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ADVERTISING DATES
All ad contracts & artwork due by:

SEPTEMBER/OCTOBER – JULY 30

NOVEMBER/DECEMBER – SEPT. 30

JANUARY/FEBRUARY – NOV. 30

EDITORIAL DATES
All article submissions & content due by:

SEPTEMBER/OCTOBER – JULY 1

NOVEMBER/DECEMBER – SEPT. 1

JANUARY/FEBRUARY – NOV. 1

To advertise or for more

information, contact us!

310.712.3459
ad@hollywoodvinemag.com

All ads and content subject to BiH board approval.
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G r e e n l i g h t
Your Showbiz Career!

  elcome to Hollywood & Vine (H&V), the intersection of show business

   and dreams taking  fl ight.  H&V is a magazine published by the   

  501(c)(3) non-profi t organization BReaKiNG iNTo HoLLyWooD 

(BiH). I founded BiH in May 2005 to help artistic and business professionals 

in the entertainment industry pursue their careers with creativity, enthusiasm 

and integrity.

 You may wonder, why the name Hollywood & Vine? Th e world famous 

intersection of Hollywood Boulevard and Vine Street is the exact center of the 

Hollywood Walk of Fame — the landmark where every aspiring and A-list actor, 

writer, producer, director, and musician hopes to one day have 

a star engraved. It is my vision that H&V provides insightful 

content and dream-come-true cover stories that inspire you to 

ignite your dream.

 Th e focus of our premiere issue is to encourage you to 

“Greenlight Your Showbiz Career” against all doubts and 

odds. Th e term “greenlight” is used in business, military and 

the fi lm industry. To greenlight a project means to permit it to go 

forward. In the context of a fi lm, the project moves forward from 

the development phase to pre-production and then to production. 

Th e power to greenlight a project is generally given to those who 

manage the fi nancial aspects of the project. To greenlight a fi lm means 

to invest money into it and bring the movie to life.

 You must do the same with your dream. Place your passion in the 

palm of your hand and take control of your career. Stop waiting for the 

phone to ring for the next audition. Stop waiting for a literary agent to sell 

your script. Stop waiting and start moving forward.

 Greenlight your showbiz career! Produce a rip-o-matic (p.18), create a 

comic strip, or act as your own publicist and manager. Advertise yourself or 

your project in the H&V Talent Marketplace (p. 34). Join BReaKiNG iNTo 

HoLLyWooD or similar networking organizations.

 While your career is a serious matter, remember, “It’s Hollywood, Baby!” 

(p. 23). So relax and enjoy the ride — go sightseeing and celebrate Cali as if you 

are “Touring L.A.” (p. 31) for the fi rst time. After reading this month’s Hollywood 

& Vine, I hope you’re inspired by our cover story of a starlet actress (p. 20); that you 

gain insight from an entertainment attorney (p. 23) and learn life lessons from a music 

icon (p. 28).

 No matter what obstacles arise in your career, you have an opportunity to create a 

star legacy on Hollywood and Vine. Until then, don’t get sidetracked by detours, and 

most importantly, do not block the intersection of your dream taking fl ight. 

Greenlight your mission like the star astronauts who landed on the 

moon (p. 8). Ready, set, go!

Seize the journey!

Angela M. Hutchinson

[ Editor’s Anecdote ]



Navigating Hollywood 

“It is so great that BiH is launching a 

magazine. Th ere are so many artists who 

need as much guidance as they possibly 

can on navigating through this tough 

world of entertainment.” 

– Andrea Flowers, Los Angeles

Empowering Artists

“I am thrilled about the Hollywood 

& Vine launch! With the devotion of 

the founding members and the wide 

network of industry professionals that 

are amongst BiH’s growing extended 

family, I am certain that the magazine 

will be rich with content that informs 

and empowers aspiring artists and 

executives alike.” 

– Armine Martirosyan, West Hollywood

“First off , CONGRATULATIONS! 

What a fabulous idea!”

 – Wendi Niad, 

Literary & Talent Manager/Producer

Leave Word

$8.00

SOCIAL MEDIA
Marketing for the
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&
and

Under Five

“Congratulations!” 

– Tangi Miller, 

Actress/Producer

“Love it. ” 

– Wilmer Jackson, 

Sports Agent

“Awesome news.”

– Anthony Raspberry, 

Music Artist

is proud to recognize 
BReaKiNG iNTo HoLLyWooD 
member Nicole Butler 
of A&B Productions, a 
non-profit organization that 
recently produced a new kids’ 
reality web series called 
“Flip the Script.”  This is a 
show in which three teams 
of 10 kids each, age 6-10 
years-old, learn the ins and 
outs of creating, directing 
and producing their own 
television show. Child actors 
who typically perform in front 
of the camera now
 ‘flip the script’ and are 
expected to perform behind 
the camera in a production 
team competition.

[ Pictures Up ]
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Hollywood &
Vine Intersect: 
Showbiz, Tourism 
and Aviation

Along the sidewalk, a starving musician with an open guitar case 

of tips serenades tourists from all over the world. All this action 

is illuminated by the lights and giant advertisements that rival 

images of Times Square, promoting the latest blockbuster fi lm. 

Tourists appear to be mingling with various L.A. characters of street 

performers, young Hollywood hopefuls, hippies on bicycles and 

moviegoers on their way to Mann’s Chinese Th eater and a slew of 

other quirky attractions.

  From souvenir and costume shops to Frederick’s of Hollywood’s 

risqué lingerie to a popping nightlife along with a slew of newly 

arrived aspiring actors, Hollywood and Vine is as varied as the city 

of Los Angeles itself. A fi rst visit to the area can be a surprising and 

shocking experience. But all is not lost for the glamour. Celebrity 

fans and industry insiders stand in front of theaters and elite clubs, 

waiting for their favorite super star to stride on the red carpet to 

the latest movie premiere. Stars wave at the crowd of tourists and 

locals, and once again a full pictorial of the diversity of Hollywood 

reveals itself.

Th e Golden Era

Hollywood and Vine (H&V) is a 

conglomerate of old world glamour 

and new world Hollywood struggle 

and commerce. Originally a group 

of lemon groves, the intersection 

was named by Horace and Daeida 

Wilcox, a couple set on transforming 

the land into neighborhoods 

for morally upright Christian 

families. Daeida Wilcox suggested 

naming their subdivision of land 

“Hollywood” after hearing of the 

name during a trip to Ohio, where 

she met a traveler from Illinois who 

HOLLYWOOD BOULEVARD AND VINE 
STREET ARE HISTORICALLY KNOWN 
AS THE MECCA OF SHOW BUSI-
NESS. MOST FAMOUSLY DUBBED 
“HOLLYWOOD AND VINE,” THIS 
RENOWNED  INTERSECTION  IS  OFTEN 
A MORE COLORFUL AND COMEDIC 
SCENE THAN GLAMOROUS. ON A 
TYPICAL EVENING, ONE MIGHT 
SEE MARILYN MONROE’S STAR, 
AND NEXT TO IT STANDS A 
SUPERHERO, OTH-
ERWISE KNOWN AS 
SPIDERMAN, SPEAK-
ING  TO A HOMELESS 
MAN ABOUT THE LAK-
ERS WHILE A GROUP 
OF TEENAGERS WALTZ 
BY TO PASS THE DAY AT 
THE HOLLYWOOD AND 
HIGHLAND MALL.

ByBy  NEHA KASH
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“The first skyscraper 
to grace the intersection 
of Hollywood and Vine 
was the Taft building, 
which is on the southeast 
corner. The building 
housed the offices of 
film industry’s elite 
throughout its golden age 
during the late 1930s and 
40s, including Charlie 
Chaplin. The Academy 
of Motion Picture Arts 
and Sciences also 
once called the 
building home.”

Photo by Christian Rodrigo Muro



had given her own estate the same 

name. And thus, in 1887, Hollywood 

was born.

  In 1902, the Hollywood Hotel 

(now the Kodak Th eatre) was 

built by H.J. Whitley, a real estate 

shareholder who was determined 

to sell the lots of land surrounding 

the intersection. Th is same hotel 

would become the social center of 

many of Hollywood’s most famous 

Golden Era stars, including Rudolph 

Valentino, Fred Astaire, Marlene 

Dietrich and Katharine Hepburn. 

Not long afterward, in 1910, the city 

of Los Angeles annexed the town of 

Hollywood (mostly because of its 

superior water supply), and what were 

once Prospect and Weyse Avenues 

became the intersection of Hollywood 

Boulevard and Vine Street.

  Although Los Angeles had 

begun to open its arms to fi lmmakers 

from New York (where the fi lm 

industry originated), Hollywood was 

not quite as open to the art form. 

In a land of pious Christians, city 

offi  cials even went as far as banning 

movie theaters. Los Angeles did not 

have such restrictions, and thus, 

after annexation, Hollywood was 

unwillingly thrown into the movie 

machine when the Nestor Motion 

Picture Company shot the fi rst fi lm 

in Hollywood. Th e company then 

opened Nestor Studios, a home for 

the fi rst Hollywood westerns, starting 

the Hollywood establishment. Other 

fi lmmakers hungry to take advantage 

of the pleasant weather and diverse 

landscapes of Southern California 

rushed in to take advantage of the 

open space. Before long, in 1920, the 

former suburb of Hollywood had 

become the world-famous home of the 

American fi lm industry.

H&V Landmarks

Th e fi rst skyscraper to grace the 

intersection of Hollywood and Vine 

was the Taft building, which is on the 

southeast corner. Th e building housed 

the offi  ces of the fi lm industry’s elite 

throughout its golden age during the 

late 1930s and 40s, including Charlie 

Chaplin. Th e Academy of Motion 



Picture Arts and Sciences also once called the building home. 

On the northwest corner was once the Laemmle Building, which 

housed Universal Studios and was named after its founder, Charles 

Laemmle (the building was destroyed in a nightclub fi re in 2008). 

Th e Avalon of Hollywood, now known as a posh nightclub, was 

once known as the El Capitan Th eatre and then as the Hollywood 

Palace, home to the variety show of the same name on ABC. A few 

blocks down from the northeast on Hollywood Boulevard stands the 

Pantages Th eatre, which was home to the Academy Awards from 

1949 to 1959. Th e Oscars are now held at the Kodak Th eatre near 

Hollywood Blvd. and Highland Ave.

  Hollywood and Vine’s status as a glamour center spread 

thanks to radio announcers and newspaper columnists throughout 

the 1930s, who would often begin reports with “Reporting from 

Hollywood and Vine.” Th e intersection, while not the busiest one 

in Hollywood (that honor belonged to Wilshire Blvd. and Western 

Ave.), became known as the epicenter of the entertainment capitol. 

In the 1950s, television networks also built studios, and Capitol 

Records added its vinyl stack-shaped building to the landscape 

in 1956.

Hollywood Walk of Fame

E.M. Stewart was the man responsible for creating the Walk of 

Fame in 1958, according to the Hollywood Chamber of Commerce. 

