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Got ICE?
ncore, encore! Please keep e-mailing the candid feedback about Hollywood & Vine (H&V), a new entertainment trade magazine recently 
launched by the 501(c)(3) non-profi t organization, BReaKiNG iNTo HoLLyWooD (BiH). Our team appreciates the 102,000+ 
clicks to our online PDF of H&V. It’s surprising to know we have readers from around the world–Canada, Singapore, Russia, France, 
South Africa, Italy and many other countries. We of course appreciate our U.S. readers, particularly our fellow Los Angelenos and New 

Yorkers. You can check out some of the comments from our power player readers in our Leave Word section (p. 7).
 Inside this second issue of H&V, we celebrate artists who have pursued their careers with ICE. Typically, ice is defi ned as frozen water and 
appears in various forms such as an icicle, glacier or ice cube. Th e chemical elements that make up ice are H2O, which is the bond formation 
of two hydrogen atoms and one oxygen atom. Th is bond is critical in controlling the structure of ice. Similarly, a crucial component to taking 
control of your entertainment career is to formulate a bond with solid elements. In other words, build your career on ICE (Integrity, Creativity 
and Enthusiasm).
 Th e next time your dream is tested by rejected query letters, lack of auditions/callbacks, insuffi  cient income, or ignored phone calls and 
e-mails–resort to your ICE. An unusual property of ice is that the solid is less dense than water, which allows it to fl oat instead of sink. As the 
architect of your dream, you must build it on the foundation of ICE. Doing so will ensure that your integrity, creativity and enthusiasm won’t 
drown in the murky Hollywood waters.
 Now, you may question why I would suggest that you build upon a substance that is known to melt. Well, as an artisticpreneur, you must 
structure your thinking like the Persian engineers who mastered the technique of keeping ice from melting within the desert. Th e environment 
they created (via refrigerated massive structures underground) kept the ice solid even in the hottest temperature. 
As it relates to your career, it’s important to surround yourself in socially supportive environments alongside 
positive professionals that are aligned with similar goals such as members of networking 
organizations and entertainment guilds (p. 8)
 Inside this issue of Hollywood & Vine,  “Boy Meets World” actor Rider Strong 
(on the cover) reveals his process as a director and producer on the storm (p. 20). Also, 
we introduce you to rising star sisters (p. 24) who used their creativity to produce 
their vision. And our Gen Z Radar (p. 32) highlights an enthusiastic teen star who 
landed a dream role in an Oscar-winning fi lm. When it comes to the hardest part of 
developing a project–raising the fi nancing–our Showbiz, Esq. (p. 23) sheds light 
on how to nail down investors with integrity.
 If one of your goals as an artist is to showcase your talent to agents, producers 
or industry executives, we’d love to feature you in H&V. E-mail us about 
promoting your script, headshot or fi lm/TV/music/new media project in our 
Talent Marketplace (p. 34).
 If you think breaking into Hollywood is impossible, this Sept./Oct. 
issue will shatter that fallacy. From winning $50,000 on NBC’s “Fear 
Factor” to producing a feature fi lm with 50 cents to landing a national 
book deal, BReaKiNG iNTo HoLLyWooD members share their tickets 
to success (p. 14). So, don’t lose your passion. Instead, join BiH (www.
breakingintohollywood.org). Our members have access to the industry 
resources needed to develop and sustain a career in show business.
 For Hollywood & Vine readers who are driven by thought-
provoking ideas, we talk On Th e Nose (p. 30). For our social-media-
savvy readers, we follow “10 Directors Who Tweet” (p. 31). For our 
socialites, we drop by celebrity hotspots in Touring L.A. (p. 33).
 If you read this issue cover to cover, the next time you feel 
your dream slipping away, you’ll be empowered to pursue your 
career with integrity, creativity and enthusiasm. Since our H&V 
readers are worldwide, I encourage all of you to get some HEILO, 
GRACE, GELO, GELATO, YS, HIELO, EIS, IS–and say 
“Yes” to “Got ICE?”

Seize the journey!

Angela M. Hutchinson

angela@hollywoodvinemag.com

[ Editor’s Anecdote ]

Photo by Christian Rodrigo Muro.



Power Player Readers
“Just got it [H&V] in the 
mail - love it!” 
– Michael Youn, 
Sr. Vice President at 
Lions Gate

“I’ve seen the premiere 
issue and was VERY 
IMPRESSED!! Really 
classy, informative and 
well done.” 
–Ellen Sandler, 
Veteran Writer and 
Producer “Everybody 
Loves Raymond”

“I got my mags in the 
mail.  Th ank you.  It 
looks great.  Congrats!”
– Christopher Mack, 
Vice President at 
Warner Bros.

“Congrats, looks great! 
Take care and continued 
success!” 
– Tiff any Smith-Anoa’i, 
Vice President at CBS

“Th e magazine looks 
TERRIFIC. Really very 
impressive. Th ank you so 
much for including me in 
your premiere issue. 
It looks beautiful and 
reads great.” 
– Jay Jacobs, 
Former Agent 
(WMA & ICM)

Leave Word

SOCIAL MEDIA
Marketing for the
EMERGING ARTIST

INSIDE THE WARNER
BROS. TELEVISION

WRITERS’ WORKSHOP

&
and

$8.00

Artisticpreneurs
“I just got back in town and I am 
looking at the magazine now... it is 
beautiful!! CONGRATS.” 
– Cherie Johnson, 
Actress/Producer “I Do...I Did!”

 “Peeped the magazine. Great stuff . 
Congrats on the enterprise.”
– Carl Seaton, 
Director “Of Boys and Men”

“Congrats on the launch of 
Hollywood & Vine magazine! I was 
impressed with the quality, as well 
as the content. It’s long over due and 
certainly a great idea. Wishing you 
continued success.” 
– Karen T. Bolt, Producer

“Hollywood & Vine Magazine gets 
a “greenlight” from me!  VERY 
informative! Th is issue should be kept 
as a collector's item, partially because 
of the Hollywood & Vine article.  
Good info.” 
– Reve’ Pete, Albany, Georgia 

 “Love the magazine, it’s beautiful!!” 
– Dawn Kirk-Alexander, 
Filmmaker

“Wow - what a great magazine!  I 
am acting this year and found two of 
the articles very helpful – ‘Navigating 
the Showbiz Trenches’ and ‘Casting 
Director Nails Audition.’”
– Dawna Lee Heising, 
Actress/Producer

Twitter Followers 
“@HVmagazine I love the fi rst issue 
of the magazine! Very informative. 
Keep it coming guys! 1Luv” 
– @RemnantRising 
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[ Pictures Up ]

(Marcus Anthony, 
Model/Singer/Actor)

“Been reading @HVmagazine. 
Great for persons with aspirations 
in the entertainment industry. 
Great article on writers workshop. 
@iamBiH” 
– @intermission_ga 
(Intermission in GA, Georgia 
Th eatres)



A Guide to the Guilds:
DGA, WGA, PGA, SAG, ETC.

ByBy  ANNE MOUNT
Photography ByPhotography By  CHRISTIAN RODRIGO MURO

WHETHER YOU ARE AN ASPIRING OR ESTABLISHED DIRECTOR, 
ACTRESS, SCREENWRITER, PRODUCER OR ART DIRECTOR, IT 
BEHOOVES YOU TO KNOW ABOUT THE VARIOUS ENTERTAINMENT 
GUILDS – THEIR HISTORY, THE BENEFITS AND EVEN POTENTIAL 
DRAWBACKS. EACH GUILD HAS A SPECIFIC MISSION TO NOT 
ONLY PROTECT ITS MEMBERS, BUT ALSO PROVIDE THEM WITH 
THE RESOURCES ARTISTIC PROFESSIONALS NEED TO MASTER 
THEIR CRAFT. HERE’S A GUIDE THROUGH THE GUILD MAZE, PLUS 
INSIGHT INTO PROFESSIONAL NETWORKING ORGANIZATIONS 
THAT ARTISTS CAN JOIN PRIOR TO BECOMING A MEMBER OF THE 
ELITE GUILDS.

DGA
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Directors Guild of America 
(DGA)
Th e DGA is a labor union and a craft 
union. Originally referred to as the Screen 
Directors Guild, it was founded in 1936. 
It later became the DGA in 1960. Its pur-
pose is to represent the interests and protect 
the rights of fi lm directors within the U.S. 
Th is guild encompasses television and fi lm, 
and its members include directors, assistant 
directors, stage managers and production 
associates. Th e DGA has approximately 
14,500 members. Th eir headquarters are in 
Hollywood, but they have branches in New York City and Chicago.
 Th e purpose of the DGA is to promote the creative and eco-
nomic rights of its members through collective bargaining. Contracts 
are negotiated every three years with the Alliance of Motion Picture 
and Television Producers (AMPTP.) Th eir requirements for mem-
bership can be found on their website or through phone inquiries. 
Basically, and this can depend on the movie budget, if you are hired 
as a director by a company that is a signatory to a DGA agreement, 
you can be eligible to become a member. Benefi ts include health 
insurance, pension plans, various training programs, screenings and 
networking events, to name a few.
 DGA member Ernest Th ompson, who won the Academy 
Award for Best Adapted Screenplay in 1982 for the movie “On 
Golden Pond” starring Katharine Hepburn and Henry Fonda, and 
who has also garnered awards from the Golden Globes and the 
Writers Guild of America, added some encouraging news for non-
DGA members who have an interest in joining the guilds. 

 “New media is opening a whole new door for people. We are 
riding a very exciting wave in this area that is challenging for the 
guilds, but open to people who want to get into the business of 
making movies. Our business is an amorphous blob right now. It is 
growing in directions that have yet to be defi ned.” 

Writers Guild of America 
(WGA)
WGA is labor union representing 
writers for fi lm, television, radio and 
new media. Th is guild is made up 
of two labor unions affi  liated with 
the American Federation of Labor 
and Congress of Industrial Organi-
zations (AFL-CIO). Th e Writers 
Guild of America, East (WGAE) represents over 4,000 scriptwrit-
ers located east of the Mississippi. Th e Writers Guild of America, 
West (WGAW) represents approximately 19,354 scriptwriters that 
mainly reside in California in Los Angeles and Hollywood.
 WGA can negotiate contracts for its members as legal council, 
helps determine fair writers’ credit on projects and off ers an online 
script registration service to protect rights of intellectual property. 
Historically, the WGA has launched writers’ strikes, such as the 
2007-2008 Writers Guild of America strike, and it has also fought 
against all television networks and cable channels over a writers’ 
share of revenue from DVD releases, internet, cell-phone network, 
and other new media uses of programs and fi lms.
 “In regards to protecting our members, the WGA can be their 
legal representation,” explains Chuck Slocum, Assistant Executive 
Director at Writers Guild of America West. “We also focus on help-

AEA
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ing screen, TV and new media writers get fair credit on a project, 
which can establish a writer’s career, and in obtaining residuals. We 
have a credit arbitration writer committee of member volunteers 
that goes over every draft of a screenplay.” 
  In regard to the mentioned strike, WGA wanted to right an in-
justice and correct the diminished monetary compensation the writ-
ers got compared to the profi ts larger studios were getting. WGA 
targeted the AMPTP (Alliance of Motion Picture and Television 
Producers), a trade organization that represents American fi lm and 
television producers. A tentative agreement was reached on Febru-
ary 8, 2008, and both guilds unanimously approved a deal two days 
later, and a contract was ratifi ed on February 26, 2008. New media 
continues to be a major interest and concern for writers.
 In addition, WGA provides its members with health benefi ts, a 
pension plan, networking events, seminars, periodicals on the craft 
of screenwriting and more. WGAW also encompasses Th e Writers 
Guild Foundation Shavelson-Webb Library, off ering over 16,000 
fi lm and television scripts open to the public, in addition to books, 
tapes, photographs, educational seminars and screenings. Both 
WGA members and Non-WGA members can take advantage of 
these educational opportunities. 
 WGA also hosts the Writers Guild Awards, which is a cer-
emony of recognition of its members for outstanding achievements 
in fi lm, television and radio. Winning fi lms of the Guild Awards are 
often an indication of which fi lms will win the coveted Oscar at the 
Academy Awards.
 “I have a funny story about that,” relates Th ompson, “I received 
a call from someone at the WGA asking me if I was coming to the 
WGA Guild Awards that night. I told him that if I can be there, 
I will. I wasn’t even a member of the WGA at that point. He got 
around to telling me that I basically should show up.” Th ompson 
had no idea of how his life was about to change, and he’s glad he 
showed up that evening to accept his award.

Producers Guild of 
America (PGA)
Th e PGA is a trade organization, 
not a labor union. A trade organi-
zation is an industry trade group 
or business association that 
is founded and funded by the 
members’ businesses.  Th e PGA 
emphasizes that its core value is 
“credit integrity” in the areas of 
motion picture, television and new media. Th ey are not a social club. 
Th ey strive to ensure that their applicants are working professionals.
 Th is guild’s membership includes approximately 4,200 mem-
bers that represent television producers, fi lm producers and new 
media producers here in the U.S. Originally, this guild was com-
prised of two groups, the Screen Producers Guild and the Television 
Producers Guild. Th ese two groups merged in 1962 to form the 
PGA.
 Benefi ts and perks for members in this guild include assistance 
with enforcing workplace labor laws, screen credits, health insur-
ance, pension benefi ts, mentoring programs and seminars, awards, 
periodicals such as Produced By and Networker, PGA job listings, 
as well as admission into the special screenings of movies shown 
during the Academy Award season. Th eir mission states that “Th e 
PGA represents, protects and promotes the interests of all members 
of the producing team.”
 “Th is all may seem overwhelming, but the good news is that 
you do have certain levels where you can be involved and get started, 
even as a fi lm student,” says Dave Rempel, an independent producer 
under his “Dynamic Story Solutions” banner. Prior to striking out 
on his own, Rempel served as a story development intern under 
Mike Medavoy at Phoenix Pictures. From there he joined Mel 
Gibson’s Icon Productions, reading screenplays and analyzing and 
assisting in the development of numerous feature fi lms, including 
“Th e Passion of Th e Christ.” Later, Rempel joined Johnson Pro-
duction Group based out of Santa Monica, CA and found himself 
producing fi ve “movies of the week,” including, “Come Dance at My 
Wedding,” starring John Schneider, Roma Downey and Brooke 
Nevin for the Hallmark Channel and “Held Hostage,” starring Julie 
Benz and Bruce McGill for the Lifetime Movie Network.

