cities /ABC, is peppering 
the January -March period with a 
product line atypical of most new 
arrivals. 

On the nontheatrical schedule 
are its first original exercise tape, 
featuring actress Tracy Scoggins, 
due in January; the second trio of 
soap opera entries, another auto 
racing tape, and three 'World Of 
Discovery" documentaries, due in 
February; and the first ESPN "Fit- 
ness Pro" titles and U.S. News Pro- 
ductions' three -part "The Life And 
Times Of Jesus," due in March. 

But that's not all: ABC Video 
president Jon Peisinger is stretch- 
ing staff responsibilities to include 
the launch of Signet Video, which 
will put out its initial rental titles 

(Continued on page 123) 

RISE AND SHINE. 

Give your customers their sexiest wake -up call ever. 
Playboy's How to Reawaken Your Sexual Powers. The newest 

in our For Couples Only line, this one really rises to the 
occasion - and you'll shine in the profits! 

©1993 Playboy. All Rights Reserved. 
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