Stewart was a volunteer president of the Hollywood Chamber 

of Commerce when he decided the walk would be a way to 

“maintain the glory of a community whose name means glamour 

and excitement in the four corners of the world.” With the help of 

architecture fi rm Periera and Luckman, the idea of the stars on the 

sidewalk originated. Some believe that the named stars painted on 

the ceiling of the Hollywood Hotel were the inspiration for putting 

the stars on the sidewalk, and others credit the menus at the popular 

Hollywood restaurant the Tropics, on which celebrity pictures were 

inserted in golden stars.

  While the fi rst star to be permanently planted was director 

Stanley Kramer’s on March 28, 1960, there were 8 previous stars 

that were inserted simultaneously as an example of what the new 

Walk of Fame would look like. However, actress Joanne Woodward 

became known in folklore for being the fi rst recipient of a star, 

perhaps because she, being ahead of her time, was the fi rst to pose at 

her star for the media.

  Th e Walk’s prestige died down in the 1960s and 70s, when 

many studios relocated to upscale suburbs. H&V was then taken 

over by squatters taking over abandoned buildings, and the glitz 

and glamour of the entertainment industry was nowhere to be seen. 

Th e urban decay required development initiatives to lure tourists 

back into the area. Th us, the idea of ceremonies commemorating 

celebrities’ stars manifested. Th e paparazzi buzz that we see today 

was popularized in 1968, when Chamber member and radio/TV 

personality Johnny Grant resuscitated the selection process and 

implemented a requirement that stars must appear to accept their 

award (those who nominate the stars or the stars themselves are also 

now required to pay a fee of around $30,000 for the Walk’s upkeep, 

which keeps it from being a taxpayer burden). Th e news of stars’ 

awards was spread to media outlets around the world, and the Walk 

of Fame slowly regained its appeal.

Aviation Stars

Th e Walk of Fame’s fame was further set in place with the ceremony 

celebrating Apollo XI’s moon landing. Th e Apollo 11 mission 

launched on July 16, 1969; the space shuttled carried Mission 

Commander Neil Alden 

Armstrong, Command 

Module Pilot Michael 

Collins, and Lunar 

Module Pilot Edwin 

Eugene ‘Buzz’ Aldrin, 

Jr. Th e Chamber 

commemorated the 

mission by inserting 

a moon-shaped star 

monument, engraved at 

each of the four corners 

of Hollywood and Vine. Th e identical Apollo XI Crew stars list the 

astronauts’ names — Neil A. Armstrong, Edwin E. Aldrin Jr. and 

Michael Collins — along with the date of July 20, 1969, which is the 

day the crew landed on the moon.

  Th e crew earned a star on the Hollywood Walk of Fame 

because the mission was broadcast live on television and radio for 

the world to experience the amazement. Th e special moon star at the 

corner of H&V is a testament to aviation’s infl uence in Hollywood. 

Even the Tinker Air Force Base in Oklahoma City, Oklahoma has 

a set of blue street signs of the H&V intersection stand to guide its 

visitors inside the base’s Building 3001. Since the 1960s, the Walk of 

Fame adds at least 20 new stars a year, and it is a central attraction 

for Hollywood tourism.

Epicenter of Revitalization

Redevelopment to make Hollywood more livable took another 

giant leap in 1999, when the Hollywood and Highland subway 

station was opened, and then in 2001, when the Kodak Th eater 

became the new home of the Academy Awards. With its place in the 

National Register of Historic Places, much of Hollywood is set to 

be preserved, however, the only fi lm studio remaining is Paramount, 

which is located on Melrose Ave.

12  www.hollywoodvinemag.com            July/August 2011
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  Today, Hollywood is an epicenter of 

revitalization eff orts by the city, as evidenced by 

the various apartments and lofts and its young 

residents populating the streets. From popular 

shopping centers, coff ee shops, and 24-hour 

delis to its proximity to the rest of the city, 

Hollywood is thriving as an urban center.

  Among the residential crowds and 

characters stand the visitors and excited 

newcomers — those who fl ock to the city to 

pursue their dreams or to experience the

history they grew up with from their 

favorite television shows and movies. Every 

entertainment industry professional should 

make an eff ort to visit the exact intersection 

of Hollywood Boulevard and Vine Street. Th e 

experience may rejuvenate one’s inspiration 

– reminding artists to follow their dreams. 

H&V is not just a destination, but a journey of 

talented generations’ progress. Hollywood and 

Vine not only intersects showbiz, tourism and 

aviation, but also it is the place where stars shine 

on land and dreams will always come true.

Neha Kash is a freelance writer and editor in 
Dallas, Texas, where she also studies music and 
theater. A graduate of USC Annenberg, Kash 
earned her bachelor’s in Print Journalism with 
a minor in Cinema-Television. She is a former 
Creative Coordinator (promoted from intern) 
of B.i.H. Entertainment.

Photo by Christian Rodrigo Muro





Inside The Warner Bros. Television 
Writers’ Workshop

   criptwriters who have a passion for television writing
   should consider applying to the Warner Bros. Television
   Writers’ Workshop. Th e program is open to both WGA 
members and non-members as long as the writer has not been 
staff ed on a primetime, scripted cable or 
network series. Th ere are three components to 
the workshop: lectures, simulated writers’ room 
and staffi  ng — all geared toward preparing 
the writers for successful careers in writing for 
television. Hollywood & Vine had the pleasure 
of interviewing Christopher Mack, who is the 
Vice President of the Warner Bros. Workshop 
and has worked there for the past six years.
  In addition to the Workshop, Mack covers 
“Two and Half Men” and “Smallville” for 
the Current Programs department. Prior to 
working at Warner Bros., Mack spent seven 
years writing on various one-hour dramas 
including “ER,” “Th e Practice” and “Th e New 
Twilight Zone.” He also created a Saturday 
morning show for NBC titled “Skate” and 
a TNT movie titled “Red Water.” After 
graduating from Loyola Law School, Mack 
landed his start as an associate at NBC, where 
he quickly became an executive. During his time at the newly created 
NBC studios, he oversaw “Fresh Prince of Bel Air,” “In Th e House,” 
“Homicide: Life on the Streets” and “Th e Pretender.” Mack will 
share submission tips as well as general advice about breaking into 
Hollywood as a television writer.

Q: At what point in a writer’s career should they apply for the 
Warner Bros. Writers’ Workshop?
I like to tell writers don’t apply until you have a box full of bad 
scripts that you’ve written, hidden away under your bed. Meaning 
– fi nd your voice and have a basic understanding of the craft before 
you come to me. And the only way to do that is to write, write, write!

Q: In your role as Vice President of the Workshop, what are 
your primary responsibilities?
To create a farm team of talented writers for the studio.

Q:What do you like most about your job? What is the most 
challenging aspect?
Staffi  ng a writer on his or her fi rst television show would be the 
answer to both of those questions. Every year I say to myself, there 
is no way I’m going to be able to get all of these people a job. It keeps 
me up at night because they are really depending on me for their fi rst 
break in the business. Over the last three years we’ve managed to 
staff  27 writers. Th is year my hope is to staff  eight more.

Q: Although you are a studio executive, you started as a 
television writer. How did working as a staff  writer prepare you 
for your current position?
I think having sat in that chair staring at a blank screen is the biggest 

advantage I have over other executives. Writing is never an easy 
endeavor — no matter how talented you are. So I always remember 
that before I give a note to a writer. You have to respect the process 
— and their process as well.

Q: Can you give us insight into the reviewal 
process once all the submissions are received?
It’s pretty simple. I have a team of readers that 
pores through the 1,400 plus scripts. Th ey 
narrow it down to about 50 scripts for me to 
read. From those 50 I narrow it down to 30 
scripts. Th ose 30 scripts are then distributed to 
10 studio executives. Th ey each read 3 scripts, 
and together we meet with those writers and 
decide, based on the material and the interview, 
who to admit into the program. Once you are 
in the program, that studio executive will 
become your studio mentor for hopefully 
years to come.

Q: What are the key elements you are looking 
for in a spec script?
Simple stories with a compelling confl ict. 
Emotional resonance. Great dialogue. Also, make 

sure the A story is about the lead character and not the supporting 
cast. So if you are writing a “Mad Men,” the A story should revolve 
around Don Draper and not Peggy. Give Peggy B-story status if you 
really want to tell a Peggy story.

Q: What advice can you off er to help a writer develop their 
voice?
Th ree words – Write. Write. Write.

Q: Are there any turn-off s or mistakes that writers make within 
their scripts or other submission materials? i.e., do you have a 
DOs and DON’Ts list?
I mentioned some of these before, but don’t make the story too 
complicated. If you do, you fi nd your dialogue servicing the plot 
instead of servicing the characters and emotional moments. Make 
sure the A story is about the lead. And don’t save the best for last. If 
you haven’t grabbed the readers’ attention in the fi rst 10 pages, they 
will put it down and move on to the next script. We do this only 
because a busy showrunner will do the same thing during staffi  ng 
season when they have a pile of scripts to get through while also 
gearing up for production.

Q: Tell us about the interview process. Is it similar to a regular 
job interview? What’s the best way for a selected writer to prepare 
for it?
It is like a regular job interview except you are not expected to wear 
a suit and tie. In fact, I highly recommend that you do NOT wear a 
suit and tie to any meeting that involves a studio/network executive 
and/or showrunner. You will come across as more uptight when you 

ByBy   ANGELA M. HUTCHINSON
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need to give off  a more creative vibe. Jeans, clean shirt or blouse and 
shoes that don’t show the toes should be fi ne. Tell your story. If you 
are sitting across from an executive or showrunner, that means they 
like your material and the meeting is just a chance for them to get 
to know you. And best way for that to happen is to tell your story. 
You want to tell it in a way that highlights the important moments, 
the moments that brought you to this place of wanting to be a 
professional writer. Showrunners are 
looking for people with life experiences 
that can add value to the storytelling 
process. So, if you’ve lead a pretty 
much uninteresting life, then maybe 
television writing isn’t for you. But I 
will say this, you will be surprised what 
we think is boring and uninteresting in 
our lives that other people go – “Wow, 
what a great story!” So think about 
those moments in your life that make a 
great story.

Q: Th e program has prominent alumni. What can a writer who 
completes the program expect after? i.e., will they be immediately 
staff ed on a WB show?
It is always our hope to staff  everyone on a show, but sometimes it 
doesn’t always work out that way. Like I said – we’ve had a pretty 
good three years or so, but nothing is for certain. So, if you get into 
the program, don’t quit your day job just yet.

Q: Do the writers selected need to be good at pitching TV show 
ideas? If so, give us a few pitching tips.
It certainly helps to be able to articulate your ideas in a way that is 
short and to the point. Th e only advice I will give -because there are 
too many to be discussed here- is to know your show idea like you 
know the story of your life. What I mean by that is when you tell 
someone about something that happened to you in college, it’s pretty 

easy, right? Because it is your story. You 
lived it. Have the same approach with your 
show ideas. Th ey should be that personal 
to you so you are able to talk about it versus 
performing it to an audience.