Unions for Actors and On-Air Talent
Screen Actors Guild (SAG)
Th is American labor union represents 
over 125,000 actors working in (or 
striving to work in) a variety of me-
diums, including fi lm, digital motion 
pictures, television shows, commercials, 
video games, industrials, Internet and 
new media ventures. Affi  liated with 
the AFL-CIO, the Screen Actors 
Guild was founded in 1933 to stop the 
exploitation of actors working in Hol-
lywood under oppressive conditions that allowed studios to dictate 
long hours and multi-year contracts. Th e national headquarters is 
in Hollywood, with a division in New York City and 20 branches 
around the country.
 Today, SAG protects its members by requiring them to work 
only for producers who have signed contracts with this guild. Th ese 
contracts stipulate the number of hours an actor may work, required 
meal and rest breaks, minimum wages or “scale” that performers 
must be paid, safety, over-time pay and other considerations. In 
return, SAG members must abide by Global Rule One, meaning they 
do not work for any producer who has not executed a basic minimum 
agreement with the Guild.

Scan with iPhone to purchase now!

Dreams come true with 

“BReaKiNG iNTo HoLLyWooD 
changed my life. I made my ‘Lights, 

Camera, Action Plan’ as soon as 
I finished reading the book!”

-Actress/Singer, Los Angeles

AVAILABLE FOR

AT
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 “You have a certain peace of mind knowing there are rules that 
have to be followed regarding your safety when you work on a set,” 
says actress Maria Aceves, who also belongs to AFTRA. “It’s nice 
to know that our unions are fi ghting for us in the areas of pay and 
respectable treatment.”
 Being a member of SAG off ers many other benefi ts, such as 
health insurance, pension plan, a securing of residual payments, net-
working events, screenings and more. “Th e downside is you can’t work 
non-union jobs, but the upside is you get paid more money as a SAG 
member when you do work a union job,” says actress Sarah Ashlyn. 

American Federation of 
Television and Radio Artists 
(AFTRA)
Looking after its members as SAG does, 
this union, also affi  liated with the AFL-
CIO, has over 70,000 members, about half 
of whom are also members of SAG. Th eir 
membership includes performers in the 
areas of radio, public and cable television, 
sound recordings, Internet and digital recordings and developing 
technologies. 
 Unlike the other guilds that have specifi c requirements and 
qualifi cations to join, AFTRA is an “open” union. Th ere are no 
requirements other than a desire to seek professional union-covered 
employment in one of AFTRA’s areas of jurisdiction. Th is guild was 
also the fi rst industry union to off er em-
ployer-paid health and retirement plans for 
qualifying members and their dependents. 
Other benefi ts include scholarships and as-
sistance through such organizations as Th e-
atre Authority and Actor’s Fund, networking 
events and seminars, awards shows and 
more. Members of AFTRA have a common 
goal that keeps them strong.
  “Th ese professional performers, broadcasters and recording art-
ists are working together to protect and improve their jobs, lives and 
communities in the 21st century,” explains Chris de Haan, AFTRA’s 
National Director of Communications. “From new art forms to new 
technology, our members embrace change in their work and craft to 
enhance American culture and society.” 

Actors’ Equity 
Association (AEA)
Th is labor union was founded 
in 1913 and represents its 
49,000 members in the area 
of live theatrical performance. 
Dedicated to fostering the 
art of live theatre, the Actor’s Equity Association played a huge 
role in the 1960s in establishing the National Endowment for the 
Arts (NEA). Th ey have also fought the razing of historic Broadway 
theatres.
 While protecting its members in the areas of contracts, mini-
mum salaries and safe working conditions, this union acts a bit like a 
mother hen. Th e rules include: don’t rehearse without a contract, give 
your best performance, be on time for rehearsals, talk to your stage 
manager if you have any disputes and so on. Additional benefi ts in-
clude free tax assistance, access to a credit union, and “Casting Call,” 
an online resource of audition notices and other industry opportuni-
ties for actors. Th e Actors’ Equity Association has specifi c require-
ments for becoming a member, but to make it easier they off er the 
Equity Membership Candidate Program (EMC). Th is is a training 
program that allows actors and stage managers a chance to obtain 
credit toward membership while working in an Equity theatre. 

International 
Alliance of Theatrical 
Stage Employees 
(IATSE)
Th e full name of this union 
is a mouthful. It could easily 
earn the Guinness record for 
the world’s longest guild name, which is composed of 21 words. Th e 
acronym IATSE stands for the International Alliance of Th eatrical 
Stage Employees, Moving Picture Technicians, Artists and Allied 
Crafts of the United States, its Territories and Canada. Founded 
in 1893, IATSE is the oldest labor union in the entertainment 
industry.  Th ey are also affi  liated with the AFL-CIO, CLC (Central 
Labor Council). IATSE represents approximately 110,000 members, 
such as technicians, artisans and craftspersons in the fi eld of enter-
tainment. Th is fi eld encompasses live theatre, motion picture and 
television production and trade shows. Th e guild also has many local 
branches.
 Th e Art Directors Guild (ADG) is a local union of the IATSE. 
Another name for the ADG is Local 800. Members under their 
umbrella are comprised of art directors, production designers, 
graphic artists, illustrators, matte artists, model makers, scenic 
artists, set designers and title artists. Th e ADG has approximately 
2,000 members.
 Th e IATSE and ADG have many benefi ts for its members. 
Th ey include: resolving workplace grievances, guaranteed prominent 

placement of screen credit, training and 
education, job opportunity information, 
educational/informative publications, Film 
Society screenings, an awards banquet, an 
ADG membership directory, health insur-
ance and pension plans.
 “Th ere are many benefi ts to belonging 
to ADG,” says Carmi Gallo, a production 

designer, who has worked on such fi lms as “Air Bud” with director 
William Bannerman, “Out of Time” with director Ernest Th ompson 
and “Th e Perfect Wife” with director Don E. Fauntleroy. For anyone 
wanting to get into this business, Gallo advises, “Hands-on work is 
really benefi cial. I started as an assistant, [and] then someone gave 
me a chance. I also took acting classes so I would know what it’s like 
to be in front of a camera.” 

Can’t Join the Guilds Yet?
Whether you are unable to join the guild of your choice due to not 
meeting the membership requirements or to not having the funds to 
pay the costly membership fee, it is still important for you to be con-
nected with your industry peers. Tap into the various entertainment 
networking organizations, which all have reasonable membership 
fees and tremendous member benefi ts. Some of the most known are 
the Scriptwriters Network (SWN), National Association of Latino 
Independent Producers (NALIP), Coalition of Asian Pacifi cs in En-
tertainment (CAPE), Women in Film (WIF), Organization of Black 
Screenwriters (OBS) and BReaKiNG iNTo HoLLyWooD (BiH). 
For a list of more entertainment industry organizations or resources, 
visit www.breakingintohollywood.org/Links.
 Networking is a key component to learning more about the 
industry as well being able to be a resource for a fellow colleague. Be-
coming a member of a guild or an entertainment organization may 
lead you to your fi rst big break or next paid gig. 

Anne Mount is a screenwriter, Literary Guild author and award-win-
ning journalist of numerous articles published in Th e New York Times, 
San Francisco Chronicle, Reader’s Digest and Mademoiselle, among 
others. She has four feature scripts seeking a studio home.
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  hristopher Lockhart is the Executive Story Editor 
  at WME (William Morris Endeavor), where he looks 
  for potential fi lm projects for a small roster of A-list clients, 
including Denzel Washington and Steve Martin. He previously 
spent nine years at ICM, where duties included running the Story 
Department. Chris has an MFA in dramatic writing from NYU’s 
Tisch School of the Arts. His writing workshop, “Th e Inside Pitch,” 
aired on local TV and earned him an L.A. Area Emmy nomination. 
He has taught at both UCLA and Los Angeles Valley College and 
lectured around the country. He has been featured in periodicals like 
“Th e Writer” magazine and on Fox Morning News. As a producer, 
he has set up several projects, including 
“A Rhinestone Alibi” (at Paramount). He 
co-produced “Th e Collector” and is the 
producer and writer of “Most Valuable 
Players,” a feature-length documentary 
that made its theatrical debut in 2010. 
Th e fi lm was subsequently acquired by the 
Oprah Winfrey Network for the “OWN 
Documentary Club.” Hollywood & Vine 
interviews Lockhart for his advice for 
unrepresented scriptwriters.

  Tell us the diff erence between a story editor and a
  literary agent.
  A literary agent helps to fi nd work for writers and directors 
or helps to position a client for a potential job.  An agent also helps 
to structure and negotiate the deal.  A story editor is an odd position 
at a talent agency, but he helps to fi nd potential material for clients 
and shepherd new projects into the agency.  Th is means reading lots 
of scripts and being familiar with the creative landscape throughout 
the industry.

  How many pages do you need to read of a script before  
  you can determine if you like it or if it’s well written? 
  It doesn’t take long to tell if a writer has a “voice”—a unique 
ability in the way he tells his story on the page.  But I don’t believe in 
pulling the plug early.  I’ve learned more about why scripts work and 
don’t work by reading them through to fade out—as painful as that 
may be sometimes (or most of the time).  And now, after having read 
over 30,000 scripts, it’s not that diffi  cult for me to crack a story that 
isn’t working.  

  What elements of a screenplay make it stand out in   
  those fi rst few pages and throughout the script?
  Tension and emotion are the two most crucial elements 

in a screenplay, and they’re the two 
elements that are most often missing.  
Every page should raise questions, 
forcing us to turn to the next page to 
learn answers and encounter new 
questions.  And the script needs 
to be an emotional experience.  I 
want to feel diff erently at the end 
of the screenplay than I did at 
the beginning.  

 You mention in
 your blog that
 it’s not about 
a writer having a good 
script but the right script. 
Share with our readers 
what you mean.
Of course, one must 
have a great script.  

But it may not be enough because there are so many other factors 
involved in a script selling or landing the writer an assignment or 
even getting representation.  For instance, the writer needs to have 
the right network, the script has to land on the right desk and the 
timing has to be right.  Sometimes the stars have to align in just the 
right way.   Th is isn’t luck, however, because a writer has the ability 
to make his own luck—provided he’s strategizing and taking into 
consideration that being a new writer means more than just writing.

  For the writers who are considering what their
  script should be, do you think one should focus on
  writing a commercially viable high-concept movie or 
their passion project/idea?
I think the most successful writers in town are the ones whose 
passion projects also happen to be commercially viable.  Someone 
like James Cameron is a good example of that.  A writer must write 
the story he needs to tell.  Hopefully, it’s a story that will interest 
lots of people.  Given its expense, fi lm is a medium that’s meant for 
a mass market.  If you’re only interested in micro audiences, make a 
home video.   Don’t expect Hollywood to get excited.  

  What is the best way for writers to stay in the know
  about the business of Hollywood and deals taking place,
   etc.? Tell us about trackingb. 
Th e Internet has given birth to all sorts of ways for writers to 
stay in touch with the craft and the business. Websites like www.
donedealpro.com feature message boards where writers chat and can 
fi nd lots of information on what’s selling and who are the movers 
and shakers.  www.trackingb.com is a website that provides up-to-the-
minute information on scripts that have hit the town – much like 
insider tracking boards.  It also fi lls in its members on the various 
shifts within the employment structure throughout town.  trackingb 
also has a screenwriting and TV pilot contest that aims to get its 
winners representation, and it’s been quite successful.  Nikki Finke’s 
blog, “Th e Wrap,” and the trade papers are good ways to stay on top 
of things.

  On average, what is the price that a spec script sells for
  w/o talent attachments?
  Th at’s hard to say.  Th e WGA has its table of minimums 
that any writer can download from their website. [According to the 
WGA’s website, compensation for a screenplay eff ective May 1, 2011 
starts at $63,895. For further details, do as Chris suggested and visit 
this website link:  http://wga.org/uploadedFiles/writers_resources/
contracts/min2011.pdf]. Th at document shows the range of pay for 
various services provided by writers—including spec sales.  A script 
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can sell for whatever someone is willing to pay for it.  But, on average 
a strong, well-connected agent is more likely to get a better deal.

  How does a writer know if their script is ready for an
  agent to read or ready for the marketplace as a spec
  script?
Perhaps the writer has a network of trusted colleagues (like a writers’ 
group) that can help her along that path to readiness.  Ultimately, a 
writer has to develop that skill on his/her own.  She has to have the 
insight to know that the script is ready.  Th at’s part of being a profes-
sional.

