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ASSETS
THE DEFINITIVE INTERPRETIVE VOICE OF  

ENTERTAINMENT AND THE LIFESTYLE IT INSPIRES. 

Source: Google Analytics, Q4 2016, *Source:  comscore, April 2017, Mobile Only, USA, **Source: Social Platforms as of May 2017, ***Source: SailThru May 2017

WEEKLY  
MAGAZINE 
Unparalleled depth, 
analysis and insight 
delivered in a 
weekly oversized 
glossy and visually 
rich package.

CIRCULATION  
74K

DIMENSIONS 
TABLOID 

FREQUENCY  
44X / YR.

THR.COM
Breaking news, 
video and photo 
galleries and blogs 
fuel continuous 
engagement in 
entertainment’s  
ultimate digital  
environment.

MONTHLY UV’S 
14MM 

MOBILE
THR.com is mobile 
optimized with a 
responsive design 
for tablets and 
smartphones, giving 
users a seamless, 
engaging experi-
ence no matter the 
device. 

MONTHLY UV’S 
14MM*

NEWSLETTERS
Daily, Weekly and 
seasonal e-news-
letters cover 
breaking news 
across continents. 

SUBSCRIBERS 

120K***

EVENTS
From power parties 
to awards season 
fêtes, festival 
gatherings and film 
screenings, access 
the most influential 
movers and shakers 
powering Hollywood 
with THR’s roster of 
franchise and 
custom events.

ANNUAL EVENTS 
20+

SOCIAL
An engaged 
following connects 
brands with 
influential  
entertainment 
enthusiasts.

FOLLOWERS  
5.7MM**
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READ BY THE MOST POWERFUL PEOPLE IN THE INDUSTRY 
AND THE MOST INFLUENTIAL CONSUMERS WHO FOLLOW IT.

WEEKLY MAGAZINE

 35%
FEMALE

Sh
ar

i R
ed

st
on

e,
 P

re
si

de
nt

, 
N

at
io

na
l A

m
us

em
en

ts

Bo
b 

Ig
er

, C
ha

irm
an

/C
EO

,  
W

al
t D

is
ne

y 
Co

. 65%
MALE

A F F LU ENC E THR I N DUSTRY REA DER S

 AVERAGE AGE 51*
40% OF READERS ARE CHAIRMAN, CEO, PRESIDENT, OR EVP

95% OF ACADEMY AND GUILD MEMBERS READ THR
70% WORK IN THE ENTERTAINMENT INDUSTRY

AVERAGE HHI $416K*
NET WORTH $1.6MM*

AUDIENCE

Source: Equation Research, December 2015, *Source:  Publisher’s Defined Prototype, 2014 Ipsos Affluent Survey USA adults 18+, HHI $100,000+
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THE HOLLYWOOD 
REPORTER 
TOTAL DISTRIBUTION
73,628

VARIETY
TOTAL DISTRIBUTION
52,069

DISTRIBUTION

THE HOLLYWOOD 
REPORTER HAS

 41%
MORE

TOTAL DISTRIBUTION*
THAN VARIETY

CIRCULATION

THE HOLLYWOOD 
REPORTER HAS

 21%
MORE

PAID CIRCULATION*
THAN VARIETY

VARIETY
TOTAL PAID CIRC.
(SUBS AND N/S)
36,527 (12/16 AAM)

THE HOLLYWOOD 
REPORTER

TOTAL PAID CIRC.
(SUBS AND N/S)
44,073 (12/16 AAM)

THR VS. VARIETY

Source: AAM December 2016 Publisher’s Statement, *excludes award point circulation
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February 24, 2017

M A H E R S H A L A ’ S 
M O M E N T
Oscar nominee Ali appears in two best picture contenders and  
may win for Moonlight as he shares an emotional journey  
from childhood upheaval to a spiritual awakening to his  
‘I’m a Muslim’ SAG Awards speech in the face of Trump’s ban       

OSCAR AND THE 
GENDER DIVIDE
Inside film’s female inequality even  
as the Academy pushes progress

T H E  P O W E R  
O F  ‘ Y E S ’

Who’s got greenlight  
authority now

L A  L A  L A N D ’ S  
D E A F  E A R

By Kareem Abdul-Jabbar

7cover_L [P]{Print}.indd   3 2/13/17   8:32 PMUntitled-4   1 2/14/17   1:14 PM

THE MAGAZINE
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Yes, I Did Say That!
A look at who’s saying what in entertainment 

Quotes

About Town
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Compiled by Seth Abramovitch

K
EL

LY
: J

O
SH

U
A

 B
LA

N
C

H
A

R
D

/G
ET

T
Y 

IM
A

G
ES

 F
O

R
 A

B
SO

LU
T

 E
LY

X
. R

O
C

K
: L

EO
N

 B
EN

N
ET

T/
FI

LM
M

A
G

IC
, F

E
Y:

 M
IC

H
A

EL
 S

T
EW

A
R

T/
W

IR
EI

M
A

G
E.