Q: What’s one of the best television spec 
scripts you have read? What made it so 
great?
A “Dexter” spec written by one of 
the Workshoppers. It was great 
because it hit all the criteria I 

discussed above – Simple story.  A compelling confl ict for the lead. 
Emotional resonance.  Great dialogue.

Th e Warner Bros. Television Writers’ Workshop submission 
period is typically open for one month from May-June. Interested 
television writers are encouraged to take the next few months 
preparing submission materials for the program. Although the 
submission period ended last month, defi nitely submit for 
the next round in 2012! For more information, 
visit www.writersworkshop.warnerbros.com.

1-2 PM 

Legal 

conference
 call 

Interview 
interns 

Research celebs w/ teens for show ideas Learn chess
Print package 
elements for 
Bravo pitch

10AM Order 

Cheesecake 

Factory

Order Pental ballpoints

Finalize all 
pending clearance 
agreements & 
discuss whether the 
word “escort” needs 
to be bleeped out.

Running low on 
boss’ favorite pen

Gotta stay ahead of 
this crazy industry 
game!

Surprise office 
lunch today

Email call sheet for demo shoot 

Call agent 
to book pitch 

meetings w/ E!, 
VH1 & MTV

Tiona Hobson is an executive assistant for a reality production company in Los Angeles. 
A graduate of the University of LaVerne, Hobson earned her B.A. in Television Broadcasting.
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Universal Prop House

100 Universal City Plaza

Universal City, CA 91608

www.fi lmmakerdestination.com

(818) 777-2784

ByBy   YVONNE MONTOYA

[ Off the Rack ]

   ost people in the fi lm business, 
   especially production designers,
   are familiar with the famed hub
   of all production houses — the 
Universal Prop House. Practically every kind 
of prop and set dressing no matter how small 
or obscure can be found on its premises. From 
a 3-foot long plastic chicken leg to an almost 
life-size statue of Marilyn Monroe, to a basic 
table setting with plates, cups and silverware, 
it’s all there. And not just a few diff erent kinds 
of plates and cups. It’s shelf after shelf of every 
shape, color and size imaginable. Sofas, coff ee 
tables, bed frames, mattresses, clocks, bath 
tubs, mirrors, pianos, sports equipment, fake 
explosives, lamps, road signs, art, human fossils 
and military weapons from every time period, 
can all be found with a little bit of searching.
  Th ere is no fee to browse or ‘window’ shop 
inside the prop house. To schedule a visit, it is 
necessary to call in advance to give the shoppers’ 
names. Th ey will have a pass waiting for all 
guests at the Universal gate off  of Barham Blvd. 
by Forest Lawn Dr.
  If a production crew is looking to rent 
items, the prop house provides hold tags, 
or crews can bring their own as long as they 
have shopper’s basic information, such as 
the name of the production, the date the 
item will be picked up, and a phone number. 
Some rules are: no holds over 14 days and 
shoppers must provide their own tape, which 
has to be masking, or one can be liable for 
damages to the property. If an item ends up 
not being needed, there is no charge. Th ey 
just remove the tag after the hold date has 
expired. Another requirement is the purchaser 
must have insurance. As a bonus for student 
fi lmmakers, there is a half-off  discount on all 
merchandise for anyone enrolled in school. To 
save on production costs, it may be a good idea 
to partner with budding fi lmmakers. Within 

the prop house, located on the fi rst fl oor, is a 
drapery department, which has all diff erent 
varieties and colors of curtains, pillows, and 
fl ags from every country.
  For movie and TV buff s, it is also a great 
place just to visit to see holds on items from 
favorite TV shows, movies and special displays 
that cannot be rented out. One tag on an orange 
colored recliner and matching stool was for 
the show “Californication” and an eight-sided 
glass coff ee table was reserved for “It’s Always 
Sunny in Philadelphia.” On the third fl oor they 
also have non-rentable displays, but include 
memorabilia like the gloves Tom Cruise wore 
in “Minority Report” and other artifacts from 
movies like “Elizabeth” and “Cinderella Man.”
  Right next door to the prop house is the 
costume house, which works in a similar way. 
It’s free to go and look, but one must tag items 
to put them on hold. Th e costume house also 
has a huge inventory of clothes, shoes, and 
accessories from just about every period in 
history. Th ey carry a variety of uniforms like 
police and fi reman, and off er everything from 
casual attire (even pajamas) to the most formal 
gowns and suits. Th e Universal Prop House is 
defi nitely a destination for fi lmmakers.

Yvonne Montoya graduated with honors from 
Th e Los Angeles Film School in 2009, majoring 
in producing. She helped produce the independent 
feature, “Janked,”which will hit the fi lm festival 
circuit this year. She is also an associate producer 
on “Th e BReaKiNG iNTo HoLLyWooD,” which 
runs on Transit TV with 1.15 million viewers.



   ou’re here! Hollywood and Vine. You’ve worked
   hard, and you’re at your destination. Either you  
   have a story to tell, or you’re telling the story.
   Either way, you’re a talented creative professional  
   navigating the showbiz trenches with no GPS 
guidance. Maybe you feel you’re missing the signposts of success and 
not operating at your desired level of success.
  A jump start media campaign may 
be just what you need to get to the 
next level in your entertainment career. 
Whether you are a producer or director 
with a fi lm under your arm or an actor 
with a headshot on the passenger seat 
staring at you, you need to be a savvy 
entrepreneur using short branded 
media as personal public relations (PR).
  Short video is a career boosting 
hyper-drive tactic and is sure to enhance 
an artist’s burgeoning business or fi lm 
project. Artists need to drive their 
career with brand, buzz, and behavior 
by designing, launching and maintaining 
a signature and bankable style.
  Creators like Fede Alvarez, Justin 
Halpern, and Dane Boedigheimer 
had Twitter and YouTube followings 
that garnered production deals with 
Sam Raimi, CBS, and a funded pilot. 
Remember these: Panic Attack, [Stuff ] 
My Dad Says, and Th e Annoying 
Orange? Th e Internet Roadmap to 
Success below consists of fi ve insider 
secrets that can help an artistic 
professional succeed with social media.

1. Identify Brand Strengths
EXCITE. What will excite, motivate, 
and inspire people “to show up for your 
party”? Sometimes the engine of your 
brand “purrs,” especially when you 
fi re up your project’s opposing view. 
Identify the combustible nature of the 
opposites that drive you or your project; 
the “it” factor ingredient that defi nes 
your brand’s competitive, razor’s edge.

EXPLORE. Take a spin around the block with your computer 
keyboard or pen to paper homework. Write down three things that 
drive you about your career. Be specifi c: what about your work or 
project wows you? PR thrives on passion, so what is your passion?
EXTRACT. Defi ne what it is you actually do, and what “hat” you 
need to be wearing. Most artists establish themselves in one genre 
and then branch out once the public (and the buyers) love them.

ESTABLISH. Use www.mindmap.com, which 
teaches how to map your ideas the same way you 
think. Establish what attracts you personally 
to your entertainment career. Brand is about 
connective glue — in PR, it’s called “the sticky.” 
So, what’ll draw your audience to you like bees 
to honey?

2. Locate Target Audience & Fan 
Base
LIST. Make a list of lead actors, theme, genre, 
music, similar fi lms, etc., then...
SEARCH. Perform online research for fans 
of these categories, people, places, things and 
events that are in alignment with your style, 
genre, type, and theme. Who has the talent you 
admire, that is most like you?

3. Listen to the Marketplace
SIGN UP. Register to various trade blogs, 
edu-blogs, websites, on-line daily industry news 
sources, forums, and groups. See how folks are 
communicating.
SUMMARIZE. Analyze the trends and 
tone. Some forums are edgy, others are more 
conservative. Do you fi t in with the by-the-book 
conservative crowd? Or, are you indie and avant-
garde? See how others are using WOM (word 
of mouth) to get their message out there.

4. Network & Be Heard
INTERACT. Start to participate and network 
with your audience. Generate questions or give 
comments. Write. Create sizzle reels or short 
social videos. Care and share. Th at passionate 
combination acts like a magnetic north drawing 
your audience to you.

ByBy  MAURY ROGOW & DEVORAH CUTLER-RUBENSTEIN

Social Media Marketing for 

the Emerging Artist
Navigating the Showbiz Trenches
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SHARE. Express your views, opinions and videos in the way only 
YOU can. Th is is your advance press. State exactly what you-and 
only you- represent in as simple yet catchy way as possible. Entice 
your audience to learn more about you.
CONNECT. Use LinkedIn, Facebook, YouTube, Twitter, 
Tumblr, Reddit and your own website. Approach smart consultants 
or mentors to help with your social networking curve. Take 
webinars, seminars and pod-casts. Have no fear; openly contribute 
your knowledge and learn more. When creating your marketing 
strategy, make sure you select the most eff ective social media outlets 
for your campaign. Be sure to review the adjacent chart on “How 
Video Gets Passed Around in Social Media.”

5. Infl uence the Road Map
TIMING IS EVERTHING. Many people do not like ideas to be 
preached to them or product or services sold to them. Th erefore, 
an artist must create a viable conversation to their social media 
audience. Th ink about what people need and give it to them.
DUALITY. As an actor, director or producer, creatively utilize 
your unique edge. Danny Devito said when he embraced his so-
called “faults” and accentuated them rather than hid them, his career 
took off . Realistically understand your unique brand.
OPTIMIZATION. It is important to optimize a personal and 
engaging voice in your videos. As a director/producer, your brand 
is in part determined by the genres you work in, your camera, 
and editing style. A Tarantino fi lm is completely diff erent from 
an Apatow, a Tyler Perry, or a Kathryn Bigelow fi lm. Often your 

fans will “brand” you. A rising producer created a featurette for 
Showtime about tattooing. Suddenly, her agents had her producing 
“Tattoo You,” a reality series pilot for FX.
  When meeting with distributors, agents, and investors, you 
need to have an integrated campaign. Th e toolkit you need to 
have when pitching and building your audience has some specifi c 
elements: trailer, marketing plan, fan base, website and/or Facebook 
custom page, etc.
  If you are a producer, produce every chance you get. If you 
are a director, direct, every chance you get. If you are an actor, act 
every chance you get. If you are a musician, perform every chance 
you can. To help brand yourself, create a music video, short, trailer, 
rip-o-matic (rendition of a commercial), or even a feature fi lm if you 
can secure the fi nancing. Be active in your passion, and hone your 
craft. Most important, enjoy the twists and turns of the journey. 
Remember, helping others bump up their game will result in 
bumping up yours. 

Devorah Cutler-Rubenstein rose through the studio executive ranks 
after graduating from Cal Arts Film School. She has written, produced, 
and directed award-winning shorts and fi lms. She is CEO of Th e Script 
Broker®, a consulting and marketing fi rm.