  What do you think about screenwriting contests? Do
  agencies like WME, CAA or ICM pay attention to 
  winners from contests? If so, which ones?  If not, why not?
Screenwriting contests can be a good way to help create a deadline/
goal for a writer, give her something to look forward to and  maybe 
even some bragging rights if there’s a win.  Most contests are useless 
in advancing careers, however.  As a whole, agencies aren’t studying 
contest trends or following winners like they do the Oscars.   Individ-
ual agents might have a favorite contest or hold the process in higher 
esteem than a co-worker.  Th e industry doesn’t take 99% of contests 
seriously.  Th e Nicholl Fellowship (sponsored by AMPAS)  is the 
one that’s most familiar to the industry.  It pays a $30,000 fellowship 
in exchange for the writer completing another script within the year.  
Th ey choose fi ve fellows a year and have been doing it for 25 years.  It 
has helped to launch many careers.  Th e www.trackingb.com [Tracking 
Board] contest ferrets out good managers and agents to read and judge 
their winning scripts.  It’s served as a respectable conduit into the 
industry for its writers.  One of last year’s fi nalists sold his script (“Evi-
dence”) as a direct result of this contest.  So it’s making some waves.

  Do you recommend a writer pay for script doctors or  
  consultants to help strengthen their script? If not, what is
  the best way for a writer to master the craft?
I don’t think I would recommend a writer seek out a consultant.  But 
if a writer felt that using one to help guide him through his creative 
process would be benefi cial, that would be fi ne.  It’s important to 
remember that creative executives rely on writers to come up with 
ideas and solve story problems—not their consultants.  So a writer 
will have to eventually develop those skills so he can go solo in a room 
with executives.  
 A good consultant helps a writer to help himself.  He doesn’t off er 
up notes to rewrite a script to his own specifi cations.  But a good con-
sultation could be a similar kind of experience as taking a screenwrit-
ing class.  Th ere are many consultants out there and most are probably 
under-qualifi ed or not qualifi ed at all.  Th e best way to master the 
craft is to write, write, write, read scripts and maybe join a forum (like 
a writers’ group or a class) where you can discuss your work, get feed-
back and critique others too.  But a pitfall is talking too much about 
the work instead of doing the work.  It’s all about the work.  

  Now, you are also a writer/producer, and your 
  documentary, “Most Valuable Players” which was just
  acquired by the Oprah Winfrey Network. Tell us more 
about this exciting news.
I’ve produced two feature fi lms and a documentary called “Most 
Valuable Players” that aired on Th ursday, September 8th on OWN 
(Oprah Winfrey Network)—as part of her new Documentary Club.  
Th e doc follows three high school theater troupes on their creative 
journeys to the Freddy Awards—the Tony Awards for high school 
musicals.  It’s been called the real-life “Glee.”  I accidentally stumbled 
upon the Freddy Awards on YouTube and conceived the documenta-
ry.  I partnered with Matthew D. Kallis, who produced and directed.  
 At its heart, it’s the story of an arts community that fi nds a way 
to survive and thrive in a part of the USA that’s high school sports 

crazy. Th e fi lm’s point is that arts education has the same benefi ts as 
high school sports and deserves equal respect!  We played festivals 
around the country and won the “Documentary Channel Audience 
Award” at the Nashville Film Festival.  We ran theatrically at the 
IFC Center in NYC and the Arclight in Hollywood and now look 
forward to the TV premiere.  Oprah will release the DVD later this 
year.  It’s been quite a ride and an education.  

  Do you have any upcoming passion projects that you are
   involved with?
  I have another documentary in the works, but it’s a little too 
soon to chat about it.  I’m passionate about all my work in the indus-
try.  It’s the passion that motivates me. 

  What’s the wisest (or funniest) piece of advice you have  
  ever received about pursuing a career in showbiz?
  Th ere’s so much anxiety and rejection and heartache in this 
business—far more losses than wins.  But it always seems to work 
out.  Maybe that’s just a positive spin on lots of negativity.  But if 
making it in this business is what you really want to do, you have to 
keep a happy head, which helps you keep doing the work and perse-
vering.  I adopted my mantra a long time ago when I heard someone 
somewhere say, “It all works out in the end, and if it hasn’t worked 
out…it’s not the end.”  

Angela M. Hutchinson is Editor-in-Chief of Hollywood & Vine 
magazine and the author of spec screenplays, the children’s picture 
book, “Charm Kids” and a comedic memoir, “BReaKiNG iNTo 
HoLLyWooD.” Hutchinson graduated from the University of Michigan 
with a B.S.E. degree in Industrial Operations Engineering and was 
selected to attend Th e 2011 Media Academy at Harvard University.
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  hile to most people a chance at a Hollywood career seems like a Cinderella-like fantasy reserved
  for the extremely lucky, the truth is that stories of “breaking in” do exist indeed. With a 
combination of passion and persistence, many who work hard and “smart” have carved out a career 
for themselves. The 501(c)(3) non-profi t organization, BReaKiNG iNTo HoLLyWooD (BiH), is full of 
success stories from its diverse collection of members from all areas of entertainment. To join BiH or 
to learn about member benefi ts, visit www.breakingintohollywood.org. Here are tales of “breaking in” 
that will inspire and motivate you, and perhaps even trigger your next breakthrough idea.

“You know how people tell you to write a book about your life?  Well, I actual-
ly did it! In fact, I’ve written several now, using all the wonderful and dysfunctional 
adventures in my life, and I’ve become a professional author/stand up comedian 
and writer for national magazines.
 Back when I started writing, there was no blogging. I actually couldn’t even 
type. So I did the unthinkable. I got out this thing called a notebook … no, not 
the computer, but a real live piece of paper and, a pen. I started by taking all of my 
dating diaries and realizing these crazy ex-boyfriends needed to be “outed,” starting 
with Brandon Duck, who dumped me for Jennie Grabda in 1st grade. Th is was the 
basis for my fi rst book and now screenplay, “Guys Like Girls Named Jennie.”
 I was a datingaholic, and I was driving one day racing to check my matches on 
ChristianCafe.com, and I felt like I heard God’s voice saying, “If I’m Waiting on God 
then What Am I Doing in the Christian ChatRoom? Confessions of a Do-It-Yourself Single!” I knew it was divine, inspiration and a 
great book title. I said YES! Th at is the key! I didn’t know anyone special. I asked around and found a lady to partner with me as my 
editor. I paid her a little up front, and she typed up my crazy journals for me. We worked together via the Internet for about 2 years 
total. I’d go on a bad date and send her all the details. 
 One day it was fi nished, and I didn’t know anyone to publish it, so I found an online printer and an artist to do the cover work for 
free (for credit) from Craigslist. I then did something really wise: I hired my own publicist. We threw a launch party in Hollywood and 
invited the press. I even had celebs read chapters. Zach Levi from “Chuck,” Sherry Shepherd from “Th e View” and the one and only 

Corey Feldman from my childhood dreams. Note:  celebs like Corey love FREE PR! Call Tori Spelling- 
she’ll come!
 My publicist starting getting me some buzz, and then we submitted to several big publishers in the 
Christian world, and before I knew it, I had a book deal with Zondervan, who did “Purpose Driven Life!” 
It was a wild ride, and that was over 6 years ago. I’ve published another book on dating and also now just 
signed a deal for a marriage book and pregnancy book.  I’ve also collaborated on several books, which is 
great PR for me as well.
   My advice is to take the bull by the horns and create your own destiny. Self publish and take 
advantage of social media, and get your own publicity person. Yes, your mom can do it too. It’s all about 
the passion you have for putting your story out there. Th e publishers may or may not come, but it 
doesn’t matter because it’s not about them. You make much more money per book on self publishing 
anyway. So just make your own publishing company name up. I called mine “Portly House, Inc.” in 
honor of my fi ancé, who never wanted to be labeled chubby, but Portly! But enough about me-it’s 
about you now!
   OK, stop reading. Go write your book. I’m serious! Do it! Or just procrastinate ... fi nd me 
on Facebook ... Check out my website: www.kerripom.com.  I need attention! “ - K.P.

How I    Landed a National Book Deal
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By 

 “I made my fi rst feature fi lm, “Peep Game,” with practically no budget. It was fi rst a dream, 
then a plan, then a reality. Who would have thought that by the age of 18, I would have completed 
a feature fi lm? I already had three strikes against me from the start. One being too young, another 
being a fi rst time director, and the other not having enough experience.
 With faith and determination I moved forward, pulling together a support team and putting 
things into ACTION! It was a positive and inspirational journey I had to take, even though I had 
to face many challenges. God gave me strength to persevere and complete the process. 
 I pulled together a team that did not mind assisting me in making my dream come 
true—a group of motivated and dedicated people. Every team member on my project was really 
understanding and caring throughout the process. No matter what happened, everyone seemed 
to pull together. 
 Th ere were days when I actually did want to quit because I was not getting the respect 
I felt I deserved. I felt like just because of my age, everybody thought they could step over me or not take me seriously. In pre-
production meetings, it was clear that I wouldn’t be looked at as a child, but it seemed like I was. For example, when I was ready to 
say something or make a suggestion, I really didn’t get a chance to. Th e adults seemed to overpower me. At times I even felt like it 
wasn’t my project. I guess me being the age I was and doing a big project, others weren’t sure I could handle it. Until that was proven 
wrong during production. 
 Th ere was a whole other situation on set. We had a mix-up with wardrobe and then no props to a theme we wanted. On top 
of all of that, our monitor broke, so we had to judge the shots through the viewfi nder of the camera. A lot of 
fear settled in for some of us. People threatened to leave the production set. I was disappointed, but I knew I 
couldn’t give up. I didn’t want to be embarrassed or disappoint the people. I had a lot of pressure on me, but 
I keep pressing on. I knew that the show had to go on. If I bailed out now, everyone especially the naysayers 
would have something negative to say. 
 And I did it. God gave me the strength to bear it and it paid off . My fi rst feature fi lm was a long-term 
dream, and I am proud to say I’m glad I pressed forward.
 I would like to encourage those of you with dreams begin to build your project without having 
doubt and make your dream become a reality. And one last thing: Do not listen to negativity. Just move 
forward and achieve your goals. Oh, and in case you are wondering what I spent the 50 cents on, it was 
at Kinko’s to copy a set of the script’s sides to use at one of the auditions.” -B.L.F.

Made My Movie with   
Zero Dollars & 50 Cents
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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.

“I had an epiphany because I lost my father, who was 
my best friend in the world, and I thought my life was over. 
Everything else seemed great. I was graduating at the top 
of my class, I was the president of every extra-curricular 
activity I was involved in, and I got a full $150,000 
scholarship to Xavier University to double major in Pre-
Law and Th eatre. I was also working a lot as the “best 
friend” actor in the Ohio market, and I had lots of friends 
all throughout high school. But at the end of the day, I 
wasn’t happy, and none of the girls wanted to date me on a 
serious level. Most importantly though, my health was the 
most important thing, and after countless of failed diets and 
excuses, my 19-year-old self decided to make a “lifestyle” 
change and decided to lose weight.
 I immediately began an intense exercise regime, starting out doing the elliptical only and slowly walking, but exercising at least 
two hours every single day. Th en, after intense research, I removed fried foods, bad carbs and lots of unnecessary sugar from my 
diet and kept a daily log of my struggles, my choices and the direction I was headed to keep me motivated. Th e weight really started 
to come off , and I began to feel empowered and confi dent and proud to realize what I had always known: that if you really make a 
decision and work extremely hard, the sky’s the limit. It took about three years, but I lost over 250 pounds, and I still exercise every 
single day because I love to. It keeps me strong, focused and clear. Th at “journal” has now turned into a book and I can’t wait to share 
“It’s Worth Th e Weight” with all of you who need to be inspired and reminded that the power is within you.
  I moved out to Los Angeles in 2009 and immediately began to book jobs and work because I have a fi erce determination, and I 
never settle or complain. Other guys/gals in their 20s want to just party and hang out, but I want every single moment of my life to 
matter, so I keep myself so busy that I can’t even keep up at times. I act because I live and breathe it and it’s the only thing I’ve always 
ever wanted to do, and that is why I have a career, and my words of wisdom are: truly commit yourself to what makes you happy for 
you, and your achievements will be limitless. Keep in touch with me via my website:  www.kiristevens.com.” - K.S.

Lost 250 lbs on My Own

“I was in law school, and a classmate suggested I enter Donald Trump’s Miss USA Pageant. I 
thought this was a silly idea for a law student, but upon further explanation and investigation into 
the pageant world, I became convinced. I realized there were many pageant contestants who were 
very smart, accomplished women with real goals and plans to contribute to society.
  Needless to say, I entered the pageant and much to my surprise, I won. As
 part of the pageant, I was selected to be one of six contestants on the NBC hit show “Miss USA 
Fear Factor.” I was fl own to L.A., along with the other selected contestants, and we competed 
against each other in three exciting stunts. Th e last stunt required us to hang from a cage that was 
suspended from a helicopter that was fl ying over the ocean. While hanging on the cage, we had to 
collect as many fl ags from the cage as possible. My time was the fastest and after successfully com-
pleting all the stunts, I was awarded 50,000 dollars. I contributed half of my winnings to a youth 
mentoring organization (after taxes the rest wasn’t that much, but I was still grateful!). 
 Th e experience of entering the pageant and then winning $50K on “Fear Factor” highlighted 

for me the importance of taking advantage of positive opportunities and truly living life to the fullest.” - S.K.L.