 P
ER

R
Y:

 A
ST

R
ID

 S
TA

W
IA

R
Z

/G
ET

T
Y 

IM
A

G
ES

 F
O

R
 S

IR
IU

SX
M

. D
U

FF
: T

O
D

D
 W

IL
LI

A
M

SO
N

/G
ET

T
Y 

IM
A

G
ES

 F
O

R
 C

A
SA

M
IG

O
S 

T
EQ

U
IL

A
.

“They can take  
away our Vine  

but our shining Vine 
stars shall live  

on forever in failed, 
ill-conceived, 

unaired TV pilots!”
DANNY ZUKER

The Modern Family executive 
producer, tweeting about  

the demise of the Twitter-owned 
six-second video platform.

“There should be an 
even more severe 

rating than TV-MA.”
TIM WINTER

The Parents Television Council 
president, responding to THR  

about The Walking Dead’s 
season-seven premiere, in which two 

characters were bludgeoned to  
death with a baseball bat wrapped  

in barbed wire.

“I guess Sadness  
is doing her  

job right now.”
ALICE OSWALT

Patton Oswalt’s 7-year-old  
daughter — quoted by her  

father — referring to the Pixar movie  
Inside Out while processing  

the sudden death of her mother, 
Michelle McNamara.

“If you’re a single-
digit millionaire 
like Hulk Hogan, 

you have no  
effective access to 
our legal system.”

PETER THIEL
The PayPal co-founder and tech 

billionaire, explaining why  
he spent $10 million to help the  

pro wrestler beat Gawker  
in an invasion-of-privacy 

lawsuit that eventually shuttered  
the gossip website.

Harry Hamlin’s swastika. Julianne Hough’s 
blackface. It wouldn’t be Halloween in Hollywood 
without a costume faux pas. “It was not thought 
through,” tweeted the 2016 offender in an apology 
after she and her boyfriend attended a party as a 
“sexy pilgrim” and a red-faced Native American.

NO 
CANDY 
FOR 
HILARY
DUFF

“It’s not Jimmy who 
peed in the punch 

bowl. It’s not Jimmy 
who created  

this horrible world 
we’re living in.”

TINA FEY
The 30 Rock star, defending 
Jimmy Fallon against critics  
who said he was too easy on  

Donald Trump during the  
presidential candidate’s recent  

visit to The Tonight Show.

“Some people  
aren’t  

making comedy  
for me. Like  

Samantha Bee.”
CHRIS ROCK

The comedian, telling an  
audience at the Produced By: 

New York conference that  
the Full Frontal host’s material  

does not speak to him.

“I still have issues 
getting screens  

in white 
neighborhoods.”

TYLER PERRY
The director and actor,  

on how his hit Boo! A Madea  
Halloween should have  

earned even more than its 
$28.5 million opening- 

weekend haul.

“Take your anger  
issues and spend  

some time  
working on them.”

MEGYN KELLY
The Fox News anchor, to former House Speaker Newt Gingrich, 

in a contentious exchange on The Kelly File.

R
U

LE
S:

 F
R

A
N

C
O

IS
 D

U
H

A
M

EL
/2

0T
H

 C
EN

T
U

R
Y 

FO
X

 F
IL

M
S.

 H
A

ST
IN

G
S:

 D
O

M
IN

IQ
U

E 
C

H
A

R
R

IA
U

/G
ET

T
Y 

IM
A

G
ES

. D
O

R
SE

Y:
 S

C
O

T
T

 O
LS

O
N

/G
ET

T
Y 

IM
A

G
ES

. A
FF

LE
C

K
: G

R
EG

G
 D

EG
U

IR
E/

G
ET

T
Y 

IM
A

G
ES

. P
EC

K
ER

: F
R

A
N

C
O

IS
 D

U
R

A
N

D
/G

ET
T

Y 
IM

A
G

ES
. S

H
R

IV
ER

: A
P 

PH
O

T
O

/A
N

N
 J

O
H

A
N

SS
O

N
.