Maury Rogow built a successful career in business development, and 
was attracted to the entertainment industry where he founded RipMedia 
Group. Rogow is a member of the National Academy of Television Arts 
and Sciences, SAG, and Film Independent.
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Spotlight Spotlight onon Starlet Actress Starlet Actress
Haley Ramm

ByBy   ANGELA M. HUTCHINSON



   ollywood starlet Haley Ramm is at the peak

   of her career. Having landed ground-breaking

   roles in blockbuster fi lms, indies and on

   primetime TV, this young actress has become

   one to watch for 2011. She recently starred in

   the MTV movie, “Worst. Prom. Ever.,” which 

aired this past May, and she was also cast in the fi lm “Skateland,” a 

coming-of-age drama that premiered at the 2010 Sundance Film 

Festival.

  “I was that little kid who always knew what I wanted to do. I 

dragged my parents to Hollywood and convinced them that I could 

make it,” says Ramm.

  At the age of 9, the now 19-year-old Ramm began booking 

roles in independent fi lms and shorts in her hometown of Dallas, 

Texas. Ramm’s drive led her, along with her mother, to make the big 

move to L.A. when she was only 11 years old.

  Ramm already has an impressive resume for a teenager. Her 

fi lm credits include “X Men: Th e Last Stand,” “Flightplan,” and 

Sean Penn’s critically acclaimed “Into the Wild.” Ramm has also 

had starring roles in television movies and dramatic series such 

as “Without a Trace,” “Grey’s Anatomy,” “CSI,” “Th ree Rivers” and 

“Hawthorne.” In 2009, she took a comedic 

turn as Missy Robinson in a starring role 

on Nickelodeon’s top rated “iCarly.”

  Ramm’s mesmerizing performances 

have garnered the attention of fi lm critics. 

Regarding her role in Lifetime’s “Bond of 

Silence,” Th e Hollywood Reporter recalls, “...

Haley Ramm as partygoer Jordan calls to 

mind the wide-eyed clarity of Evan Rachel 

Wood...” 

 When Ramm has leisure time, she 

enjoys hanging out with her friends and 

family. She loves horseback riding, classic movies and literature, 

and she has just taken up photography. Hollywood & Vine had the 

pleasure of talking with Ramm about being a working actress in 

Hollywood.

Q: With the thousands of occupations that exist in the world, 
why did you decide to pursue acting? Who or what inspired you?
I was a very quiet kid, but even at 3 years old, if you put me in front 

of people, I would dance. I never had stage fright. I just loved the 

feeling of being in front of an audience. I truly believe that for most 

actors, the need to perform is just something they are born with. I 

know that’s true for me. It probably sounds cliché, but acting is like 

breathing. I have to do it. My fi rst inspiration? Liv Tyler in “Th at 

Th ing You Do.” I wanted to be her.

Q: Tell us about your fi rst big break.
When I was 12 years old I booked my fi rst substantial movie role in 

“Rumor Has It” [starring Jennifer Aniston and Kevin Costner]. At 

least, it was supposed to be. Ted Griffi  n was the writer/director, and 

he hired me almost on the spot. Rob Reiner came on board as the 

new director and rewrote the script and cut all of my scenes before 

we even fi lmed. I call it my big break because in L.A. your agent 

always needs you to book so they have something to “pitch.”

 Th at pitch helped me land “Yours, Mine and Ours” [starring 

Dennis Quaid and Rene Russo] and “Flightplan” [starring Jodi 

Foster], and they led to many more opportunities. I love Ted Griffi  n. 

When I was fi lming “Flightplan” he came to set to visit a friend, 

found out I was working and tracked me down just to say he was 

sorry that “Rumor Has It” didn’t work out for me. I was just a 12- 

year-old kid. Who cares about a kid’s feelings in this business? Not 

many people.

Q: A lot of actors face a moment or several moments when they 
feel like quitting. Have you ever felt that way? If so, what kept 
you grounded and persistent?
I’ve defi nitely had moments in my career where I felt like nothing 

was happening, and I’ve had the typical “I’m never going to work 

again” actor breakdown. I don’t have it in me to give it all up though. 

I’ve been working too hard for this for too long to just quit.

Q: What is the most challenging character you have played so 
far? What type of role is on your wish list?
Kallea in “Almost Kings” because the subject matter was so dark 

and misogynistic. Although, I think it must have been harder for 

the male actors to embody such vulgar guys because in reality, they 

are all very nice. “Worst. Prom. Ever.” was also pretty challenging. 

It was my fi rst lead in my fi rst comedy. Being 

surrounded by hilarious comedic actors the 

whole shoot and having Dan Eckman, a genius 

comedic director, defi nitely helped.

Q: Who is your favorite actress and why?
I’ve always admired Amy Adams [“Julie & 

Julia”]. She’s extremely diverse and believable in 

all of her roles.

Q: And which director’s work do you most 
admire?

Hands down, no contest– it has to be Ron Howard.

Q: Do you have any quirky things you do or techniques you use 
before an audition, to help you perform with confi dence in the 
casting room?
I always drink green tea to calm any nerves, and I eat a bag of 

popcorn in the car.

Q: Have you ever experienced a blooper or LOL moment on 
set? Give us the scoop.
I did a lot of fl ashing on the set of “Worst. Prom. Ever.” It was always 

windy and my dress was very poofy and had no structure. I felt like 

Marilyn Monroe in “Th e Seven Year Itch.”

Q: How do you balance your career with having a social life and 
spending time with family?
I still live with my family, and we all get along great. Th ey are 

unbelievably supportive. My boyfriend lives upstairs from me. It’s 

great to have the ones I love so close by. Most of my friends are in 

the business — they’re actors, writers, photographers — and they 

understand the frenetic pace and when plans get canceled at the last 

minute.

Q: What kind of preparation do you do after you book a role? 

I work hard to put a little bit of myself into each character. I 
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spend quite a bit of time alone, thinking and fl eshing out 

the character’s 

personality.

Q: Would you 
ever turn down 
a role? If so, for 
what reasons?
I could never 

accept a role that 

had gratuitous 

nudity just for the 

sake of a paycheck. 

Once a young 

actress goes down 

that road she is 

known as a “go to” 

girl for the nude 

roles. I’m no prude. 

As I get older I’m 

sure there will be 

amazing scripts 

where nudity is an 

integral part of the storyline, but at 19, most of the roles that 

call for nudity are pretty tasteless.

Q: Let us in on a newsfl ash about yourself or career that 
Hollywood & Vine will be the fi rst to reveal.
Wow. Tough question. Sometimes I think my characters are 

more interesting than I am. Th at’s why I love acting. With 

that in mind here’s some character scoop... I take part in 

some girl-on-girl making out in “Worst. Prom. Ever.”

Q: Haley, what do you think is the key to breaking into 
Hollywood?
Don’t try and fi t into a mold designed by someone else. 

Hollywood is full of cookie-cutter people trying to make it. 

Find out what makes you unique and go with it. Above all 

else, be nice. People remember nice.

Starlet actress 
Haley Ramm’s 
journey 
authenticates 
that Hollywood 

dreams do 
come true. 
Ramm is repped 
by Innovative 
Artists and 

managed by Niad 
Management.



    opyright is protective of works such as   
    photographs, music compositions, fi lms, sculptures,
    news articles and paintings. Th ese forms of creative, 
expressive media are protected as any “original work of authorship  
fi xed in any tangible medium of expression” (under the 
Copyright Act).  
  Many content creators are confused about the fair use doctrine 
and whether they need permission to borrow from the owners 
of copyrighted works. “Fair use” allows conditions under which 
content creators can use material that is copyrighted by someone 
else without paying royalties or needing to obtain a license. It 
gives the public a limited right to draw upon copyrighted works 
to produce separate works of authorship. Such examples of uses 
include news, fair comment and criticism, parody, reporting, 
teaching, scholarship and research. Filmmakers, artists and writers 
benefi t from the fact that the copyright law does not exactly specify 
how to apply fair use. Creative needs are considered and whether 
the use is “fair” according to a “rule of reason”.  
  Courts employ a four part test (set out in the Copyright Act) 
and ask two key questions: 

  1.  Did the unlicensed use “transform” the material taken from  
   the copyrighted work by using it for a diff erent purpose than  
   the original, or did it just repeat the work for the same intent  
   and value as the original? 
  2. Was the amount and nature of material taken appropriate in  
   light of the nature of the copyrighted work and of the use? 

  If the answer to both questions is in the affi  rmative, a court is 
likely to fi nd a fair use.  
  For example, if a reporter quotes a paragraph from an article 
written online and that reporter compares the author’s opinion with 
that of other commentators, this is likely permitted by the fair use 
doctrine without the need to obtain the creator’s permission. 
  Be sure to keep in mind that fair use is a very fact-sensitive 
defense to a copyright claim. It is sometimes diffi  cult for producers, 
writers and content creators to determine beforehand whether a 
particular use is in fact a fair use. For this reason, it is a good idea to 
seek out a license before engaging in a use that might be a “maybe” 
fair use.  
  For more information, visit the copyright offi  ce’s website at 
www.copyright.gov. 
 
Tifanie Jodeh is partner at Entertainment Law Group dedicated to 
corporate, business and entertainment aff airs. She can be reached at 
Tifanie@entertainmentlawgrp.com. Jodeh grants column recipients 
permission to copy and distribute this column and 
distribute it free of charge, provided that copies are 
distributed for educational and non-profi t use, no 
changes or revisions are made, all copies clearly 
attribute the article to its author and include 
its copyright notice. DISCLAIMER:  Readers 
should consult with a lawyer before solely relying 
on any information contained herein. 

Copyright and 
the Rule of Reason

ByBy  TIFANIE JODEH

It’s Hollywood, Baby!

   ell me, how many jobs
   are you applying for a
   day? Two or three,
   or maybe fi ve? You 
need to apply for at least 20  
jobs a day. Every day, all day, until you get hired! Getting a job 
is a job in and of itself. And submitting your resume to the 
postings on Entertainment Careers, Showbiz Jobs, Journalism 
Jobs, Media Bistro, Career Builder, ProductionHUB, or even 
Craigslist isn’t going to cut it. Now, I do hope you are utilizing 
all of those websites as well as the industry job list (formerly 
entitled, “Th e UTA Job List,” which you can get for free via this 
website: www.tempdiaries.com/p/job-list.html).
  If you want an industry job ASAP, joining the online pool 
of applicants will only get you so far. Th e days of applying for 
an entertainment job on Monster are practically obsolete, if 
ever legit at all. In addition to your electronic submissions, 
search the internet for the names of the companies’ hiring 
managers. Fax them directly or mail a hard copy of your resume 
and cover letter, stating the position you already applied for 
through the company’s website.
  After you have submitted for every applicable job 
online, get out of your studio city apartment and schmooze. 
Remember, “It’s Hollywood, Baby!” It’s not what you know, but 
who you know and who knows you. Th e best way to get a job 
is through a referral. Tell everyone you know that you need a “J 
O B.” Send out an e-blast email with that in the subject to your 
contacts and friends (and please use the Bcc option!).
  Creating and nurturing relationships in Hollywood is 
crucial. If you don’t master the art of networking, the art 
of failure will master you. Volunteer to help on projects 
with colleagues and mentors. Attend seminars, mixers, and 
screenings. Crash a fi lm set and leave a few of your resumes 
with the production crew. Network, network, network!
  Flocks of actors, writers, and musicians move back to their 
hometowns because they can’t survive the Los Angeles heat, 
which is hotter than Miami, New York, Chicago and any other 
glam city combined. To avoid migration, follow the mulatto 
lyrics of Sheryl Crow and Eminem: “Get your 45 (sunblock) 
on...You only get one shot (chance)!”
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“I’m on Hiatus 
  and need a P.A. job. 