Won $50,000





  ou’ve heard it all before: It’s all about who you know,
  and that with a “stroke of luck” you can make it onto
  the big screen.  Well, what they don’t tell you is that
  it takes time and eff ort to eff ectively network with  the 
right people. You take the time to rehearse your lines or prep before 
production, right?  Taking the time to practice your networking skills 
should not be any diff erent. In such a cutthroat industry, it seems 
hard to outshine the competition.  But with the right skill set and 
relentlessness, it won’t be long before you fi nd what you’re looking for 
with a few golden networking tips.

Join the Right Organizations 
It’s not who you know, it’s who knows you. Th e best way to get your 
name in the lights as an artist is to join the right organization. Here 
are a few highly recommended organizations to research to see if they 
are right for you. 
 BREAKING INTO HOLLYWOOD.  A networking organi-
zation for writers, actors, music artists, directors and producers, BiH 
hosts several events a month to expose artists to agents, managers and 
fi lm/TV/music executives. www.breakingintohollywood.org
 CG SOCIETY.  Th e CGS supports artists at every level by 
off ering a range of services to connect, inform, educate and promote 
by celebrating achievement, excellence and innovation in all aspects of 
digital art.  www.cgsociety.org
 LA POST PRODUCTION.  Th e Los Angeles Post Produc-
tion Group (LAPPG) is a member-driven organization for anyone 
with an interest or passion for fi lm fi nishing and the post-production 
process. www.lappg.com

 SCENEPR.  Th is organization has been a networking catalyst 
for NYC entrepreneurs and professionals working in and around 
fi lm/TV, music, art/photo, digital/online, fashion and other indus-
tries. www.scenepr.com
 SIGGRAPH.  Each ACM SIGGRAPH professional and 
student chapter consists of individuals involved in education, research 
and development, the arts, industry and entertainment.  www.sig-
graph.org
 Joining a group or volunteering on a local board not only looks 
good, but also shows that you are making an eff ort to get involved. 
 “When I started the Los Angeles Post Production Group three 
years ago, I wanted to start a community where people could create 
personal and professional connections,” explains Wendy Woodhall, 
founder and director of LAPPG. 
 “Even though we’re glued to our computers and smartphones 
these days, there’s no replacement for meeting face to face for net-
working and learning. It’s been amazing what a social and supportive 
community the group has become in such a short time. In addition 
to the LAPPG, there are some really key groups worth checking out, 
like the Los Angeles Final Cut Pro Group, the LA Web Profession-
als Group, and for those living a little farther east, the Independent 
Filmmakers of the Inland Empire is also a good one,” says Woodhall.  
“We’ve had book deals, full-time job off ers and product development 
come out of our meetings, so you never know where the networking 
will lead.  But you have to show up!” 
 What some people fail to realize is that it is more benefi cial to 
be active and hold a leadership position in one or two groups than to 
be an inactive member in many. Besides joining an offi  cial group or 
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INDUSTRY 
NETWORKING 101

Make Your Red Carpet Cameo
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organization, participating in casual industry meetups are also useful. 
Search by area and local interests to fi nd like-minded professionals 
via sites like www.meetup.com. Lastly, don’t forget to search for mix-
ers as well, where you can network and get advice from others in your 
shoes. Can’t fi nd any near you? Create your own!

The Film Festival Route
Submitting to (and attending) events/fi lm festivals are a great way to 
keep up with the latest trends in the industry and meet the trendset-
ters. Typical big fi lm festivals like Tribeca, Cannes and Sundance have 
limitless opportunities to take advantage of, but don’t discount other 
festivals. Th ere are some extremely popular ones which have made 
MovieMaker’s list of “Top 25 Film Festivals Worth the Entry Fee:  
2011,” like the Hollywood Shorts Film Festival and the Florida Film 
Festival. Make sure to visit www.ProductionHUB.com for events or  
www.withoutabox.com to fi nd the latest fi lm festival submission dates 
and upcoming industry festivals in your area. 
 Feel strongly about a cause? Take the opportunity to submit to 
a festival that shares your values and passions, like the women-em-
powered La Femme Film Festival or the Going Green Film Festival. 
Chances are, the people you will meet at these events will share those 
same interests. 

Master Your Art & Craft
Attend local workshops to grow and develop your skills and meet new 
people at the same time. Take advantage of these classes to help you 
brush up on skills for when you need to prove yourself most. Some 
industry workshops include:

ABELCINE.  AbelCine grew up in the fi lm production industry, 
helping cinematographers with the tools of their craft. Th ey also have 
a strong background in broadcast and understand the pressures on 
today’s broadcast professionals and the level of support they require 
to do their job. www.abelcine.com

ARRI WORKSHOPS.  ARRI, the largest manufacturer of 
professional motion picture equipment in the world, extended its of-
fi ce space in Burbank by approximately 3,500 sq. ft. a few months ago. 
Th ey call this area the “ARRI Creative Space,” and it will be used for 
presentations, educational programs and industry gatherings. Become 
their fan on Facebook to stay updated on related training opportuni-
ties, news and events. www.arri.de

FILMMAKER’S INTENSIVE.  Th e Filmmaker’s Intensive 
is a two-week intense (really intense), program that takes you out of 
your day-to-day environment and focuses you directly on the art and 
science of narrative fi lmmaking. Th e program was designed specifi -
cally to allow each person who attends to learn fi ctional fi lmmaking 
from pre-production to post. Th is unique program is co-produced by 
theC47 and Manhattan Edit Workshop. www.thefi lmmakersintensive.
com 

FILMMAKINGWEBINARS.COM.  Filmmaking Webinars 
creates and produces live webinars focused on digital fi lmmakers 
working in fi lm, video and new media. Th eir off ering includes not 
only live webinars, but also on-demand webinars, podcasts, videos 
and blog articles—all focused on digital fi lmmakers. www.fi lmmakin-
gwebinars.com

FUTURE MEDIA CONCEPTS.  FMC is the nation’s premier 
digital media training organization, providing manufacturer-autho-
rized training in digital video and fi lm editing, motion graphics and 
more. www.fmctraining.com 

INTERNATIONAL CINEMA WORKSHOPS.  Cinema 
workshops are designed for professionals, emerging professionals, 

serious students and others who may want to make a career change 
or enhance their standing in their current profession. www.thefl orida-
workshops.com
 MANHATTAN EDIT WORKSHOP.  Th ese workshops 
off er a full range of courses, from the Avid and Adobe family of prod-
ucts to the complete Final Cut Studio package.  www.mewshop.com

Already have what it takes but want to brush up on speaking skills 
while continuing to meet new people? Consider an adjunct faculty po-
sition at your nearest fi lm, broadcast or digital media school or off er 
to speak at local meetings or groups. If speaking isn’t your thing, you 
could participate in an online education platform such as a web series 
or standalone tutorials on your blog. You could also author a white 
paper or a guest blog on another professional, popular site. 

Create Your Entourage
We’ve all asked friends for recommendations. Whether it’s in regard 
to a new restaurant or even a car- we like to know our options. Same 
goes for a job. Gaining recommendations from others is essential, 
and getting that credibility as a professional is crucial when trying 
to land that dream job. Sure, Facebook is good for catching up with 
friends, and LinkedIn is great for corporate contacts, but when trying 
to fi nd contacts in the media & entertainment industry, websites like 
ProductionHUB.com are the best way to boost your business. With 
ProductionHUB’s recommendation feature, you can easily promote 
your talents for millions to see. Trusted recommendations are a big 
part of helping you stand out from the crowd and stay ahead of your 
competition. 
 Jason Marlin, president of J. Marlin Productions, Inc., explains, 
“When traveling producers need to hire local crew members, most re-
fer to the Internet fi rst.  I estimate 90% (or more) of my new out-of-
town clients come from websites such as ProductionHUB.com.” Marlin 
has worked with clients such as MTV Networks, Coca-Cola, CMT, 
NBC and the PGA of America.
 “People hire crew based on technical abilities and creativity, but 
they also need to know if the person they are hiring is dependable, 
honest and if he/she works well with other crew members,” says 
Marlin. 
 “When my clients take the time to write constructive comments 
to help my career, it shows their respect for me and my work and that 
they enjoy working with me.  It’s defi nitely an invaluable marketing 
tool for any freelance fi lm/video professional.”  

Let Your Work Speak 
Use social media to keep followers and fans updated when you an-
nounce your next big audition. You can also keep followers up to date 
on industry trends by keeping them informed of upcoming events, 
news or projects. 
 Always keep your portfolio or clips on hand so you have them ac-
cessible in your back pocket when an opportunity arises. Who knows? 
You just may meet your future employer or client at the next industry 
mixer or on the red carpet.

Katrina Diamond, Marketing/PR Manager and Jessica Nin, Advertis-
ing/PR Coordinator drive Marketing, Public Relations and Advertising 
eff orts for ProductionHUB Inc. ProductionHUB is the network for Me-
dia and Entertainment Professionals, serving fi lm, television, video, live 
event and digital media production. Developed in 1998, ProductionHUB 
serves as a tool for anyone with an Internet connection to fi nd production 
products, services and professionals.
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RIDER STRONG
Talks Directing, Producing & Acting   

  What aspect of your journey as an artist has been the
  most rewarding thus far?
  Th e money. And the women. No, I don’t know...as far as 
public recognition goes, I’m still known as an actor. But in my own 
life, I’m proudest of the work I’ve written and directed. Mostly 
because it comes from a more personal place. But even more than 
the fi nished product, I’ve realized how much I enjoy the process of 
making a fi lm—and by that I mean actually going through produc-
tion and being on a set with a talented group of people. It’s just so 
much fun.

  You have directed several short fi lms with your brother.
  Tell us about the process of how you and Shiloh 
  direct together?
Once we have the script in place, we do a lot of prep work. We make 
major decisions about the look and the feel, and then we make hor-
rible stick fi gure storyboards (neither of us can draw) and shot lists. 
I think we make more decisions ahead of time than a solo director 
would. Because once we’re on set, we can’t really contradict one an-
other or let a debate between the two of us take up too much time. 
So it’s a lot of discussion ahead of time. 
 We’re pretty much in sync. We have a lot of the same reference 
points. We watched the same movies growing up and are always 
talking about fi lms. So there’s a lot of brotherly intuitive, shorthand 
that goes on. For instance, we were able to say, “Th is is the ‘Good-
fellas’ whip-pan-dolly move, and then it turns into a ‘Back to the 
Future’ ‘chicken’ moment when describing a scene for [our short 
fi lm] “Irish Twins,” which is totally enough of a description for the 
two of us. It might take a bit more explaining for the rest of the crew, 
though.

            How did you raise the fi nancing to produce your 
  short fi lms:  “Method,” “Irish Twins”and “Th e 
  Dungeon Master”?
We just made them ourselves. It’s tough to fi nd fi nancing for short 
fi lms because there’s no reliable way to make money back—not a 
whole lot of investors out there looking for zero return. “Irish Twins” 
was our fi rst fi lm, and we sunk a lot of money into it—we shot on 
35mm fi lm and hired a full crew. Th at was sort of us testing out the 
waters and making sure we knew what we were doing; we didn’t 
want to have to deal with cutting costs on top of everything else. 
Plus, when you have no track record, it’s hard to get people to work 
for you for cheap (or free). Since then, the budget for each fi lm has 
gotten progressively smaller, even though most people would prob-
ably assume “Th e Dungeon Master” cost more. Th e truth is, it cost 
less than a tenth of “Irish Twins.” It’s all a learning process.

  Do you have a passion project you are working on 
  right now? Tell us about it.
  We really want to make a feature fi lm. We have a couple of 
ideas, including making “Th e Dungeon Master” as a feature. In the 
meantime, I think we might start shooting a webseries, just to have 
something to do. Honestly, if we had any money we would be mak-
ing movies all the time. So, um...yeah, we have a bunch of passion 
projects.

          How did you land the role for “Boy Meets World”?  
  Tell us about the casting process you experienced.
  Pretty straightforward audition. Apparently, I was the 
fi rst person they saw for the role of Shawn. I didn’t know that until 
recently. And Michael Jacobs, the creator of the show, knew instantly 
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  ider Strong is best known for his role as Shawn Hunter on the 1990’s sitcom, “Boy Meets World.”    
  Strong played  the trouble-making best friend to the lead character, Cory Matthews, played by actor
  Ben Savage. Strong appeared in all 158 episodes of “Boy Meets World” throughout its run from 1993-2000. 
After being a part of the seven-season show, he went on to land several notable roles in television and movies.   
 Now, as a rising director and writer, Strong has collaborated with his brother, Shiloh Strong, to produce several short 
fi lms including the award-winning “Method,” which premiered at the Tribeca Film Festival and won the Jury Award and 
Audience Award at the Woods Hole Film Festival, a Special Jury Prize in the Action/Cut Short Film Competition and a 
Best First-Time Director at the DC Shorts Film Festival.
 Originally from San Franscico, Strong graduated Magna Cum Laude from Columbia University in New York. He later 
went on to earn his master’s degree in fi ne arts from Bennington College in Vermont. With over a decade of experience 
in the entertainment industry, Strong is becoming one of Hollywood’s hottest celebrities on the storm.  Hollywood & Vine 
is excited to reunite Rider Strong with his fans.



that I was the guy. But I had to go back about four times for call-
backs, including reading with Ben Savage. It was a small part at that 
point. I don’t think they knew Shawn would become a major aspect 
of the show. I don’t think any of us knew. It just grew over time.

            What type of screenplays appeal to you, as an 
  actor vs. director vs. producer?
  As an actor, I used to be much more willing to accept a 
job, even if I didn’t think the whole script was great. Not anymore. I 
realized that if I am going to act in something, it has to be a project 
I believe in wholeheartedly. So there’s not a whole lot of diff erence 
anymore between what I like as an actor or a director.  In terms of 
style, I like something that is classically structured but has an origi-
nal voice to it. 