The Re   ort
Behind the Headlines
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Illustration by Ryan Inzana

↑ Film
Beatty’s Billionaires
How Rules Don’t Apply has 
so many producers p. 24

Television
Cubs Windfall
Why Fox wants Chicago 
in the World Series p. 28

$44.85 (+2.5%) 
TAKE–TWO (TTWO)

The video game company’s 
subsidiary Rockstar teases 
what analysts presume will  
be a sequel to its hit 2010  
title Red Dead Redemption.

$12.38 (-12.1%) 
PANDORA MEDIA (P)

Spotify, Tidal, Apple and 
Amazon present competition 
for the online provider of 
music, an analyst says while 
downgrading the stock.

Schwarzenegger. Allred repre-
sented one of Schwarzenegger’s 
accusers, Gigi Goyette-Jeffers, 
who claimed she had a relation-
ship with Schwarzenegger while 
he was married, and Allred sat 
next to Apprentice season-five 
contestant Summer Zervos on 
Oct. 14 as Zervos accused Trump 
of forcibly kissing her. Allred 
questions NBC’s judgment in 
hiring the Terminator star given 
his and Trump’s baggage. “One 
of the challenges is Arnold 
Schwarzenegger’s past, which will 
always be with him,” she says.

The new season already has 
been shot (Schwarzenegger’s 
catchphrase is being kept a closely 
held secret), and sources say NBC 
executives are concerned about 
the issues surrounding the new 
host, especially since the net-
work fired Bush for encouraging 
Trump’s talk of predatory behav-
ior. NBC is waiting until the Nov. 8 
election to decide the best path for 
the show, with one option being to 
delay it. (NBC referred inquiries 
to Burnett, who did not respond.) 
Early marketing for the show 
has played up Schwarzenegger’s 
macho image, showing him riding 
a white horse and smoking a cigar 
while seated on a gold chair.

“What they’ve done is just kind 
of detoured the conversation, but 
the same issues are still at play,” 

O n Oct. 10, The Apprentice 
producer Mark Burnett 
broke his silence on the 

“hatred, division and misogyny” 
associated with Donald Trump’s 
presidential campaign, just days 
after the leak of the 2005 Access 
Hollywood tape in which Trump 
boasted to Billy Bush of groping 
women. Burnett’s decision to 
denounce his longtime collabora-
tor comes at a tenuous time for 
the Apprentice franchise as NBC 
gears up to relaunch the show 
in January with another figure 
whose treatment of women has 

Arnold’s old behavior is making execs nervous as the network and 
Mark Burnett relaunch a franchise amid its former host’s issues. 

Says Gloria Allred: Schwarzenegger’s past ‘will always be with him’ 
BY KATE STANHOPE

come under scrutiny: Arnold 
Schwarzenegger.

The New Celebrity Apprentice 
boasts a new location (L.A.’s 
Silicon Beach instead of New York 
City), fresh advisers (including 
Warren Buffett, Tyra Banks and 
Jessica Alba) and, most notably, a 
new star in the 69-year-old actor 
and former California gover-
nor. But while NBC is touting 
Schwarzenegger as a departure 
from Trump, the two men share 
eyebrow-raising similarities. 
The former also was accused of 
sexual assault shortly before the 
gubernatorial election in 2003. 
His personal behavior came under 
scrutiny again six months after 
he left office in 2011, when it was 
revealed he secretly fathered a 
child with a housekeeper while 
married to NBC’s Maria Shriver.

“It’s hard to imagine some-
thing more hurtful,” says 
attorney Gloria Allred of the 
affairs and allegations against 

Reed Hastings
The Netflix CEO rebounds 
from a soft quarter to report 
nearly 3.6M new subscribers 
(3.2M international) thanks  
to hot series Stranger Things, 
Narcos and Luke Cage. 

Ben Affleck
The Accountant star again 
proves he can open a movie 
with a $24.7M domestic bow 
despite a low 49 percent 
Rotten Tomatoes rating for 
the Warner Bros. thriller. 

Jack Dorsey
The Twitter CEO’s stock tanks 
as reports suggest such 
possible buyers as Salesforce, 
Google and Disney walk  
away amid concerns about 
growth and valuation. 

David Pecker
The CEO of National Enquirer 
owner American Media is 
forced to issue a rare apology 
and retraction over stories 
claiming Tom Hanks and 
Rita Wilson are divorcing. 

Schwarzenegger and Shriver in 2003,  
when he was accused of sexual misconduct.