Can you help?”
~ Unemployed Production 

 Assistant, Studio City

For candid industry advice, email 
hollywoodbaby@hollywoodvinemag.com.

[ Showbiz, Esq. ]



   asting Director Dan Velez of
   Dream Big Casting has worked
   on numerous independent feature 
fi lms and multiple studio pictures where 
he primarily handles the casting of Latin/
Hispanic talent. He is based in Hollywood and 
is currently working on 6 feature fi lms.

The Sides
Scene 1: What defi nes an actor who is serious 
about show business?
Scene 2: What are you looking for on a 
resume?
Scene 3: How many headshots should an actor 
have on a casting site (i.e. Actors Access)?

Scene 4: Defi ne what “networking” should look 
like when it comes to the actor?

The Audition
1: What defi nes an actor who is serious about 
show business? 
Th e key part of that question is the word 
“business”. An actor that does not approach 
their career as a business does not have the 
mentality, in my mind, to be considered a 
serious actor. When you look at an actor’s 
career, you have to realize that the industry has 
been around long before you and will be around 
long after you. It is a machine and you are just 
a small part of it. Even when you are Brad 

Pitt, Johnny Depp or Meryl Streep, you still 
barely have some infl uence over the industry 
as a whole. So you have to have the mind of an 
entrepreneur and have to realistically look at 
the product you are selling, yourself as an actor, 
you are a product. So you have to make sure 
that product is the very best it can be. It has 
to be extremely well-trained, you have to feel 
good about your body and yourself, and have 
an innate confi dence and comfort with who 
you are and who you want to be. Have it be an 
MFA or graduated from a 2 or 3-year program, 
that shows you’re serious, but honestly it is not 
enough. Th e diff erence between going through 
a theater program and the constant training 
that forces you to continuously grow as an 
actor and a person that you can get from some 
of the acting classes in one of the in the major 
cities like Los Angeles, New York, Chicago, 
London, or Australia, if you look at that reality 
– it’s not enough to have a diploma. It’s a 
constant process, which is where it’s art and 
that dichotomy makes it diffi  cult. You have to 
have that business mind all the time and also be 
an artist all the time. So until you as a person 
have become the best artist you can and you are 
marketing a very serious product, I can’t take 
you seriously. 

2: What are you looking for on a resume? 
A resume is one of the most important parts of 
an actor’s package but not the most important, 
in my opinion. Th e reality is that either you 
have the credits that will gain interest, or you 
don’t. So its purpose is to direct my attention 
to what you want me to see or know about 
you. Not just list a self-gratifying list that will 
show you have been hustling for 6 months or 
a year or how many student fi lms you’ve done. 
I look for diff erent things and it depends on 
the project. So all casting directors look for 
diff erent things in a resume. So, speaking for 
myself, what I want to look at is what you want 
to point to me. Be smart and force my eyes to 
see what you want me to see. So whether it’s 

While a casting offi  ce is typically thought of as the offi  ce for a casting director, the While a casting offi  ce is typically thought of as the offi  ce for a casting director, the Hollywood & Hollywood & 
VineVine casting offi  ce is a column run by actors. These talented artists will go inside the minds of  casting offi  ce is a column run by actors. These talented artists will go inside the minds of 
casting professionals to unveil insight about the business of acting and a more accurate perspective casting professionals to unveil insight about the business of acting and a more accurate perspective 
of the casting process. If actors have a question they would like to ask the casting offi  ce, email of the casting process. If actors have a question they would like to ask the casting offi  ce, email 
casting@hollywoodvinemag.comcasting@hollywoodvinemag.com and their inquiry may receive an ‘audition’ and therefore,  and their inquiry may receive an ‘audition’ and therefore, 
featured in the next issue of featured in the next issue of Hollywood & VineHollywood & Vine. This month, SAG and AEA actor Charles Maceo . This month, SAG and AEA actor Charles Maceo 
takes charge of the casting offi  ce.takes charge of the casting offi  ce.
 

ByBy   CHARLES MACEO

[ Casting Offi ce ]
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highlighting or bolding, or changing a standard industry format, color 
paper. You have to have a professional looking resume that fi ts the 
standard of the industry. We look very quickly and we know training 
goes at the bottom, fi lm goes at the top and if there isn’t any we know 
you haven’t done any substantial fi lm work, television goes next. Don’t 
list your commercials, just write “Available Upon Request”. Don’t list all 
your training, just specifi cally what you want us 
to know.

3: How many headshots on the submission 
sites? 
My answer is simple, but it probably diff ers 
from other casting directors. I like just a couple. 
Some agents encourage actors to have too 
many, which may be what they need. From my 
end, I get an idea of what a person can do or 
look like with just 2 pictures and it’s not about 
smile or not smile. More recently, I’ve become 
a fan of the smile because when you’re truly smiling, you’re allowing us 
to capture you and shows you that you as an actor are willing to open 
up as well. Th at’s just my opinion, so I want to see what you look like, 
in just a couple shots. It’s so important to consider your image. You 
can’t just cut your hair one day because you felt like it or color your 
hair, because you were in a good or bad mood. If it’s because of a role, 
that’s okay, and you’ll go back to your normal look. But if you change, 
your headshots need to change with you. You want to be portraying a 
very specifi c image and I want the headshots to match. I don’t want to 
see 12 headshots one with long hair, one with short hair, I know you 
can cut your hair. I do have some imagination, some people may not. 
But that’s why personally I like to see a couple shots to see what this 
person looks like and whether they fi t the character or are close to that 
spectrum and then we can go from there. I think it’s the acting work 
that will translate this person into the actual character we are 
looking for.

4: Defi ne what “networking” should look like when it comes to the 
actor? 
Networking is one of the most misused words in the industry, or 
maybe I just don’t fully understand it. It sounds like you’re using other 
people. I think instead it’s forming relationships or partnerships. If 
you are a business and you are your own business, you want to develop 
diff erent partnerships, some of which may help your career and some 
may even hinder it. Th e key element is for you to fi nd a way to not look 
at them as “what can you do for me”, instead it’s what you can do for 
the other person. Th at’s what most people miss when they’re actually 
networking, they fail to realize how important it is for you to honestly 
allow yourself to get to know a person. Especially in LA, it moves so 
quickly and people are so shallow, not necessarily because they want to 
be. You don’t have the luxury. Your job is to take life and live it to the 
fullest and fully embrace it.  If [networking] becomes too important 
or [an actor] gets into that “I am networking” mentality, instead of just 
being out there exploring, that’s what you should want to do anyway, 
people to aff ect you, people to make you smile, laugh, cry, hurt you, fall 
in love, cause that’s what you need to do as an actor. Th at’s your job, to 
have the audience fall in love with you, whether you’re the 
good or bad guy, so that directors will want to work 
with you, so we want to watch you, because it’s the 
audience that controls the content and if the audience 
falls in love with you, likes you, they will keep 
watching you and that’s where your career will grow.

The Notes
“Refl ecting upon Dan’s responses, the advice to “own and embrace 
what you are…” lingers heavily in my mind. How many times have we 
[as actors] walked into an audition thinking we weren’t good looking 
enough or experienced enough? Dan’s insights aid in shifting my 

mindset toward the journey of an actor. 
I can’t aff ord walking into a casting offi  ce 
apologizing (internally or outwardly) 
about the fact that I’ve never appeared 
on a network show or have yet to land 
a signifi cant role in a feature. It doesn’t 
suggest I am less worthy. Rather, it simply 
means I am where I am meant to be at this 
moment in time and should fully embrace 
that. We all should. A casting director’s 
job is to bring us before the producers and 
director for the possibility of employment; 
not to validate who we are as people and 

our endeavors in this industry. Th at job belongs to us.” -CM

Callback?
Yes. Dan nailed it! We look forward to having him again in the H&V 
casting offi  ce.

Actor Charles Maceo (SAG, AEA) received his classical training at UC 

Irvine. He has performed on national and regional stages, landed numerous 

lead roles in independent fi lms, and recently booked a role in the upcoming 

television pilot, Just Jamal.

By 
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Atlanta’s Emerging 
Film and Television Market

ByBy  SHAKEILA M. BEARD

    ith the economy aff ecting many industries,
    including fi lm and TV production, it is no
    wonder why many production companies   
    produce projects outside of California. States
    like Georgia provide production companies with 
the essentials they need to produce successful productions outside 
of major markets. In addition, many states off er great tax incentives 
for production companies to utilize their state, while major market 
states are considering cutting incentives. Georgia is known to have 
one of the most aggressive tax incentive programs to compete with 
other emerging markets. According to the Economic Development 
Offi  ce for Georgia’s Film Commission, in 2008 then Governor 
of Georgia, Sonny Perdue signed Th e Georgia Entertainment 
Industry Tax Investment Act to law to increase tax incentives for the 
entertainment industry.
  Th e tax incentive off ers a 20 percent fl at tax credit for a 
minimum investment of 500,000 on qualifi ed productions, 
regardless to whether it is a feature, TV series, or movie for TV, 
according to Georgia’s Film Commission. Production companies 
can earn an additional 10 percent tax incentive for including 
Georgia’s logo on approved projects. Th ere is also an eight percent 
point of purchase sales tax exemption for most materials, services, 
and rentals. Th ese tax incentives cannot only be used for fi lm and 
television, but they also apply to game development and music 
videos. Th ese incentives are driving a lot of production companies 
to Georgia, more specifi cally to the city of Atlanta.
  Th e city of Atlanta is known primarily for being a thriving 
center of the music industry. Atlanta has produced artist such as 
Justin Bieber, Cee Lo, TLC, Th e Black Crowes, T.I., Th ird Day, 
John Mayer, and Janelle Monae to name a few. It is known as the 