   Have you ever had nailed a callback but didn’t get 
  the part? If so, how do you deal with not landing 
  the role?
Oh yeah. A bunch. You just let it go and try not to think about 
it. If I truly nailed the audition, I usually feel fi ne no matter what 
happens— I did what I could. Th e worst is when you realize too 
late that your approach was misguided or you fumbled something. 
But whatever. Actors are crazy. Being on the other side you realize 
whether you get a job or not has very little to do with you as an art-
ist. Th ere are so many other factors that go into casting. Age, look, 
type...things completely out of your control.

   How have your acting experiences and understanding  
  of the craft helped you to direct other actors?
  You’d think I’d be able to say, “Acting has made me a 
better director.” And maybe that’s true, but I know for sure 
that the exact opposite has happened: directing has made me a 
better actor. Working with actors from this perspective has fi nally 
allowed me to see the craft for what it is. And oddly enough, 

I respect acting more now than I did when I was simply doing it...for 
20 years. 

  If you weren’t in the entertainment industry, what other
   career would you have and why?
  Teaching. I’m an academic addict. I’ll probably have to get 
my PhD just because I miss being in a classroom so much. I’ll end 
up teaching someday.

    With 20,000+ followers on Twitter, do you fi nd social  
  media an active way to engage your fans? 
  Yeah, it’s been a great way to have contact with “Boy Meets 
World” fans who might be interested in what I’m doing now.

    And what’s the meaning behind your username 
  @on thestorm?
  Ever since I was a kid, people have sung Th e Doors’ song 
to me [“Riders on the Storm”], so the name’s a reference 
to that.

    Do you recommend that aspiring artists completely 
  immerse themselves in the biz to stay 100% focused 
  on achieving their dream? Why or why not?
I know the “right” answer is “Yes, immerse yourself totally in your 
passion.” But I’m going to say the exact opposite.  If you’re an aspir-
ing artist, I dare you to try and do something else. If you can go off  
and get a steady job and be happy, then go do it, confi dent in the 
knowledge that you wouldn’t have been happy as a struggling artist. 
But if you try and do something “smart,” something “safe,” and you 
keep fi nding yourself coming back to the dream...well, then wel-
come to the club. I thought about other things. I went to college and 
studied English. But I couldn’t stay away. Only immerse yourself in 
this biz when you know you can’t NOT immerse yourself. Because 
it’s not going to be easy.

(L-R): Rider Strong, Shiloh Strong and (L-R): Rider Strong, Shiloh Strong and 
Director of Photography Yoram Astrahkan Director of Photography Yoram Astrahkan 
on the set of “The Dungeon Master.”on the set of “The Dungeon Master.”
Photo by Mallory Morrison.Photo by Mallory Morrison.

Angela Marie Hutchinson is Editor-in-Chief of Hollywood & Vine magazine and the author of two published books.  She is also a casting director 
and former talent agent. Currently, she is casting an indie fi lm that begins production in November. Hutchinson graduated from the University of 
Michigan with a B.S.E. degree in Industrial Operations Engineering and was selected to attend Th e Media Academy at Harvard University.



  ecuring an investor for your fi lm or project is a very
  integral part of the pre-production process. Th ere are
  legal issues surrounding funding via private equity. As
  a producer or content creator, one should be aware of
  the security laws that regulate investing. Investors fi nance 
a project hoping for a large return but understand the risk of loss. 
Generally, producers are required to register any off er or sale of 
securities unless it is exempt (as discussed below). Th e registration 
process takes time and can be expensive. Instead, producers sometimes 
operate on the practical exemptions for acquiring investment. 
 Th e most common exemption for entertainment projects is found 
under Rule 506.  Th is is called the “safe harbor” clause.  Rule 506 
makes sure a production company meets the requirements that the 
investment request is a private off ering. Th e elements to Rule 506 are 
described below.
 To qualify under Rule 506, it is important to address the 
following items: 
 1.  No General Solicitation and General Advertising. Th e 
producer cannot engage in “general advertising” or “general solicitation.”  
Th is means that off ers and sales of securities cannot be made through 
traditional advertising media such as radio, television and the Internet. 
Representatives of the production company must have a substantive 
pre-existing relationship with the person or entity being off ered 
the securities. In other words, a friend or family-type relationship 
is appropriate.  Th is “pre existing” relationship is one that is present 
before a producer approaches a potential investor to invest.  Even 
more, the producer must establish that the relationship is substantive; 
one where the representatives of the production company believe that 
the person or entity being off ered the securities is sophisticated in 
investing. Th e combined eff ect rule (which is interpreted by Securities 
and Exchange Commission) can sometime confl ict with how one has 
witnessed in the entertainment business. 
 2.  Purchaser Limitation. Th e sale of any security may be 
made to an unlimited number of “accredited” investors (meaning 
sophisticated, high-net-worth investors who can meet certain 
requirements as set forth in the SEC rules) and up to 35 unaccredited 
investors. Th ese unaccredited investors (or their representatives) must 
have suffi  cient knowledge and experience in fi nancial and business 
matters to make them capable of evaluating the merits and risks of the 
prospective investment.  
 3.  Time Restriction/ Securities “Restricted.”  Th e securities 
may not be resold for a certain time period and such resales are 
governed by securities laws. Producers must try to assure that an 

investor is purchasing the securities for investment purposes and not 
just to turn around and resell them. 
 4.  Information Disclosure. One of the main goals of securities 
laws is to allow investors to make educated and informed decisions 
based on accurate information provided by the producer.  If any 
unaccredited investors are sold securities in an off ering, then specifi c 
information disclosure is required to be provided, such as in a private 
placement memorandum. On the other hand, if the investment 
is being made by accredited investors, then there are no specifi c 
disclosure requirements other than disclosures required to avoid 
the anti-fraud provisions of the securities laws. It is recommended 
a producer provides extensive disclosure information to avoid the 
potential lawsuit of an unhappy investor. 
 5. Form D Filing. Lastly, a Form D is required to be fi led within 
the fi rst the 15 days of the fi rst allocation of a security, plus fi lings 
of the form must be made in most states where sales are made to 
residents of that state.  
 Following these prevalent rules is very important no matter 
the size of one’s project. Producers should be over prepared. First, 
determine how much money is needed to fund your project. Th en, 
create a detailed budget and business plan. Th is will show investors 
that you are serious and professional. Most importantly, make sure 
your team consists of an entertainment attorney who can help you 
navigate the world of entertainment investment.  

Tifanie Jodeh is partner at Entertainment Law Group, dedicated to 
corporate, business and entertainment aff airs. She can be reached at 
Tifanie@entertainmentlawgrp.com.

Tifanie 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.
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Private Offering vs. Public Offering 
(Nouns)
According to FindLaw’s legal dictionary, a private offering is the sale of an issue of securities directly 
by the issuer to one or a few large investors without any public offering, called also private placement 
compare public offering, which is an offering of corporate securities to the general public or to poten-
tial purchasers whose level of knowledge or access to information about the securities is dependent 
upon the disclosures of the corporation compare private offering. A private offering is exempt from 
the requirements of fi ling a registration statement with the Securities and Exchange Commission 
and distributing prospectuses to potential buyers before the sale. On the contrary, a public offering is 
subject to the requirements of the Securities Act of 1933 for fi ling a registration statement before the 
offering can take place.



 

 ara Smith is a two-time Tony Award
 nominee for producing the hit Broadway
 musical, “Xanadu” (2008 Outer Critics 
Circle Award-winner for Best Musical) and 
Will Ferrell’s one-man show, “You’re Welcome 
America: A Final Night with George W. Bush.” 
Most recently, she co-produced the world 
premiere of the new musical, “Dangerous 
Beauty” at the Pasadena Playhouse. Tara co-
produced the 2008 critical success “The 
Seagull,” starring Kristen Scott Thomas and 
Peter Sarsgaard. 
 As the founder of Playing Pretend 
Productions LLC, in affi liation with b. swibel 
presents (BSP), Tara co-produced the record-
smashing web series, “Cubby Bernstein,” 
starring Cynthia Nixon, Nathan Lane and 
Patti LuPone. With BSP, Tara is developing 
fi ve other musicals, including an adaptation 
of Joyce Maynard’s “To Die For” and Betty 
DeRamus’ “Forbidden Fruit:  Love Stories 
from the Underground Railroad.” Previously, 
Tara worked as a production coordinator for 
Mark Burnett Productions on “The Casino” 
and “The Apprentice” for Seasons 1 and 2. 
Tara is a proud member of the Broadway 
League and the National Alliance for Musical 
Theatre.

 aily Smith caused quite a stir creating, writing
 and starring in “MERRIme.com,” a web
 comedy that explores the ins and outs 
of online dating. Hailed as one of the “best 
new series around” by TV Guide’s “Hot List,” 
“MERRIme.com” was honored with Best Comedy 
at the Los Angeles Independent Television 
Festival. A graduate of the University of Southern 
California’s BFA acting program, Kaily was 
also honored as Best Actress at the New York 
Television Festival for work in the series. 
 Since graduating in 2005, Kaily has also 
appeared in numerous other productions, 
including “Forgetting Sarah Marshall,”  “Fracture,” 
“Gilmore Girls” and most recently, NBC’s hit 
comedy, “The Offi ce.” When not acting, Kaily 
continues to produce and create new works 
for TV, fi lm and the theatre with her production 
company, Red Ladders Entertainment. 
Additionally, Kaily volunteers as a mentor for the 
Young Storytellers Foundation, an in-school arts 
education program in screenwriting for under-
served, arts-poor public schools in the greater 
Los Angeles area. Kaily resides in L.A. and is 
represented by Brillstein Entertainment Partners.
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  As a Tony-nominated producer,
  what inspired you to produce  
  Xanadu?
“Xanadu” inspired me to produce “Xanadu.” 
It was love at fi rst sight. I was invited to 
a reading of the show in August of 2006 
by producers Robert Ahrens and Brian 
Swibel. Th ey were looking for partners 
and fi nancing to produce the show Off -

Broadway at Th e Roxy, the famous roller rink. 45 minutes into the 
reading, I knew I had to be involved. I simply fell in love with what 
Douglas Carter Beane had done with the piece, celebrating the 
importance of creating art all the while subverting it through his 
satirical tone. It was just my kind of theatre; it was smart without 
making me feel like an idiot, it was laugh-out-loud funny and it 
allowed me to feel for the characters all the while 
I was being entertained. Th at immediate aff ection 
for the project is what inspired me to become a 
lead producer on the show, fostering its further 
development.

  Tell us about the creative process of  
  developing a theater production.
  My process in developing a theatre 
production varies from project to project. I 
primarily work with Brian Swibel on all of my 
projects, and on some of them our creative vision is 
the impetus for the process. On others, projects are 
brought to us, and our role is to foster and develop a 
piece in which we believe. Brian and I have optioned 
the rights to two books and one comic book brand. 
 For these projects, before we begin searching 
for a creative team, we’ve entered into an internal 
development process with our staff , vetting every 
possible scenario to translate those properties to 
the stage. In some cases we’re conceiving the entire 
concept of the show, in others we’re developing certain aspects of 
the show: design elements, inciting incidents, etc. Th e next step 
involves going out and searching for writers to bring those ideas to 
life. Eventually, on all of our projects, we present the material to our 
peers (sometimes with the support of a non-profi t theatre), looking 
to bring on other partners. Th e goal is to take the show for an out-of-
town run and then hopefully to Broadway.
 
          Often times, raising fi nancing for a project is a   
  challenging aspect. What was your team’s  strategy for  
  Xanadu?
Anyone who invests in theatre does so knowing that the odds are 
stacked against them. It is a high-risk investment, but if in the right 
show, investors can hit the jackpot. So raising fi nancing for theatre 
is always the most challenging aspect of the producing process, and 
for “Xanadu” it was especially diffi  cult. We were dealing with an 
underlying property, which was known as the worst movie musical 
of all time. Th ere were articles being written about us before we even 
started rehearsals. 
 Th e press was basically laughing at us, saying that this couldn’t 
be done, shouldn’t be done, and was the worst idea ever for a 
Broadway musical. Th erefore, and understandably, there wasn’t one 
established Broadway producer or investor who came to the table 
to support our eff orts. So really our strategy for “Xanadu” became 
about reaching out to everyone we ever met and seeing if they 
were interested or knew anyone who was interested in the theatre, 
supporting the arts, and/or being a part of the Broadway community. 
From there, we sold the merits of the show, our incredible team and 
our passion for the project, but the sell came to refl ect the message of 
the show: believing in something new and creating art that was 
unique and with heart.

  What was it like when you experienced opening night 
  of your Broadway debut?
  Th ere is no concise way to adequately describe my fi rst 
opening night on Broadway. So much had happened to get us there. 
We were raising money up until the very last second, never knowing 
if we were going to have to shut down the production in previews, 
so there was defi nitely a sense of relief on opening night. We were 
defi nitely proud of our accomplishments in that moment, even 
before the glowing reviews came out, as only two weeks prior to our 
opening night we were in the trenches replacing our leading man 
who broke his leg hours before a preview performance. 
 Th ere was so much excitement in the air, as this was the fi rst 
Broadway show for all of the producers involved. And we were 
defi nitely apprehensive about the New York Times review, knowing 
that if we were going to survive another week, we needed a BIG 

endorsement from them. Olivia Newton-John 
was sitting behind us during the opening night 
performance, and as she laughed her head off  along 
with the rest of the audience.  We became nervously 
optimistic for our impending review, though we 
resolved that no matter what the reviews said, we 
knew we had realized the exact show that we had 
set out to produce. And then when the reviews came 
out and justifi ed our eff orts in such a celebratory 
way, the evening turned into an over-the-top 
and somewhat unbelievable “only on Broadway” 
experience.