NBC’s New Apprentice 
Star Arrives With 

Trump-Like Baggage

HeatIndex

Showbiz Stocks

Oct. 10-17

THR CONTENT

F E AT U R E S  
THR’s feature well showcases longform journalism from 

entertainment’s most esteemed editors.

THE REPORT
As the first editorial section, “The Report”  
elaborates on the soundbites the biz is  
buzzing about and takes a closer look  
at the week’s headlines.
+    Breaking news, exclusive analysis, showbiz  

stocks, box office numbers

+   Yes, I Did Say That!  Who’s saying  
(and tweeting) what in Hollywood

+   7 Days of Deals: Who’s inking on the  
dotted line this week

+   Exclusive interviews & profiles
+  Roundtable Series
+  Award-winning original  
    photography 

 

+   Power Lists
+   Oscar and Emmy Awards 

season coverage
+   Film Festival exclusives
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ABOUT TOWN 
+   Hollywood Hits the Red Carpet 

From premieres to parties, film 
festivals to fundraisers, an exclusive 
look at what they wore and who 
mingled with whom at Hollywood’s 
elite celebrations.

+   Rambling Reporter Scoops  
on the industry from an insider.

+   Power Lunch Where Tinseltown’s 
power players convene to 
seal the deal.

+   Hitched, Hatched, Hired  
Personal milestones of the  
industry’s power players.

THE  
BUSINESS
+   Executive Suite
+   The Race
+   Award Season  

Opinion Column
+  Box Office Reports
+  Social Action 

BACKLOT
+  Milestones & Anniversaries
+    Walk of Fame & Industry Honors
+   On Location 
+   8 Decades of The   

Hollywood Reporter
+   MADE IN Reports on the destina-

tions acting as film and TV sets. 

HOLLYWOOD STYLE
+   Fashion, Beauty and  

Hollywood Style
+  Jewelry and Timepieces
+  Real Estate and Hollywood Homes
+  Travel and Hollywood Hideouts
+  Automotive
+  Gift Guides & Gadgets
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P L A Y B O O K :  T H E  C O N T E N D E R S
A W A R D S  S E A S O N  2 0 1 6

There are upbeat films — hey there, La La Land! Seriously moving dramas — like Moonlight and Manchester by the Sea. 
And lots of strong titles in between, which could make this awards season the most competitive in years By Gregg Kilday

An Abundance of Good 
Movies (Really!), A to Z

T
his year, Hollywood actually may have a genuine race on 
its hands. Too often, by the time the fall trifecta of Venice-
Telluride-Toronto has come and gone, the advance pundit 
brigade declares an awards season frontrunner. And then, 

there’s nothing left except for, five months later, the preordained  
winner to be finally confirmed.

But this year, not only is there an unusually strong crop of mov-
ies emerging to critical acclaim, there has yet to be a consensus as to 
which likely will ultimately prevail. It’s almost as if there’s something 
for every mood. Certainly, Damien Chazelle’s La La Land, which debuted 
in Venice before waltzing on to Telluride and Toronto, charmed, with 
Ryan Gosling and Emma Stone kicking up their heels. But for those of 
a more somber mind, there also was Kenneth Lonergan’s Manchester 
by the Sea — cheered when it first appeared at Sundance, it got another 
round of applause at Telluride — with Casey Affleck playing a man  
in retreat from the world around him who is slowly drawn back in. And, 
in terms of discovery, Barry Jenkins’ Moonlight, which arrived on the 
scene without much in the way of advance buzz, proved to be a revela-
tion, a meditation on black masculinity that took the festival circuit 
by storm.

With several intriguing titles — Martin Scorsese’s Silence, Denzel 
Washington’s Fences — still to be unveiled, it’s impossible to say how it 
all will play out. But in the meantime, one thing’s guaranteed: There’s 
sure to be plenty of suspense.

Allied
Paramount
RELEASE DATE Nov. 23
Brad Pitt and Marion Cotillard 
amp up the star wattage in what 
promises to be a glamorous World 
War II adventure/romance from 
director Robert Zemeckis. 

Arrival
Paramount
RELEASE DATE Nov. 11
Amy Adams’ linguist is at the 
center of this close encounter 
of the third kind from director 
Denis Villeneuve that will test the 
market for smart sci-fi.

The BFG
Disney
RELEASE DATE July 1
BOX OFFICE $177.2 million
Steven Spielberg’s adaptation of 
the Roald Dahl classic fantasy met 

a mixed reception at its Cannes 
bow, but Mark Rylance’s motion-
capture performance as the big 
guy and the movie’s visual effects 
definitely impressed.