“place to be” for A&R (Artist & Repertoire) execs and music 
managers seeking talent. Many aspiring artists move to Atlanta with 
hopes of getting their “big break.” However, as things begin to shake 
up, Atlanta is becoming one of the most favored markets for fi lm 
and TV outside of Los Angeles. Films shot in Atlanta include “Th e 
Blind Side,” “Life as We Know It,” “Why Did I Get Married Too,” 
and “Stomp the Yard Homecoming” amongst many others.
  According to Georgia’s Film Commission, in 2010 alone there 
were eleven feature fi lms shot in Atlanta many of which were box 
offi  ce hits. Atlanta also currently serves as home to many TV series 
such as “Drop Dead Diva,” “Vampire Diaries,” “House of Payne,” 
“Meet the Browns,” upcoming series “Single Ladies” produced by 
Queen Latifah and “Necessary Roughness,” a series that will be 
a spin off  of the 1991 feature. Th ere have also been several TV 
movies that have been produced in Atlanta and the numbers are not 
slowing down for either category.
  Since many production companies are moving their projects to 
the Atlanta area, many opportunities are being created for Atlanta’s 
local talent, including make-up artists, hairstylists, wardrobe 
stylists and crew. “Production companies’ migration to Atlanta 
is a win-win for all,” explains local Atlanta talent Liz Langford, 
“more opportunities for local actors and more opportunities for 
production companies.” Liz was cast in “Th ree Can Play that 
Game,” a Rainforest Films’ production and the sequel to “Two Can 
Play Th at Game,” starring Vivica A. Fox and Morris Chestnut. 
Production companies, whose base is in Atlanta, like Tyler Perry 
studios and Rainforest Films, utilize the wealth of local talent.
  “Th is benefi ts actors by of course opening up the talent markets 
but also encourages city governments to implement tax incentives 
and programs that encourages production companies to fi lm 

[ Local Hire ]
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projects in cities other than LA,” explains 
Langford. 
  Th ough Atlanta has not reached 
the status of the two major markets, Los 
Angeles and New York, it is progressively 
growing in the fi lm and television industry, 
housing two major soundstages. Tyler 
Perry Studios houses a soundstage and 
more recently Screen Gems, who also have 
soundstages in Los Angeles, New York, 
and Wilmington, North Carolina, opened 
soundstages in Atlanta that sit on 
30-acres of land. Th e opening of 
the Screen Gems’ soundstages has 
allowed many production companies 
to utilize the facilities to fi nish 
their projects. With the presence of 
more than one or two soundstages, 
Atlanta does not have to worry about 
turning production companies away. 
And though there is not as much 
work as there is in the two major 
markets, actors are encouraged not to limit 
themselves, when submitting for projects.
  Jason Wood, casting director for 
Queen Latifah’s newly produced series, 
“Single Ladies,” says, “Actors have to be very 
proactive in their careers to know what’s 
going on and do the leg work to get the 
opportunity. Like in Los Angeles and New 
York the opportunity is not going to just fall 
in your lap in Atlanta (though you seldom 
hear the luck story of an actor). Actors have 
to put in work to get where they want to 
go, whether it is joining an agency and/or 
taking classes to perfect their craft. Because 
the market is small and there are many 
people who are trying to break into the 
industry, actors have to work progressively 

to get roles, as in major markets where 
the ratio of actors to projects is large in 
comparison.
  While there are about eleven major 
talent agencies in Atlanta, many actors do 
get booked by independently fi nding work. 
“Even if with an agency, actors have to 
also carefully and eff ectively manage their 
career if they plan to fi nd steady work in the 
Atlanta market, as is also true in the major 
markets,” says Woods. 

  Th e Georgia Film Commission keeps 
track of the all productions going on in 
the state of Georgia. Th e also have a page 
on their website with up-to-date job 
information in addition to a hotline actors 
can call to fi nd out casting information for 
upcoming projects. Peers can also play an 
essential role in an aspiring actor’s career, 
as in any other profession because they can 
keep them in the loop of things that are 
happening in the entertainment realm. It’s 
also good to know the seasons in which 
there are more opportunities available to 
aspiring actors.
  Th e more productions that take place 
in the Atlanta area, the more promising the 
market becomes to actors. Th e stabilization 

of the Atlanta market is not going 
unnoticed by actors outside of the Atlanta 
area. “A lot of Los Angeles actors moved 
to New Orleans for opportunities and the 
same thing is happening in Atlanta,” says 
Woods. Many aspiring actors who were 
having trouble in major markets because of 
the infl ux of actors there are now moving 
to alternative markets as an alternative. 
Many production crews are also following 
opportunities as they move other places 

such as Atlanta, because it is providing 
them with work outside of their 
normal territory.
 Known for its music successes, 
Atlanta is now evolving into a rising 
entertainment capital as opportunities 
grow. So no more are the days where 
Atlanta mainly housed aspiring music 
artists, it is now evolving into a city for 
up and coming entertainers, adding 
actors and production crews to the 

list. As the market grows, Atlanta looks 
like a positive alternative that is ultimately 
cheaper than the two major markets. 
Th ough Atlanta has room for growth, the 
city is sure to off er many large incentives for 
such a small market. Th e incentives are in 
the form of tax reductions for production 
companies and opportunities for Atlanta 
local hires. A small market with large 
incentives — Atlanta is now “above 
the line.”

Shakeila Beard is a graduate from Purdue 
University. Specializing in integrated 
marketing communications, she has been 
involved with marketing, public relations 
and promotions work for recording artists.

By  

C-47 (Noun)
The term “C-47” could refer to a military transport aircraft, but in the fi lm business it’s actually the 
technical name for a spring-type wooden clothespin. One story for how the clothespin received this title 
has to do with one of the most famous movies ever produced, “Citizen Kane,” which was directed by 
and starred Orson Welles. The story is based on newspaper tycoon William Randolph Hearst, creator of 
the national historic landmark mansion, The Hearst Castle, located in San Simeon, California. It’s said 
that during the shooting of “Citizen Kane,” Welles asked producers for clothespins to use on set, but the 
producers denied him. Welles looked up the clothespin in a catalogue and decided to change the name to 
C-47 based on information associated with the clothespin in the catalogue.. No one wanted to look like 
they didn’t know what the term meant, so they gave Welles the C-47s, no questions asked. From then 
on, it was said everyone on set was forbidden to call them clothespins. C-47s are used to attach color 
correction gels and diffusion to barn doors of lights used during fi lming. Since the wooden clothespins 
do not transfer heat, they are always safe to touch.
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   alent agent Jay Jacobs has
   represented the most iconic
   stars in the music industry
   and guided the careers
   of multiple Grammy Award- 
   winning and multi-platinum 
selling artists such as Jackson Browne, Ashford 
Simpson, George Benson, Diana Ross, Crosby, 
Stills and Nash, Teddy Pendergrass, Donna 
Summer, Th e Temptations, Simon & Garfunkel, 
Van Morrison, Michael Feinstein, Natalie 
Cole, Chaka Kahn, Ray Charles and 
Miles Davis, and he also discovered the 
Beach Boys.
  “Big names, big bucks, and a lot of hard 
knocks along the way,” says Jacobs about his 
mind-blowing roster of clients. “I’ve been there, 
and I’ve done it all, and while I am semi-retired, 
I enjoy sharing my knowledge, expertise, and 
passing on the torch to the younger generation.”
  Read on to experience the vitalizing and 
legendary wisdom of music icon Jay Jacobs.

Q: What inspired you to want to work in 
the entertainment industry, and specially the 
music business? 
Mom has to be credited for my success in more 
ways than one. It was because of her that I came 
to love show-business. During our visits to 
New York we would always see a hit Broadway 
Musical. I was mesmerized, hypnotized and 
completely captivated and intrigued from the 
very fi rst time I saw a Broadway show. Who 
made those costumes? Who wrote the songs? 
Where did the scenery go? How did it all work? 
Who did what and how? I had to know. Th e 
curiosity of that little boy pleaded, begged to be 
fulfi lled.

Q: You are a product of the 40s, 50s and 60s. 
How did that infl uence your entertainment 
endeavors? 
Growing up in Philadelphia, the birthplace of so 

many singers and musicians, groups and writers, 
I used to watch “Dick Clark’s Bandstand” with 
my grandmother before the show went national. 
We used to grade the songs and even jitterbugged 
together. She was a strong infl uence in me 
pursuing an acting and singing career. I took 
acting and singing lessons, even made a record 
that got some good airplay.
  When I turned 16, I became a summer 
“regular” on Bandstand and would go there 
every weekday after school. I wanted to be the 
next Frankie Avalon, Fabian and Bobby Rydell. 
I briefl y pursued a career as a performer and 
appeared in several shows in Philadelphia’s 
equivalent of off -Broadway. When I took my fi rst 
big step and moved to New York I auditioned for 
a couple of new musicals, but I was so terrible 
at the auditions I decided that appearing in 
front of the footlights was not meant to be. It 
was then that I fi lled out an application to work 
at the William Morris Agency. I was extremely 
fortunate to be accepted and spent the next 30 
years with WMA.

Q: How did you work your way into the 
music side of the agency?
Everyone who wanted to be an agent had to start 
out in the mailroom – the infamous William 
Morris Agency mailroom. Some mailroom 
trainees wanted TV, Motion Pictures, Broadway, 
Literary, but I was bent on getting into the newly 
formed Music Department. I loved music, and 
I made it known to everyone within ear shot. 
Rock ‘n’ roll was just becoming the next art form 
and the Morris offi  ce was quick to jump on the 
bandwagon and take full advantage of an area 
where they saw the potential to make big bucks. 
Th e Beatles, Th e Rolling Stones and Th e Beach 
Boys were the biggest rock acts in the world, 
circa 1963-64.
  I did everything but roll around on the fl oor 
and kick my legs in the air, to please let me help 
develop the Music Department. I would make it 

ByBy    ANGELA M. HUTCHINSON

Former Agent Jay Jacobs

The Temptations

Simon & Garfunkel

Van Morrison
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a point to knock on the door of agents, even 
the top executives, the administrators of the 
company, and ask if they needed help. My 
determination and sincerity came shining 
through and I was given my chance, my 
opportunity to deliver, and I went at it like 
a pit bull attacking sheep. I began to book 
dates all over the country.
  I would take advantage of my new 
position as secretary and slave boy and began 
to intercept their phone calls from buyers. I 
began to negotiate my own deals and made 
bookings of my own without them knowing 
about it at fi rst. Eventually they caught on 
and were upset big time. Th ey reported me 
to the head of the department who, instead 
of chastising and fi ring me, congratulated me 
on my tenacity and eagerness to become an 
agent and promoted me to full agent status. 
I don’t recommend anyone do this now, but 
I got away with it then and my perseverance 
paid off .