 What do enjoy most about pursuing a 
 career in the arts? What do you like least?
 I love collaboration and the exhilaration 
of imagining something with a group of people who 
challenge one another to bring that vision to life. 
And I only dislike the process when ego gets in the 
way, which can totally derail a project.

  Do you have a current passion project or interesting  
  career goal for this year?
  All of my projects become passion projects. Producing 
theatre is too hard, takes too much time and is too risky fi nancially to 
not be in love with each of my shows. My goal for this year is really 
about expanding our company and fundraising to support all of the 
shows on which we are currently working.

  What’s the wisest piece of advice you have received that  
  has helped you as a producer?
  My dad is not in the entertainment business, and neither 
is my grandfather, so they can’t always advise me specifi cally on 
my theatre deals, but when it comes to breeding success, they have 
always advised, “You can’t get a hit if you don’t get up to bat.” And 
though they didn’t come up with the quote, it’s the best advice I’ve 
ever received.

  Have you and Kaily worked on projects together? If so,  
  tell us your favorite aspect of working with your sister.
  Strangely enough, Kaily and I haven’t worked on a project 
together, but not because we haven’t wanted to. My love and passion 
really live in musical theatre, and although Kaily has the chops to 
be on Broadway, her passion really lies in fi lm and television, an 
industry I know little about. Kaily supports my theatre producing 
eff orts, consistently helping me fundraise for all of my shows. She is 
often a part of the development process and I take her feedback 
very seriously.

  A lot of artists are so focused on pursuing their   
  entertainment careers that they don’t spend time with
  family or forget to enjoy life. What is your key to 
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balancing your career with your personal and family life?
Our mother makes it her mission to arrange times for the family 
to be together as much as possible. If we went three weeks without 
seeing one another, that would be a long time. Luckily, this year my 
show, “Dangerous Beauty,” premiered at the Pasadena Playhouse. So 
I’ve been in L.A. for a few months now, which has made family time 
very convenient.

  Share with us your faves:  book, song, musical and   
  favorite NYC restaurant/hang out spot?
  I don’t have a singular favorite of any of these things, 
but I would give anything to go back in time and see the following 
musicals again: “Guys and Dolls” (with Nathan Lane and Faith 
Prince), the original Broadway productions of “Into Th e Woods,” 
“Sunday in the Park with George,” “Crazy For You,” “Spelling Bee,” 
and of course, “Xanadu.”
 Th ree favorite New York restaurants are Mas Farmhouse, Milos 
and Scalinetella. Favorite N.Y. hang out is at any Broadway Show. 
As for a favorite song, I couldn’t pick a favorite, but I’ve recently been 
listening to a lot of Stevie Wonder.

  How did you come up with 
  the idea for your web series,  
  “MERRIme”?
It’s actually a funny story. I had recently 
split with my boyfriend of four years and 
decided I wanted to try online dating. 
Th e night I signed up, I was with my 
best friend and writing partner, David   

Weidoff , and together we created my profi le. About fi ve minutes 
into IM chatting with a few potential bachelors, I thought to myself, 
“Th is should be a reality show!” I couldn’t believe the boldness and 
ridiculousness of some of the conversations. But not wanting to 
document my personal trials and tribulations in the online dating 
world for America to see, I began to wonder if there was a way to 
take this idea and translate it into 
a scripted comedy. I had already 
been frustrated by waiting around 
for acting opportunities to come to 
me, and [I] was looking to create 
something that would showcase 
my talent and help launch my 
career. Additionally, web series were 
just starting to pop up online and 
gaining attention from legitimate 
entertainment companies. So, 
creating the show for online seemed 
like the next logical step. And 
although “MERRIme” changed a 
lot from its original conception to 
production, it all started with my 
own heartbreak and brief fl irtation 
with online dating.

  Tell us about the pre-production and casting
  process. How long did it take to execute your vision?
  Our pre-production was really quick! Normally projects 
take years to develop; we conceived, wrote and shot “MERRIme” 
within fi ve months. I came up with the idea of it as a web series in 
June of 2008 and began working with David immediately. We wrote 
a draft of the pilot, and within one week I was having meetings 
with producers, directors and new media companies. Having 
experience in theatre, I knew how to get a play up on its feet, but 
I had never produced anything for TV or Film. At the time there 
was an independent new media company interested in fi nancing the 

project, and they asked me for a line budget; I had no clue what they 
were talking about! I had to call my friend who worked at a major 
Hollywood production company to help me. 
 Luckily, she introduced me to Shelley Stevens, who ended up 
becoming our producer on MERRIme. I met with Shelley and 
her (now) husband, director Sherwin Shilati, and something just 
clicked. I hired Shelley to produce and Sherwin to direct, and it 
was one of the best decisions I made. I learned so much from them; 
they really took the concept and production value to another level. 
By August, David and I had written ten, fi ve-minute episodes, and 
we were ready to cast. David, Shelley, Sherwin and I called our 
actor and casting director friends to help spread the word. We spent 
three full weekends auditioning people. Th ere were so many dates 
for Merri to go on that we must have seen 75 potential bachelors. 
We encountered a few road bumps along the way and had to push 
shooting back a few times, but by mid-November we were shooting!
 
  Did you face any glitches along the way? If so, how
  did you overcome them? If not, what did you do to   
  prevent them?
Yes, we ran into glitches every day. We had investors, actors and 
locations fall through just days before we were scheduled to shoot, 
and all the while David and I were still re-writing episodes. Sherwin 
and our AD kept asking for a shooting script, but there was only 
so much time between producing, writing and preparing to be on 
camera as well.  
 Th e whole thing was an adrenaline rush and sort of “run and 
gun”; we shot a whole date, only to realize we didn’t like it. And 
because we called in so many favors to make the show fi nancially 
feasible, we had to beg the AD to fi nd a way to squeeze in another 
two scenes. And what turned out to be our major story line and 
provided an emotional arc to the whole series was a last-minute 
addition created in the middle of production.

  Not only did you write and produce “MERRIme” but
  you also starred in it! Seems like a rewarding juggling  
  act, how did you do it all?

Well, I didn’t sleep much, that’s for 
sure. But I’m a Gemini and I prefer 
to multi-task, working on ten things 
simultaneously. I think my work 
thrives when I have a lot going on, 
rather than when I’m just doing one 
project. Honestly, I had the best 
time and loved doing everything! 
However, once we got on set, I had 
to take off  my producer/writer hat 
and focus on the acting. We shot 
the entire season of “MERRIme” in 
nine days, so we barely had enough 
time to get coverage of everyone. 
Sometimes we would do one take 
and move on, so I had to be one 
hundred percent focused on the 
acting. I was lucky I had such a 
capable and talented team around me 

that I trusted to keep an eye on everything I could not.

            “MERRIme” has won  several prestigious awards. Why  
  do you think the series garnered so much attention?
  I don’t think “MERRIme” garnered attention for one 
particular reason but rather the culmination of the idea, writing, 
direction, performances and overall execution. So much can go 
wrong between the time a show is scripted and edited, and in our 
case everything just seemed to come together. And because everyone 
was basically donating their time and resources, there was a lot of 
love and passion that went into the show from everyone. 
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Sherwin, our director, and our director of photography, Daron 
Kee, particularly wanted to make it look beautiful and like it should 
be on TV, rather than internet. So with Shelly’s amazing 
negotiation skills, they found a way for us to rent the red camera 
and assemble a team that wanted to work with the camera.

          Do you recommend artists produce a web 
  series to showcase their talents? Do you have any tips
  to help the process run smoothly?
I defi nitely recommend artists use the web to promote themselves 
and their craft. Th e internet has become a tool and platform to 
showcase work that wouldn’t otherwise be seen. And if you really 
want to be a part of the entertainment industry in any capacity, this 
is a great way to take control of your career. Waiting around for 
other people to give me an opportunity to act only got me so far. 
Because of “MERRIme” I now have the support of agents, managers 
and casting directors to take my career to the next level. 
 My only advice would be to listen to your own instincts. I had 
a few people along the way give me “notes” on the story and the 
direction they thought the show should go. Even though I didn’t 
agree, I listened. After I would make changes, the same individuals 
would suggest I change the show back to my original concept, 
making it sound like their idea. Th at was the moment I realized 
that just because someone is older and has more experience in the 
business doesn’t make them right. 

  As an actress you have been cast in television series
  such as “Th e Offi  ce.” What are you focused on now
  with your acting career?
My acting mentor, Diana Castle, reminds me often that what 
people call luck is in actuality when preparation meets opportunity. 
Th erefore, every day I commit to my craft, carving out time to work 
on my acting, even when I am not in class. Additionally, I’m focused 
on creating other opportunities for myself, similar to “MERRIme” 
but not for the web. I am still taking meetings with interested 
parties in turning “MERRIme” into a TV show for a network. And 
in the mean time I audition for both fi lm and television. 

  A lot of artists are so focused on pursuing their   
  entertainment careers that they don’t spend time with
  family or forget to enjoy life. What is your key to 
balancing your career with your personal and family life?
I actually don’t fi nd it hard to balance family and work. I fi nd 

that family and friends energize and ground me so that I’m more 
focused and invigorated in my work. My need to connect with them 
is at the top of my list, along with the need to eat, breathe, exercise 
and tell stories. 

  Share with us your faves:  book, song, movie and L.A.  
  restaurant/hang out spot?
  I have one favorite thing, and that is “Les Miserables.” It 
was the fi rst musical I ever saw, and my jaw dropped to the fl oor for 
two and a half hours. I have seen the show almost thirty times and 
could listen to the soundtrack every day for the rest of my life. Since 
I was six years old my dream has been to play Epinone… I think I’m 
a little too old now, so my new dream is to play Fontine. (Actually 
Tom Hopper just signed on to direct the musical movie version, and 
it would be a dream come true to be a part of that production!) 
 I really don’t have any other “favorites.” I think that’s the 
Gemini part of me again. Th ere are too many things I love for both 
sides of my personality. I love to read “Letters to a Young Poet” 
by Rilke. I devoured the “Twilight” series and “Th e Other Boleyn 
Girl” in a day (I dream of playing Anne Boleyn one day too… she 
fascinates me). My favorite TV shows include,“Th e Good Wife,” 
“Modern Family,” “24,” “Damages,” and “Friends.” In L.A. my favorite 
restaurants are Hugo’s, M Café and BLT. See, only I could list a 
macrobiotic restaurant, health food restaurant and steak house as 
my top favorites.
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Angela Marie Hutchinson is Editor-in-Chief of Hollywood & Vine 
magazine and the author of two published books.  She is also a cast-
ing director and former talent agent. Currently, she is casting an indie 
fi lm that begins production in November. Hutchinson graduated from 
the University of Michigan with a B.S.E. degree in Industrial Opera-
tions Engineering and was selected to attend Th e Media Academy at 
Harvard University.
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Filming in New Orleans
ByBy    MARY NICOLE WALKER

  city known for its incredible jazz music, fabulous
 food, French Creole architecture and cross-

  cultural heritage, it’s only fi tting that Hollywood
  would fi nd a home in the Big Easy, better known
  as New Orleans, Louisiana.  “Hollywood South” 
is the city’s latest title, due to the large number of fi lms and television 
shows that have been shot there since 2002. 
 Actors, producers and fi lmmakers are all seeking the advantages 
and reaping the benefi ts of fi lming and working in New Orleans. 
Louisiana is third in the country for 
providing lucrative tax incentives to 
attract production companies. 
Louisiana-based Films In Motion (FIM) 
specializes in all aspects of fi lm and 
television production, including post-
production, senior lending, mezzanine 
lending and tax assisted fi nancing. Th e 
company currently operates in Louisiana 
and California and is expanding to 
Michigan this year. 
 “We make life easier. We provide 
budgets for fi lming in multiple incentive 
locations so you can pick which incentive 
state works for you, and as your local partner, we save you time and 
money,” says producer and FIM founder, Jason Hewitt. In the past 
three years alone, the company handled production services on 
eight feature fi lms, such as “Th e Courier,” “Burning Palms” and 
“Blood Out.” 
 In terms of production incentives, Louisiana off ers a 30 percent 
transferable incentive for total in-state expenditures related to the 
production of a motion picture. Th e incentives are fully transferable, 

and Louisiana has no limit to the amount of incentives that can 
be earned by a single production. Only money spent on your 
production costs within the borders of the state of Louisiana will 
qualify for the 30 percent incentive. Th at includes all services that 
are performed in Louisiana from residents and non-residents alike, 
according to FIM. 

A New Home for Actors?
Actors who are local or who are thinking of relocating to New 

Orleans to try something new will not be 
disappointed. Just ask Lance E. Nichols, a 
34-year veteran actor who is currently on 
HBO’s hit show, “Treme,” which shoots 
in New Orleans. Nichols left Los Angeles 
after 24 years and relocated back to his 
native city of New Orleans in 2002.  
 “I actually moved back here for family 
reasons [to take care of my parents]. My 
wife and I made the decision and came here. 
My wife is from here too,” says Nichols.  
He recalls his agent and castings directors 
asking him, “What about your career?” 
 Luckily, Nichols’ career didn’t suff er    

as a result of the move. Within one month of relocating to New 
Orleans, he had his fi rst audition with the movie “Runaway Jury,” 
produced by Paramount studios and starring Gene Hackman and 
John Cusack.
 “It was the fi rst movie done under the Louisiana tax credit,” 
explains Nichols.
 Due to the tax incentives, movies and TV series began to 
fl ood the state, and that’s when Nichols saw more opportunities for 
himself, as compared to when he was in California.

