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That's the end of side one. The programme continues on side 
2. 

 

RICHARD MAIDMENT 

This debate over whether Hollywood has got it right will, in 
the final analysis, be tested at the box office. And it is 
a debate that has continued for a long time. Hollywood has 
always sought to find a formula for making successful movies 
and the 1990s are no different in that respect from previous 
decades. Of course, the formula is never found. The 
current fascination with the television shows of the 1950s 
and the 1960s will be a passing fashion. After the success 
of 'The Sound of Music' in the early '60s, the studios 
embarked on major musicals, but soon discovered that 
musicals did not mean guaranteed box office. The 
counter-culture films of the late '60s were sparked by 'Easy 
Rider'. Virtually every hit movie tends to start a trend 
until the first box office failure. But if the search for 
the magic elements that guarantee a hit is a Hollywood 
constant, there are other developments that are striking and 
new. Investment banker Steve Bannon sees a rather different 
industry emerging. 

STEVE BANNON 

I think it's going to be run much more...in a much more 
business like fashion. I think it's going to be looked at 
as analogous to what the computer software business is 
to the computer hardware Mainframe business, and so some of 
the non-traditional practices that you've seen or heard 
about in Hollywood since it's inception will over 
time it won't happen tomorrow but over time will start 
to go away. This is getting to be a business less and less 
entrepreneurial, less and less family owned....Er, less and 
less family controlled in more....more corporate...more kind 
of internationally corporate...and so that will be one of 
the big changes. From the consumer side, I think one of the 
great fears that you might see a ....a homogenisation of the 
product.. I think you can start to see that now. This 
summer they're going to release more pictures than they've 
ever released in the history of the movie business in 
summer, but I think there's still a general feel that 
there's a certain sameness to the product, at least a big 
studio product that's released..and the big...the stuff that 
comes through the video, the stuff that's shown on the major 
networks, etc., and as you see big strategic alliance in the 
United States and also on a transnational basis, .... kinda 
to risk mitigation leads one to try to get stuff that plays 
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to the broadest possible audience. And male action movies 
that play, whether you're in Hong Kong, Bangkok, Frankfurt, 
you know, New York, Dallas, whatever, that has a certain 
sameness to it. 

RICHARD MAIDMENT 

But Bannon's vision of the future is not limited to a more 
standardised product and a corporate management structure. 

STEVE BANNON 

I've been out here working in investment banking since I 
think late 1988, and we've had this firm since 1990 
and there's been just dramatic changes even since then. Urn, 
and it will be even more so between now and the end of the 
century. This is the only consumer product in the world 
that has very little brand-name recognition. People 
don't...if you ask any conservative, they don't know it's a 
Paramount Picture, they don't know it's an MGM picture. 
They think very differently than they did in the '30s, when 
Paramount had a certain house style. MGM had a certain 
style to it that people know right away. Warner Brothers 
with their gangster films have a certain style. Today you 
don't have that. The studios really don't represent 
anything in the consumer's mind. A Steven Spielberg 
picture, or a Mario Casar picture, or a Castlerock picture 
...you know, whether it's light comedy or whether it's a big 
action picture or whether it's a children's 
fantasy....that's name brand recognition. So I think you're 
going to see more and more of a direct strategic alliance 
with studio still as an important player, but clearly not 
the decision makers they were in the past when they said 
'You make this picture, you don't make this picture'. The 
alliances you're starting to see.... we're talking now in 
June of 1993, ... one recently announced is with Carolco, 
which is the which is probably the largest provider of 
big male action movies. The alliance is really the 
combination of European Television Companies, European Home 
Video Companies, Japanese Consumer Electronics Companies, 
with a ....with an American studio that happens to be owned 
by a French Bank.... but that is just the first of several 
big strategic alliances that I think you're going to see in 
the next six months to a year that will be an Asian TV 
company coupled with a big home video distributor in Europe 
or maybe a big European record company coupled with a U.S. 
'phone company, maybe a large cable operator, to give the 
funds to these independent producers, these institutions 
know that in every area whether geographically or by 
delivery mechanism, they can maximise, you know, the most 
cash possible out of that. 

RICHARD MAIDMENT 

Steve Bannon's partner, Scott Vorse, elaborate on the 
Carolco developments. 

13 



SCOTT VORSE 

Carolco was formed in 1986 by Mary Kasar and a guy named 
Andy Vonyer. Vonyer has now since left. Kasar has been one 
of the most successful producers the producer as opposed 
to the director is the one that more from a business point 
of view puts the whole project together. Carolco has 
produced Terminator 2, L.A. Story, Basic Instinct, Rambo, 
Universal Soldier and very recently, Cliffhanger. So they 
have been an extremely successful producer of product. Now, 
what's interesting is how in spite of all it's successes, 
it's basically not in bankruptcy but on the verge of 
bankruptcy and has tremendous financial problems, and what 
they get to is when even though they've made a very 
successful profitable film from a revenue point of view , by 
the time you put in all the money for production and that 
gets repaid, all the money to pay to the distributors, all 
the money from marketing, all the overhead, all the 
development, er, it gets to be a very expensive and um, a 
low return business when it's all said and done. What 
Carolco is now trying to do is focus on four to five big 
international action films a year, and those would be of the 
type of the Rambo 4, or a Cliffhanger, or a Terminator 3 or 
Total Recall 2, and those would be bigger international 
films than if a film cost $50 million, you could pre-sell to 
these partners, and these partners put up money for direct 
rights. In essence, to limit the exposure of the 
production. So in essence, if a film cost fifty million, 
you could sell enough rights for maybe thirty, thirty-five 
million, so there's a limited amount of money that Carolco 
actually has to come up with and has to actually risk. And 
then the benefit to the partners is that they will get the 
actual distribution rights to these films. 

RICHARD MAIDMENT 

These partners of Carolco are coming together in part 
because there's some very new developments in the way that 
movies will be able to reach an audience. Scott Vorse 
outlines the scenario of one of the most important of 
Carolco's partners, Telecommunications Incorporated, or TCI. 

SCOTT VORSE 

There are traditional windows of a ....of a theatrical 
window for six months and then a home video for maybe 
another six to twelve months and then a pay preview and then 
a pay and then free TV. The most recent thing that has 
come up is the whole pre-theatrical pay preview. And, er 
this is something that John Malone and the people at TCI are 
trying to do. And they have...it's a contingent investment 
to Carolco of approximately 90 million dollars and that 
investment is dependent on Carolco and TCI agreeing to 
basically one film a year over a four year period, which 
will be pre-theatrical, pay preview movies. Now what 
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