Q: Usually the agent discovers the star, 
but in your case, the Beach Boys heard 
about you. Share with us your most 
memorable moment as their agent? 
Representing the 2nd or 3rd biggest band 
in the world in 1964 was the thrill of a 
lifetime for this 22 y/o wet behind the ears, 
new hotshot agent. I had to pinch myself a 
hundred times a day to make sure it wasn’t 
a dream. Th e BBoys and I clicked from the 
moment we met. After all, I was their age 
and everyone else at the Morris agency were 
all old men as compared to us. Th ey trusted 
me and that is the most important asset any 
agent could have, a client that trusted them.
  I actually changed the way deals were 
made. I was the fi rst agent to negotiate a 
guarantee against a percentage of the gross. 
Th at had never been done before, I raised 
the bar and made the deal of all deals, and it 
made the Board of Directors of the company 
sit up and take notice. Suddenly the agency 
was pulling in commissions beyond their 
wildest dreams, and I was the golden boy for 

doing it. Th ey gave me a $20 raise back then. 
Today that’s peanuts and it was back then, 
too. But it didn’t matter. Money didn’t matter. 
It was a thrill to be doing what I was doing 
and I was doing it with passion. If you aren’t 
passionate about what you are doing, then 
go sell shoes at Wal-Mart. No disrespect 
intended.
  Suddenly, almost over night, the biggest 
promoters in the business from around the 
planet were calling to speak with me, all 
wanting, begging to buy a date on the BBoys. 
Back then rock was in its infancy, and the 
notoriety and publicity the boys were getting 
made them as famous and as important as 
the President of the US. When we landed 
in Boston or Philly or Cleveland there were 
thousands of screaming fans packed in the 
lobby of the airport, on the tarmac and 
spilling out onto the street. Th e cops didn’t 
know how to handle it. I had to make pre 
arrival plans with the Chief of Police in each 
city to set up an arrival and escape route. To 
have a dozen squad cars leading the way with 
sirens screaming and red lights fl ashing was 
a thrill repeated wherever we went. Th ere 
was one event that does stand out for me, a 
departure from the adrenaline rush. I think it 
was at a Holiday Inn in Providence, R.I.
  Th e promoter gave us each a motor 
scooter to play with, to ride around the city 
and get more publicity, as if we needed any. 
Ha. We were driving in circles in the parking 
lot in front of the hotel. I decided to rev it up 
and hit the throttle full, going over a speed 
up, fl ying 10 feet in the air and come crashing 
down and back against the plate glass lobby 
window, landing on my shoulder. After a 
couple of hours in the local emergency room, 
I made it back to the gig in time for the boys 
last number and, once again, escorted out of 
town , all the while with Mike, Carl, Dennis, 
Brian and Al who had a great time poking 
fun at me. Th at event fortifi ed the bond I 
had with the guys and made it even stronger. 
If I knew it would have that kind of eff ect I 
might have planned it. Th at was memorable.

By  
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Q: When you went to work for WMA in Beverly Hills, was 
there a diff erent culture than the NY offi  ce? 
In one word, YES. Th e New York offi  ce was thick in tradition. It’s 
where it all began. Practically all of the key execs were 50 or 60 years 
old, second-generation Morrisites. Suits and ties were the order of 
the day. And when the recording industry transitioned to L.A. the 
WM image also went through a transition. Suddenly, younger men 
and women became executives and even became members of the 
Board of Directors of the company. Th e company needed to change 
its conservative image to appeal to a younger 
demographic of buyers, creative people and 
clients. Th e personal appearance agents no 
longer needed to wear ties and suits. Genes and 
sneaks and pull-overs was the new dress code.
  Th e tempo and the electricity that is New 
York was missing in Beverly Hills. Th ings were 
done in a more nonchalant way. I was surprised 
and envious at the calm, cool and collected 
approach to doing business on the West coast. 
Th ere was frenzy and urgency that permeated the way things were 
done in N.Y. Not so in California. Hey, if we don’t get it done today, 
no sweat. We’ll do it tomorrow. I would have fi red someone if they 
displayed that kind attitude in New York. Th is is not to say that my 
associates in Beverly Hills didn’t care, because they did. Th ey just 
didn’t care with an element of urgency attached to it.

Q: When ICM made you an off er you couldn’t refuse, how did 
you make the transition to leaving WMA after it had been your 
home for 30 years? 

When I made the decision to leave WMA and go to ICM, I 
discussed the move with all of my clients beforehand. Naturally, the 
move and all of our conversations were under
wraps and kept completely confi dential. No one knew I was 
leaving until the moment I did. It was like a bomb going off . 
Jay Jacobs leaving William Morris after 30 years!? Impossible. 
Uncomprehendable. I think everyone was in shock, especially 
me! I remember walking out of WMA when I resigned and I was 
comatose. A friend had to drive me home. I could hardly believe I 

did what I did.
 At the same time, I was looking forward 
to being energized, of being reborn in a sense. 
Truth is I was bored at WMA. Th e company 
recently lost most of their motion picture 
department and few artists were being signed. 
WMA was old hat and CAA and ICM were new 
school, the new kids on the block. I welcomed the 
opportunity to be a part of that change. Th at is 

what interested me the most. Of course, the money was also a major 
contributing factor. It was much more than I was making at my 
home of 30 years. I think everyone became complacent, and it was a 
good time for me to make the move.

Q: Breaking into Hollywood can be a challenging and rewarding 
journey for actors, writers, musicians, etc. What advice would 
you like to share? 
To never give up. Whether it’s trying to get a record deal, a part in a 
play or wanting to work at a major talent agency. Never give up and 
follow your dream. More often than not, those that persevered and 
stuck with it turned their dream into reality. Integrity and honesty 
are two qualities that will separate you from the rest of the pack 
and will lay the foundation for the reputation that will be your 
trademark in the industry.

Q: Now that you are semi-retired, what are you doing now?
After 40 plus years in the fast lane I’m enjoying not being on 6 
phone lines all day long or working in the offi  ce all day, driving 
through rush hour to get to the airport to take a fl ight to Vegas or 
San Francisco to see a client or a new band, taking a 1 a.m. fl ight 
back to L.A., getting a few hours sleep and starting all over again the 
next day. Multiply that times 5 days a week, 52 weeks a year for 40 
years and I am enjoying taking a break from that.
  When I left the business I was burned out, bought a ranch in 
San Luis Obispo, and needed to get away from it all. I needed to 
breath fresh air, smell the fl owers and watch the clouds roll by.
  So many people have asked me to write a book over the years 
and at long last I fi nally have the time to do it. I have eight chapters 
fi nished so far and I am enjoying writing it immensely. I also lecture 
from time to time. I derive a great amount of satisfaction sharing 
my knowledge and expertise with a new generation of young artists 
just starting out on their road to success. Th at is why I created my 
website www.talentagentadvisor.com.

H&V thanks music icon Jay Jacobs for sharing an amazing 
journey of a 20-year-old industry newcomer who parlayed a 
$4.05 train ticket from his hometown of Philadelphia to one of 
the most successful veteran agents in show business for the 
next 40 years.
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Mofongos
5757½ Lankershim 
Blvd.
North Hollywood

Acclaimed as the only 
place that serves a full 
Puerto Rican menu in 
Los Angeles, owned by 
Chef Augusto.

Chateau Marmont
8221 Sunset Blvd.
West Hollywood

“When it comes to Hollywood hot 
spots, the Lifetime Achievement 
Oscar goes to the Chateau 
Marmont.” –People Magazine

The Highlands
6801 Hollywood Blvd.
Los Angeles

One of Hollywood’s premier night clubs, 
featuring the hottest DJ’s, plush lounges 
and balcony views of the city.

The Getty Villa
17985 Pacifi c Coast Highway
Malibu

An educational center and 
museum with amazing ocean 
views.Dedicated to the study of 
the arts and cultures of ancient 
Greece, Rome, and Etruria.

De Todo un 
Poco Platter 1 
Pastel de Cerdo 
(pork fi lled 
banana tamale), 
1 Alcapurria de 
Res (beef fi lled 
banana fritter), 
1 Pastelillo de 
Carne (beef fi lled 
empanada), 1 
Pastelillo de Pol-
lo (chicken fi lled 
banana tamale), 
y 4 Relleno de 
Papa (meat fi lled 
potato circles).

Toast Café & Bakery
8221 W. Third St.
Los Angeles

The perfect combination of a hip LA 
café with a laid back mood and tasty 
American cuisine. Usually a wait 
to be seated, but celeb watching 
passes the time.

Hollywood Wax Museum
6767 Hollywood Blvd.
Los Angeles

Opened its doors on 
February 6, 1965. A 
place where tourists and 
L.A. residents have the 
opportunity to snap shots 
with their favorite stars.
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Real Estate Specialist Onnikah Randolph of ACE 
Realty (DRE Lic. # 01994717) is a Chicago native 
that has lived in the Los Angeles area for the past 8 
years. She focuses on REO, Short Sales, Probate Sales, 
as well as Standard Sales. She can be reached at 
CelebrityMLS@hollywoodvinemag.com.

taylorswift13: Andddd.. now I’m watching videos of kittens 
falling asleep.
diarydiva: @taylorswift13 And I thought I didn’t have 
life…I’m starting to feel better thanks Taylor!!

charliesheen: Dead or Alive. WE PREFER DEAD! Well done 
SEAL team! AMERICA: #WINNING that’s how we roll....
diarydiva: @charliesheen We hear and see you Charlie now 
QUIT scarring everyone and find a job!!!

KimKardashian: So excited for my Twitterview with @
CELEBUZZ today at 4pm PST to celebrate my new fragrance 
GOLD! Follow them now so you can join in! Xo
diarydiva: @KimKardashian Calling your new Fragrance 
GOLD... Hmmm, what a perfect name, GOLDDIGGER... oops, 
did I just say that?!

MarioLopezExtra: Oops! Tequila is getting to me.. Little 
buzzed.. Spelled my girl Rihanna’s name wrong! All good.. 
Love her.. Watch ABDC anyway!! Viva Mexico
diarydiva: @MarioLopezExtra It’s ok, Mario. I spell it 
wrong when I’m sober!

OfficialKimora: 2 all those heading out 2 start ur day, Make 
it Fabulous baby!! ;) #fb
diarydiva: @OfficialKimora Kimora, thanks for the pep talk
but can you come up with another word for Fabulous. PLEASE!!!

halesbells: Falling asleep to #TheRoyalWedding coverage! 
diarydiva: @halesbells I know right! We Americans got up 
at 3am for a lovely boring wedding. lol

justinbieber: So now WORLD relax Justin just said it will get 
better!
diarydiva: @justinbieber When?!! Because gas sure isn’t!!!!

JessicaSimpson: Rumor patrol...I haven’t been to the DMV 
in years!!!
diarydiva: @JessicaSimpson Soooooo, you don’t have a 
driver’s License?

aplusk: Why the [heck] do I still have a land line?
diarydiva: @aplusk So you can give that number to people 
you don’t want to talk to without lying.

Joan_Rivers: The Burka is the second controversial thing 
that France has banned. The first was in the 1920s when the 
country banned the use of deodorant.
diarydiva: @Joan_Rivers Too funny!! This woman never 
ceases to amaze me or her face.

Schwarzenegger: I’m proud of our men and women in 
uniform. Wherever you are, take a minute to say thank you to 
one of the brave heroes who serve our country.
diarydiva: @Schwarzenegger Arnold, are you still 
pretending to actually be a politician? 