[ Local Hire ]

Photo by Keith Wilson
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 “In L.A. guys in my age group—well, African American guys in 
my age group—there probably are over a thousand--probably even 
more than that. Here, statewide I’m probably one out of fi fty. No 
one has my body of work either, so I’m kind of in a class by myself, 
basically,” says Nichols.  “For other actors in L.A. ,they have over 
100 casting directors [whom] your agent has to get to know, verses 
in Louisiana, [where] you and your agent only have to get to know 
like 10. It’s a much more relaxing atmosphere here.”
 Nichols also landed a role in the Oscar-winning movie, “Th e 
Curious Case of Benjamin Button.”  
 “I was in Louisiana shooting a commercial in 2006, right 
after Katrina, and my agent told me about this casting for a movie 
to shoot in New Orleans called ‘ Th e Curious Case of Benjamin 
Button,’ and [that] the casting director out of L.A. would like to see 
me,” he says. “Her name was Laray Mayfi eld, who cast all of David 
Fincher’s fi lms. After, I was invited to a table read in L.A. at ABC 
studios with Brad Pitt, Taraji P. Henson, Cate Blanchett, along with 
the director and producers. Actually, Brad was the one that told me 
I got the role!” 
 As for the future of fi lmmaking in New Orleans, while 
Louisiana is booming, no one knows how long it is going to last. 
“I will ride this train as long as the train is on track,” says Nichols. 
“Put it this way- if you play your cards right and have a good 
marketing plan about yourself, you can make a living as an actor 
in the southeast market. You must have a game plan. It’s been a 
blessing and really great place to be.” 
 Nichols has several other projects underway while still working 
on the second season of the television series “Treme,” which 
premiered this spring. 

Lucrative Tax Incentives Draw Talent
Th ere are over fi ve other television and reality series being shot 
around the state. As an actor, the questions are: “Where do casting 
calls take place?” and “Where do I get the breakdowns for roles?” 
Local agencies and casting directors say the locations for auditions 
and open casting calls vary from theaters to private venues. 
Unfortunately, Louisiana has not yet acquired a system like Central 
Casting for extras or major breakdown services. Th e best bet is 
to register with all the casting agencies, and they will e-mail you 
dates and times for background extras or feature speaking role 
opportunities. Another suffi  cient way is to get an agent, which 
usually requires a referral. 
 Th anks to tax incentives, Louisiana has quickly become the 
premier location for television and fi lm production in the United 
States. Hollywood types are never shy about complaining, however, 
aside from the occasional remark about the extreme summer heat, 
no one has a negative thing to say about the southward migration.
 Some stars who have purchased homes in New Orleans include 
Brad Pitt, Sandra Bullock and Nicolas Cage. More and more fi lms 
are coming, which means production jobs are available all over the 
state. Th is year, over 30 fi lms and television shows are scheduled to 
start fi lming in Louisiana, according to Louisiana Film Commission 
data. 

Th e City’s Flavor
New Orleans has many other major attractions, from the world-
renowned French Quarter and Bourbon Street’s notorious nightlife 
to St. Charles Avenue and Magazine Street, with its many boutique 
stores and antique shops. It is also home to Tulane and Loyola 
Universities and some of the leading historically black universities, 
such as Dillard and Xavier. 
 Hollywood is always watching its weight, no matter if it’s in 
front of the camera or behind the scenes. When living in New 

Orleans, that all changes! New Orleans is known for its world-
famous food. For centuries, local Creole, haute Creole and New 
Orleans French cuisines have developed and produced a truly 
unique and easily recognizable Louisiana fl avor. Famous Creole 
dishes include seafood, étouff ée, jambalaya, gumbo and crawfi sh.

Brewing Beats
New Orleans has always been a signifi cant center for music. Th e city 
is proud to showcase  its intertwined European, Latin American and 
African cultures. New Orleans’ unique musical heritage was born in 
its pre-American and early American days from a unique blend of 
European instruments combined with African rhythms.
 New Orleans hip-hop has also seen commercial success locally 
and internationally, producing famous artists such as Grammy 
Award-winner Lil Wayne, Master P and Juvenile. Record companies 
such as Cash Money Records and No Limit Records also call the 
city home. Th roughout the 1990s many sludge metal bands cropped 
up in the area. New Orleans heavy metal bands like Soilent Green, 
Crowbar and Down have incorporated styles such as hardcore punk, 
doom metal and southern rock to create an original and heady 
brew of swampy and aggravated metal that has largely avoided 
standardization.
 Th is historical city continues to celebrate its legends. With such 
an abundance of great music, great food and great art, a lifetime 
wouldn’t be enough to see and experience it all. 

Mary Nicole Walker earned a B.A. in broadcast journalism and as 
worked as an on-air general assignment news reporter with an ABC 
news affi  liate. She is a freelance journalist and actress who loves to travel 
and enjoys gourmet cooking.

 

September/October 2011            www.hollywoodvinemag.com  29



30  www.hollywoodvinemag.com            September/October 2011

Pseudo Voices Speak Out
Pigment Casting
“First off , a Korean American Brooklyn chick— LOL! And isn’t 
the last name Chan Chinese, not Korean?! Anywho, if I want to 
cast all Irish people in my fi lm or television series based in Ireland, 
I should be able to. It’s important that the casting team be authentic 
to the location of a particular story. I was once watching a movie 
on television based in a small town in Illinois, where I had actually 
visited, and it was a city made up of predominately white people. But 
the background actors in the movie were beyond diverse. Th ey had 
all kinds of folks: Asians, Hispanics and some unknown mixed-
ethnicity extras as well. I couldn’t help but to be disengaged by the 
inauthenticity of the various scenes throughout the MOW (movie of 
the week). 
  I have a few black friends who often refer to themselves as 
people of color, and that is silly to me. Pardon my ignorance, as some 
might call it, but just because I have peach skin doesn’t make me 
colorless. I often get annoyed by the fact we call people “black” and 
“white” in the fi rst place. Th e only “white” person I have seen was an 
albino or dead person on T.V. In my perfect world, we are all people 
of color—people with pigment. Yes, some ethnicities and cultures 
around the world have had more hardships than others. Th at’s 
unfortunate, and we as a nation should do all that we can to ensure 
the equal rights of all people. However, we cannot forget about 
freedom and as artists, the legal right to create the projects, whether 
distasteful, diverse, demoralizing or divine.
 One time I was helping a director friend cast his short fi lm. 
He refused to specify an ethnicity on the breakdown because he 
wanted to fi nd the best actor, regardless of race. As a result, we had 
three times the amount of actors auditioning than if the role had the 

[ On the Nose ]

ByBy   MARSH MALLOW & NIGHTSTICK  

Diversity on the ScreenDiversity on the Screen

  hen a television show, fi lm or other media project
 seeks actors to cast in various roles, Breakdown

  Services is the most common online casting service
   used by casting directors to upload available 
character roles (aka “breakdowns”) and by talent or their 
representatives to submit to projects.  
 On the breakdowns that are uploaded by television casting 
executives or their associates, there is sometimes a diversity 
statement listed particularly for network TV shows.  It generally 
states something similar to the following: 
 “We are committed to diverse, inclusive casting. For every role, 
please submit qualifi ed performers, without regard to disability, 

race, age, color, national origin, ethnic origin or any other basis 
prohibited by law unless otherwise specifi cally indicated.” 
 While diversity should be valued, Hollywood & Vine asks the 
question:  Have we gone too far with diversity? Some might say 
yes, fi lm and television shows should be able to cast whomever they 
want, whether they prefer all whites, all Asians, or all tall people. 
Others may disagree and still feel that studios need to produce and 
widely release more diverse fi lms, both ethnically and culturally. 
 Review the “Character Casting Breakdowns” sheet, which 
has fi ctional (but realistic) character descriptions for a television 
show. Although the roles are entirely fi ctional and do not exist, the 
diversity questionability of the character descriptions remains as 
authentic as possible to a real breakdown on any given day.



@BrettRatner:  What should the sequel to “Horrible Bosses” 
be? “Horrible Parents”? “Horrible Children”? “Horrible 
employees?” Let me know what you think? 
@diarydiva:  @BrettRatner How about “Horrible 
POLITICIANS!”

@RealRonHoward:  Little model CARS people! I’m a happily 
married man. :)
@diarydiva:  @RealRonHoward Wow!! This a first... a 
Hollywood director admits he is happily married!

@ReggieGaskins:  So we are in the beginning stages of
pre-production on my new film, “LOVE CONQUERS ALL.” This 
a true love story, y’all. Stay tuned. Your Boy.
@diarydiva:  @ReggieGaskins Love doesn’t seem to 
matter anymore with money, power and sex tapes. :(

@onthestorm:  So nice, just got a free notary because the 
guy “grew up on my show.” Now I just need to meet the 
Mercedes dealer who grew up on it...
@diarydiva:  @onthestorm Hmm, good idea. I should go 
find that geek from high school who was in love with me...
might be a millionaire!

@Jon_Favreau:  New hipstamatic Cowboys & Aliens FreePak 
is available now! Life In LoFi: iPhoneography.
@diarydiva: @Jon_Favreau I’m sure iPhone App junkies 
will enjoy!

@SpikeLee:  MO’ BETTER BLUES.
@diarydiva:  @SpikeLee Are you talking about your beef 
with Tyler Perry?
 
@wescraven:  Sorry, have been in my cave hibernating. 
But I am back! Does anyone have a chainsaw for this beard?
@diarydiva:  @wescraven Oh, so that’s really what you do 
to write all of those scary, insane movies!

@HVmagazine:  According to the Directors Guild of America, 
only about 7% of directors are women... do u know any that 
tweet?
@diarydiva:  @HVmagazine No, because they are too 
busy finding directing jobs!!

@JulieDash:  Smuggling daydreams into reality...              
@diarydiva:  @JulieDash Do what you gotta do!

@ElizabethBanks:  Dear Atlanta, I’m totally into you. 
Let’s date for a while. Have some fun. Where should we go? 
Smooches!
 @diarydiva: @ElizabethBanks Has dating come to 
tweeting out to a city to go out? Please say it ain’t so!! 

@msdebbieallen:  Tickets are on sale now for “The Hot 
Chocolate Nutcracker!”
@diarydiva:  @msdebbieallen Ok, did I read this tweet 
right?

10 Directors Who Tweet

Follow ME 
(@diarydiva) 

for tenacious tweets on 
@HVmagazine 

celebrities 
in the news!

ethnicity specifi ed. I went along with him; after all, it was his short. 
We held a ridiculous amount of casting sessions and fi nally, after 
seeing a gazillion actresses who were white, black, brown, etc. we 
ended up casting a red-haired girl with pale skin. Go fi gure. 
 Talent comes in all shapes, sizes and colors, so I fi nd some of the 
TV casting breakdowns above laughable indeed. I think the most 
important aspect of casting or writing characters is authenticity. If 
that means having a 6’3” east Indian, late 30s, muscular, no accent 
actor with authentic tattoos, so be it. Although I’m not quite sure 
why an actor needs authentic tattoos. I guess that small screen show 
is trying to save money on the hair and makeup budget. Portraying 
a diverse cast of characters is okay by me if authentic, otherwise... 
FADE OUT.” –Marsh Mallow

Pilot Season Blues
“I just got off  work from the coff ee shop, and man do I smell like 
roasted beans. Th at’s okay, all actors smell alike. But they don’t think 
alike. I cannot abide the misguided approach to modern acting 
shared by my fellow actors of color. My silly peers are headed in the 
wrong direction. Th ey study Method and Meisner, when in actuality, 
modern acting requires a whole new philosophy. Th is is the era of 
diversity.
 50% of Hollywood revenue is won in the international 
marketplace- that’s the whole wide world. We have entered a post-
racial society. Surely you’ve noticed. America’s ruling family, the 
Bushes, have biracial Latino grandchildren. Th e world’s biggest 
human box offi  ce draw is Will Smith, an African American. Th e “Fast 
and Furious” movie franchise has a cast that has only ever been one-
third Caucasian. At risk of putting too fi ne a point on the ubiquity 
of diversity, please note that the President of the United States 
of America, if you believe mainstream media, is White, Kenyan, 
Reptilian and Manchurian all rolled into one! And have we not 
noticed Obama is often impersonated by white comedians? Diversity 
works both ways. 
 Opportunities for Caucasian actors to again play Asian, like in 
“Th e Last Air Bender,” abound. How progressive. Caucasian actors 
haven’t realistically played Asian since 1949’s “Charlie Chan and Th e 
Sky Dragon.” Next up, the Anime feature adaptation “Akira” is set 
in Manhattan. Moreover, we’ve seen a fair-skinned Latina play black 
in the teen dance fl ick, “Honey.” It is only logical to presume that 
this era holds unprecedented opportunity for actors without color. 
And yet my peers are still so...colored? Th at is so October 2008. My 
stubborn peers are doomed to repeat the failed “Hope” of yesteryear. 
Th ey “Have a Dream” like it’s 1963. Th ey’ve felt mainstream since 
watching that Run DMC/Aerosmith video. But there is a solution. 
While my actors of color fruitlessly toil in the house of Stanislavski, 
I, enlightened, follow the true path of equal opportunity, Ethnological 
Transformative Personagraphy, or ETP. 
 ETP, once perfected, ladies and gentlemen, will allow actors of 
color all over Tinseltown to become white. With fi erce concentration, 
dedicated rehearsal and some otherworldly application of bio-
feedback, we terminally underemployed can change our brown skin 
to bronzer. We can change our brown eyes blue. We can bleach our 
hair a believable yellow blond, adopt a believable Australian accent 
and wait—we will love Seinfeld re-runs like no one else. I’ve tried it; 
it kind of works. Aroused by my new found power, I have reached 
a state of ExETP. Last night, I stopped celebrating the demise of 
“Outsourced.”  I have arrived.  Besides, schadenfreude is bad karma 
and Buddha probably liked the show.
 P.S. ETP manuals are given away free to people of color at 
participating Samuel French bookstores.” –Nightstick