HVmagazine:  New #USC study shows that females remain 
less visible & less valued than males in top feature films—both 
in front of & behind camera.
diarydiva:  @HVmagazine Well, take out all the females in 
front & behind and let’s see how many movie tickets sell!

Candyland: 
The American Dream?!
  or those of you that think   
  Candyland is nothing more   
  than a favorite childhood game, 
you couldn’t be more wrong! Th ere is 
a piece of this “American Dream” that 
exists right in our own backyard. Candy 
Spelling, widow of super TV producer 
Aaron Spelling, is the owner of this 
estate in the Los Angeles Holmby Park 
area (Bel-Air). Built in 2001, the home 
is offi  cially known as “Th e Manor.” 

 Priced at $150 million, the mansion is the highest priced 
residential listing in the world, according to Forbes. Standing three 
stories high, Th e Manor is slightly larger than the White House. It 
has a bowling alley, fl ower cutting room, beauty/barbershop, silver 
storage room, motor court accommodating 100 vehicles, citrus 
orchard, gardens, koi pond, tennis courts, swimming pool with 
pool house, and a wine cellar/wine tasting room. Which leads to 
the question: How much wine was Ms. Candyland attempting to 
store in that cellar? And are these parking spots for house parties or 
for the family’s personal collection?
 Candy Spelling made sure that the W-shaped home was built 
especially to her liking, as she oversaw the entire project herself, on 
sight with the builders (probably her idea of  “roughing it”). Also, 
was she proving a point by having the home built slightly above 
the size of the White House — to set the bar of the  “American 
Dream?!”
 While you may be renting now, stay focused on your dreams. 
As a real estate agent, I am aware of the multitude of steps involved 
in purchasing a home. Know that all things are possible if you 
believe and work to achieve. When Candy Spelling had her fi rst 
ideas for Candyland, someone probably tried to brush her off  a 
time or two (well, okay, maybe not since she’s a Spelling). Everyone 
has a beginning, and your ending is up to 
you! But if you choose not to believe in 
yourself and would rather quit pursuing your 
Hollywood dream, well, you can buy your 
piece of the American Dream at your local 
Toys “R” Us.

ByBy   ONNIKAH RANDOLPH
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Follow ME 
(@diarydiva) 

for tenacious tweets on 
@HVmagazine 

celebrities 
in the news!



Place your     castified, scriptified,
crewified, or extrafied today!

H&V’s Talent Marketplace (    ) is a tool for artists to promote themselves and their 
projects. is a treasure for talent scouts such as literary/music/talent agents or 

managers that are seeking new clients to sign. is an industry haven for casting 
directors and filmmakers that are seeking reliable crew and cast for projects. To 

place a ad or for more information, please call 310.712.3459
or email talent@hollywoodvinemag.com.

Hollywood & Vine is proud to showcase 
artisticpreneurs in our Talent Marketplace.



Born in Wilmington, Delaware, Brandon George has lived in Pennsylvania, Indiana, Florida and now Southern California is 
his permanent home. He attended college at Tri-State University and University of Central Florida where he studied engineering 
and played football. For the past 10 years, Brandon George has been acting professionally. He recently booked a reoccurring role 
in NBC’s “Days of Our Lives” soap opera. He has also landed several supporting and featured roles in television and films for 
MTV, CBS, and 20th Century Fox. He enjoys acting because it is challenging and gives him the opportunity to explore multiple 
experiences in life. Brandon George says, “I strive to one day reach my full potential as an actor and I will not give up until I do.” 
SAGe/ 6’ 0”/240 lbs.

TALENT MARKETPLACE

POWER PLAYER USE
To reach the talent featured in the Hollywood & Vine Talent Marketplace,

please call 310. 712.3459 or email talent@hollywoodvinemag.com.

BRANDON



Talia Thiesfield personifies versatility from the inside out. She currently wows audiences in “For the Record: Baz Luhrmann 

at Show at Barre,” which has been praised by Entertainment Weekly and the L.A. Times. She has also sang on stage with Denis 

Leary (Rescue Me Comedy Tour at the Nokia Theatre), Ok Go (“Jimmy Kimmel Live”), and The Kills (Coachella). Born in 

Connecticut and raised by a family of Caribbean New Yorkers, Talia has performed for theater, film and television, and voice-

overs for video games. She received her BFA in Acting from the University of Connecticut and her MFA from the University of 

California Irvine. Talia resides in Los Angeles and provides acting and vocal coaching to youth and young adults.

SAG/AFTRA/AEA

TALIA
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Genre: Romantic Comedy
Logline: Two fiercely battling opposing land developers must choose between winning at all costs or ending a feud, when 
their “twins from their future” wreak havoc in their lives and a lucrative land deal.

BiH member Anne Mount is a screenwriter, Literary Guild author, and award-winning journalist. She writes screenplays, 

original television pilots, episode scripts and commercials. She is the author of “How To Stay Lovers While Raising Your 

Children” (St. Martin’s Press). She has appeared on the “Today Show,” with Katie Couric.

LOVE MY MINIVAN
By Anne Mount

TALENT MARKETPLACE

POWER PLAYER USE
To reach the talent featured in the Hollywood & Vine Talent Marketplace,

please call 310. 712.3459 or email talent@hollywoodvinemag.com.

[ Scriptifi ed ]



Jamili Brown is the premier hip-hop rock band. Led by frontman Jenna 
Dean, the group seamlessly melds the urban musical terrain with rock 
sensibilities. Imagine Drake meets Maroon 5. Check out Jamili Brown’s music 
on iTunes.

“Charm Kids” is an inspiring multicultural story that encourages
children to share their talents with the world. Author Angela M.
Hutchinson is a graduate of the University of Michigan with a bachelor’s 
degree in Industrial & Operations Engineering. She also has a Cross-Media 
Journalism certificate from USC, and was selected to attend The Media 
Academy at Harvard University. To read the adapted “Charm Kids” 
screenplay or to learn more about the franchise (online maze game and sing-
a-long video), visit www.thecharmkids.com.

 Zemrah has been long recognized by her audiences as an artist with superb 
showmanship and verve. Her music style as a vocalist can best be described 
as soulful and stirring. She lifts you with her beautiful alto voice and uses it 
like an organ, covering each song with fluid, deep notes and sophisticated 
texture developed throughout her musical experience. Listen and buy 
Zemrah at www.cdbaby.com/cd/zemrah.

Phyllis A. Collmann is author of the Pioneer Book Series (7 books). As 
a retired nurse, her interest in pioneer stories sprouted from a lifetime of 
hearing accounts shared by the many patients she treated. Collmann says 
that the stories of survival she heard while on the job inspired her to write 
this strength-filled series. She lives in Iowa with her husband of fifty years. 
Collmann enjoys poetry, nature, and the fine arts. To order one of her books 
or for more information on the series, visit www.collmannwarehouse.com.
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Kramer’s autobiography 

with foreword written by 

Sidney Poitier.

STANLEY KRAMER
Producer/Director

 September 29, 1913 – February 19, 2001 
(Kramer died of pneumonia)

Stanley Kramer’s star for the 
motion picture category.

6100 Hollywood Boulevard
   tanley Kramer was the
   fi rst celebrity to receive
   a star on the Hollywood
   Walk of Fame on March
   28, 1960, near the 
intersection of Hollywood Boulevard 
and Gower Street at 6100 Hollywood 
Blvd. A native of New York, Kramer 
moved to California to explore 
opportunities in fi lmmaking. He was 
a producer and director well known 
for his socially 
conscious ground-
breaking fi lms.
  Kramer’s 
most successful 
movie as an 
independent 
director was the 
original “Guess 
Who’s Coming to 
Dinner,” featuring 
Katharine Hepburn, Spencer Tracey 
and Sidney Poitier. The fi lm won eight 
Academy Awards. Kramer produced 
and directed movies that addressed 
subjects and topics others would not 
dare touch at that time.
  Kramer’s most recognized 
movies are those of the 50s and 60s, 
which included the Oscar-winning 
and controversial movie “High Noon,” 
co-produced by a former Communist 
Party member. The movie was hailed 
non-American because of Kramer’s 
co- producer’s affi liation with the 
Communist Party and his failure to 
give names of other Communist Party 
members.
  Kramer’s fi lm career began early 
when he earned an internship with 
20th Century Fox as a writer and 
then as a production assistant in 
Universal’s art department. He then 
moved on to form his independent 
fi lm company Screen Plays Inc., after 
avoiding being drafted into the army 
by joining the army’s fi lm unit. While 
directing “High Noon,” Kramer landed 
a contract with Columbia Pictures 
to produce a number of movies. 
However, after several fi nancially 

unsuccessful fi lms, Kramer’s 
relationship with Columbia became 
strained and he eventually severed 
his ties.
  Kramer worked with many 
award-winning actors during his 
directing and producing days. He 
is also known as an elite in the fi lm 
industry. There has been great debate 
as to whether or not Kramer’s star 
was the fi rst star on the Walk of 

Fame, but according 
to the Hollywood 
Chamber of 
Commerce, Kramer’s 
star was indeed the 
fi rst star cemented 
onto the walk.
  Some fi lm 
critics recognize 
Kramer as a hero 
of the 50s. Director 

Steven Spielberg described Kramer 
as “one of our great fi lmmakers, not 
just for the art and passion he put 
on screen, but for the impact he has 
made on the conscience of the world.” 
Other fi lm critics described Kramer’s 
work as devitalizing to society.
  What remains true is that 
Kramer had a dream and pursued 
it until he achieved it. Kramer was 
noted as saying that he was always 
pursuing the next dream, hunting 
for the next truth, as should any 
industry professional. Hollywood & 
Vine acknowledges the passion and 
tenacity of Stanley Kramer.
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By 
BReaKiNG iNTo HoLLyWooD

 
P.O. Box 3909
Hollywood, CA 90078
phone: 310.712.3459  

MembershipMembership providesprovides access  to...

Mentorship

Job Referrals

Industry Events

Casting Notices

Networking Events

Career Consultation

Network with
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t

s
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BRRea

www.breakingintohollywood.org

Assisting aspiring professionals in the entertainment industryAssisting aspiring professionals in the entertainment industry

:

:Some of our events include

Actors • Agents • Casting Directors • Managers • Film/TV Investors
A&R •Artists Sound Engineers • Screenwriters • Producers • Directors

Animation Designers • Make-up Artists • Music Artists • Athletes
Music Executives • Film/TV Executives • Editors • Comedians

Book Authors • Musicians • Entertainment Attorneys
Costume/Set Designers

Actors Mingle with Casting Directors Get a JOB...In Entertainment!
Music & Film Biz 101    Casting Director Extravaganza  
Let’s Chat w/Entertainment HR   Writing Fellowships Open Doors!  
Party w/Hollywood’s Elite   Authors Mingle w/Literary Agents
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