DISCLAIMER:  Opinions expressed in this column are solely those of the 
submitting author. Story content from the anonymous authors has not been 
verifi ed and may be inaccurate or fi ctitious.
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  een actress Mariah Wilson
  starred as Magic in the $154
  million worldwide box offi  ce  
fi lm, “Dreamgirls.” Wilson brought tears to 
moviegoers’ eyes as they watched her riveting 
performance as the daughter of Curtis Taylor, Jr. 
(played by Jamie Foxx) and Effi  e White (played 
by Oscar-winner Jennifer Hudson.)  “I was 
thrilled to work alongside award-winning actors 
from both Hollywood and Broadway—Danny 
Glover, Eddie Murphy, Beyonce Knowles and 
Anika Noni Rose,” exclaims Wilson.  
  As a natural on the stage, Wilson knows 
how to dazzle her audience and leave them 
with an everlasting impression. She has been 
performing since the age of two. Her early years 

began with dance recitals. 
By age four, she was in 
a children’s musical at 
Desert Stages Th eatre in 
Scottsdale, Arizona. At 
age 11, she landed her 
role in “Dreamgirls.”
 Today, this young 
actress is moving audi-
ences with more than just 
her on-screen talent.  She 

is inspiring her fans with original music and live 
singing performances. Wilson has been selected 
as the national-anthem singer for Los Angeles 
Angels Baseball, the L.A. Kids Marathon and 
the WNBA Sparks. 
  Wilson has been seen throughout Los 
Angeles performing for thousands of spectators 
at various events, such as the College Expo at 
the Oakland Convention Center and the Black 
Business Expo at the Los Angeles Convention 
Center. She has also showcased her talents at 
the famed Hollywood Knitting Factory, Crazy 
Horse in West Covina and Eco Station in 
Culver City.  
  For the past few years, Wilson has been 
exploring new opportunities in the entertain-
ment industry. At the age of 16 she is a triple 
threat: actress, singer and dancer. Th is spring, 

Wilson launched her singing career with the 
release of her new hit single, “My Baby,” which is 
available on iTunes and has received radio play in 
a few selected markets, and it was co-written and 
produced by Fingazz from Street Light Music.  
Mariah is working with music producer S7evon 
Daze, who is signed to EMI publishing Group. 
He wrote Wilson’s other R&B/pop singles 
“Turn it Up,” “Girlfriend,” “Shawty Got Moves” 
and “Girls Hang Out.”  She is the co-writer of 
the majority of her songs and the soon-to-be-re-
leased album. “Mariah has a great understanding 
for sound and has a pleasurable and uplifting 
message, which comes through in her music.” 
said Daze.
  In addition to her careers in music and 
acting (which also includes guest-starring 
roles in TV shows like ABC’s Family’s “Lin-
coln Heights,” CBS Television’s “NCIS” and 
national commercials for corporations such as 
Kmart),Wilson also hosts a kids radio show, 
“Making Magic,” on KWAV Radio Biz. In addi-
tion, Wilson maintains excellent grades in high 
school, all while working on a new webisode, 
“Teens Around Town.”
  Wilson will release another single, “Turn it 
Up,” by the end of the year, and she’ll continue 
to wow audiences with her championship dance 
moves, iconic R&B/hip-hop/pop sound and fl a-
vorful on-stage and on-screen performances. To 
learn more about Mariah Wilson, check her out 
on Myspace at www.myspace.com/mariahiwilson.

BiH member Nicole Butler is the founder of A&B 
Productions, a non-profi t organization that recently 
produced a new kids reality web series called 
“Flip the Script,” where youth learn the ins and 
outs of creating, directing and producing their own 
television show.



Malibu Country Mart (MCM)
3835 Cross Creek Rd.
Malibu

Surrounded by majestic 
mountains and the Malibu 
beach shoreline, MCM is a 
six-acre outdoor lifestyle 
center with high-end 
boutique shopping and 
restaurants, along with a 
picnic area and quaint park 
where celebrities can play 
with their children.

The GRAMMY Museum
800 W. Olympic Blvd.
Los Angeles

The GRAMMY Museum explores 
and celebrates the enduring 
legacies of all forms of music in 
addition to the creative process, 
the art and technology of the 
recording process, and the history 
of the GRAMMY Awards, the 
premier recognition of recorded 
music accomplishment.

Pantages Theatre
6233 Hollywood Blvd.
Hollywood
Minneapolis, Toronto and Tacoma locations.

Located at Hollywood and Vine, the Pantages 
Theatre has a history as grand and diverse 
as the stage, which audiences have fl ocked 
to enjoy since its opening on June 4, 1930. 

Cafe Bizou 
(at The Water Gardens)
2450 Colorado Ave.
Santa Monica
Pasadena & Sherman Oaks locations.

Cafe Bizou prides itself with providing 
top quality service and California-
style French cuisine. It’s the perfect 
setting for exclusive business 
meetings and intimate celebrations. 
At the Santa Monica location, the 
after-dining experience can be just 
as enjoyable—take dessert to go and 
stroll throughout the splendorous 
water gardens.

Antipasta 

Rustico: 

Buffalo 

mozzarella, 

cherry tomatoes, 

kalamata olives, 

roasted bell 

peppers, and 

thinly sliced 

prosciutto 

with crostinis 

drizzled with 

a balsamic 

reduction.

Aroma Coffee & Tea 
Company 
8221 W. Third St.
Los Angeles

Using only market-fresh 
ingredients, Aroma’s menu offers 
a wide variety of delicious foods. 
A chic ambience with daily 
industry crowds from 7 a.m. to 
11 p.m. Known as a celebrity 
hotspot and a great place to 
eavesdrop on industry gossip 
and business deals.

The Standard
550 S. Flower St. 
Los Angeles

Offers a breathtaking panoramic 
view of Los Angeles along with 
disco music and retro waterbed 
pods for sunbathing with 
friends. Meet up in the day at 
the poolside lounge for casual 
business meetings. Nightlife at 
the Standard is an upscale club 
atmosphere.
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Magical Hideaway

L.A. Live

Malibu Lifes tyle
Rooft  op Poolside

Bon App étit 

It’s Broadway!



This Midwest beauty is an avid sports fan. Zondra Wilson, better known as “Z,” is one of today’s up and coming, talented stars. 
A former television anchor and news/sports reporter, Zondra graduated from the University of Akron with a bachelor’s degree 
in Mass Media Communication/News. She has landed major roles in local and national commercials. You may have noticed 
Zondra  playing the doting mom in a national campaign for “Tracfone” or spotted her face in a magazine or on a billboard for 
companies such as Best Buy, Pfizer and numerous dental offices across the country.  In addition to acting in commercials and 
print modeling, Zondra has had leading roles in several award-winning short films and independent projects.  She also nabbed 
a recurring role as Reporter Zola Scott on CBS’s “The Young & the Restless.”  Zondra is active in her community and church.  
She served as a board member for BReaKiNG iNTo HoLLyWooD for five years. Z’s motto is “Talk is cheap! Action speaks louder 
than words.”

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.

ZONDRA



A native of Singapore, Alaric Tay began his film and television career at the age of 17. He was cast in a supporting role in 
“That’s The Way I Like It,” a made-in-Singapore feature film, which was subsequently picked up for US distribution in 1998 at the 
Cannes Film Festival by Miramax. Since then, Alaric has starred in award- winning films and has also appeared in numerous 
television shows. In 2010, Alaric was nominated at the Asian Television Awards for Best Comedy Actor for his performance of 
multiple characters in “The Noose,” a half- hour weekly parody of current affairs. With various performance credits to his name, 
Alaric has simultaneously ventured behind the camera. To date, he has produced, written and directed four short films. Alaric is 
currently producing and directing an action sci-fi drama for 2012 festival release. He also worked as an intern for 
BReaKiNG iNTo HoLLyWooD during his study abroad. Alaric Tay resides in Singapore.

ALARIC
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[ Castifi eds ]



Genre: Comedy

Logline: A guilt-ridden female spaceship captain, who failed to prevent an asteroid strike that killed millions, including her 

father, is the only one who can stop an automated alien ship called the Ark from mutating all life on earth into a copy of the 

aliens’ home world.

Darryl Anka’s career in the film industry includes extensive experience in miniature special effects, set design and storyboarding 
on such films as “Star Trek,” “Pirates of the Caribbean” and “Iron Man.” He has had one action film produced by Nu Image 
Entertainment and a script optioned by producer Mark Harris (“Crash” & “Gods and Monsters”).  Darryl is a StoryPros 
screenplay contest winner and a Nicholl Fellowships quarterfinalist. 

ARK

By Darryl Anka

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 ]

98.



Genre: Comedy

Logline: Forrest, a hard-working victim of the recession, loses everything. Joe, lazy and spoiled, gets tossed out by wealthy,

fed-up parents. Sent for a clean-up job at a mobster’s house, this mismatched pair discovers riches. Can they forge a truce,

hatch a plan and steal from the mob—in one day?

BiH member Debbie Lollie

MOB JOB

By Debbie Lollie
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[ Scriptifi ed ]



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.

(DAP) is a coming-of-age comedy script written by Angela M. Hutchinson, Founder of BReaKiNG iNTo HoLLyWooD and Editor-

they achieve the greatest victory of all and captivate the true meaning of a “Diva” and a “Princess.”www.bih-ent.com/DAP

Produced and written by Chad Diez, “LAPS”
www.lapstheapp.com

[ Extrafi eds ]



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.



GENE AUTRY
Hollywood Legend

 September 29, 1907 – October 2, 1998
(died of lymphoma cancer)

6384, 6520, 6644, 6667 and 7000
ByBy  SHAKEILA BEARD

[ Walk of Fame ]

  hen some think of
  America’s favorite
  singing cowboy, Orvon
  Gene Autry, comes to
  mind. Gene Autry’s 
mark in Hollywood is different from all 
celebrities. Autry is the only celebrity to 
have fi ve stars for each of the following 
categories: recording, motion pictures, 
radio, television and live theater. On 
February 8, 1960, Autry was inducted 
into the Hollywood Walk of Fame with 
four stars and then a fi fth one in 1987.
 Autry’s hit single, “That Silver-
Haired Daddy of Mine,” marked the 
beginning of his successful recording 
career. He recorded many of his hits 
with Columbia Records. It was “Back 
in the Saddle Again” and Christmas 
carols, including his rendition of “Up 
on the Housetop,” that made him most 
memorable. Autry secured the 38th 
spot on Country Music Television’s 40 
Greatest Men of Country Music list, 
making him one of country music’s 
elite. He was also inducted into Country 
Music Hall of Fame and the Nashville 
Songwriters Hall of Fame among many 
other honors..
 In 1934, Autry debuted as a singing 
cowboy when he was featured in the 
fi lm “In Old Santa Fe.” He then went on 
to star in 89 western movies. Autry’s 
sidekicks were Champion, his horse, 
along with actors Smiley Burnette 
and Pat Buttram, who played Autry’s 
sidekick in many fi lm and television 
productions. Autry eventually formed 
his own company, Flying A Productions, 
where he produced some of his fi lms 
in partnership with Columbia. He also 
produced popular shows for television, 
including “The Gene Autry Show,” “ 
Annie Oakley” and “Range Rider.”
 Autry was also involved in many 
entrepreneurial endeavors; he owned 

the baseball team, Los Angeles Angels 
of Anaheim, as well as a string of radio 
and televisions stations including KTLA 
Channel 5 and KMPC radio station. In 
1988, Autry founded the Gene Autry 
Western Heritage Museum in Los 
Angeles. Today, after having merged 
with the Southwest Museum of the 
American Indian and the Women of the 
West Museum, the museum is known as 
The Autry National Center. The Autry 
holds many festive events throughout 
the year, including fi lm screenings, 
theatrical performances, lectures and 
musical events.
 Autry not only left a legacy in 
entertainment with his 93 fi lms and 
over 600 music recordings, but also 
in the military where he achieved the 
rank of Flight Offi cer during World War 
II. Once a small-time Texas boy with a 
dream, Autry was able to accomplish 
what no celebrity to date has achieved—
earning fi ve stars on the Walk of Fame.
 At age 91, Autry passed away at 
his home in Studio City, CA. He did not 
have any children, but his wife, Jackie 
Autry, continues to carry on his legacy 
with The Autry National Center, The 
Autry Foundation and as the Honorary 
President of Major League Baseball.
 In honor of Autry’s natural talent 
and western swag, Hollywood & Vine 
commemorates 6384, 6520, 6644, 
6667 and 7000, the locations of Autry’s 
fi ve stars on Hollywood Boulevard. 
Hats off to America’s Favorite 
Singing Cowboy.

© Autry Qualifi ed Interest Trust and Autry Foundation
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The key elements of breaking into Hollywood.

www.breakingintohollywood.org
Become a member!