Billy Lynn’s Long Halftime Walk
Sony
RELEASE DATE Nov. 11
Two-time Oscar-winning direc-
tor Ang Lee once again is testing 
film’s technical limits — instead 
of 24 frames per second, he has 
opted for 120 fps — as he tells the 
story of an Iraq War veteran, who, 
amid patriotic hoopla, is haunted 
by battle scenes past.

The Birth of a Nation
Fox Searchlight
RELEASE DATE Oct. 7
BOX OFFICE $15.1 million
Declared an Oscar frontrunner 
when it debuted at Sundance, 

Nocturnal 
Animals

Hacksaw Ridge

Jackie

Fences
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the film got caught up in the 
controversy surrounding writer-
director-star Nate Parker’s 2001 
rape trial, at which he was acquit-
ted. Now the film’s prospects are 
more problematic. 

Bleed for This
Open Road
RELEASE DATE Nov. 18
Awards voters often have a soft 
spot for boxing movies, and 
director Ben Younger’s drama 
starring Miles Teller is the true, 
inspirational story of how Vinny 
Pazienza battled back into the 
ring after a near-fatal car crash. 

Cafe Society
Lionsgate/Amazon
RELEASE DATE July 15
BOX OFFICE $11.1 million
Woody Allen’s latest, starring Jesse 
Eisenberg and Kristen Stewart as 
star-crossed lovers in golden-era 
Hollywood, boasts cinematography 
from three-time Oscar-winning 
master Vittorio Storaro.

Captain Fantastic
Bleecker Street
RELEASE DATE July 8
BOX OFFICE $5.9 million
Viggo Mortensen takes center 
stage as a free-spirited dad in 

writer-director Matt Ross’ tale of 
a home-schooled family living  
off the grid. 

Collateral Beauty
Warner Bros.
RELEASE DATE Dec. 16
After the loss of his daughter, 
Will Smith confronts depression 
in David Frankel’s drama.  

The Comedian
Sony Pictures Classics
RELEASE DATE Dec. 12
World premiering at AFI Fest on 
Nov. 11, Taylor Hackford’s film stars 
two-time Oscar winner Robert 
De Niro as an aging insult comic  
— a passion project for the star. 

Denial
Bleecker Street
RELEASE DATE Sept. 30
BOX OFFICE $3 million
In director Mick Jackson’s true-
life tale, adapted for the screen 
by David Hare, Rachel Weisz plays 
author Deborah Lipstadt in a legal 
battle with Holocaust-denier 
David Irving (Timothy Spall).

Desierto
STX Entertainment
RELEASE DATE Oct. 14
BOX OFFICE $1.6 million

Gael Garcia Bernal and Jeffrey 
Dean Morgan face off on the U.S.-
Mexico border in director Jonas 
Cuaron’s sun-baked thriller.

Elle
Sony Pictures Classics
RELEASE DATE Nov. 11
France’s entry in the foreign-
language race, Paul Verhoeven’s 
film shook up Cannes thanks to 
Isabelle Huppert’s performance 
as a rape survivor who refuses to 
accept victim status. 

Eye in the Sky
Bleecker Street
RELEASE DATE March 11
BOX OFFICE $18.7 million
One of the year’s indie hits, Gavin 
Hood’s drama starring Helen 
Mirren considers the morality of 
drone warfare.

Fantastic Beasts and Where  
to Find Them
Warner Bros.
RELEASE DATE Nov. 18
J.K. Rowling makes her debut as  
a screenwriter in this follow-up to 
the Harry Potter franchise. Eddie 
Redmayne is the newest wizard, 
and if the film follows in Harry’s 
footsteps, it could claim lots of 
crafts attention. 

K E Y  D AT E S 
B E F O R E  O S C A R

NOV. 6
→ Hollywood Film Awards

NOV. 28
→ Gotham Awards

NOV. 29
→ National Board of Review winners

DEC. 1
→ New York Film Critics Circle vote
→ Critics’ Choice nominations

DEC. 4
→  L.A. Film Critics Association vote

DEC. 8
→  AFI’s best movies/TV shows 

announced

DEC. 11
→ Critics’ Choice Awards

DEC. 12
→ Golden Globe nominations

DEC. 14
→ SAG nominations

JAN. 2
→  Palm Springs Film Festival 

Awards Gala

JAN. 4
→  WGA theatrical and documentary 

nominations

JAN. 6
→ AFI Awards honorees luncheon

JAN. 7
→  National Society of Film Critics 

vote

JAN. 8
→  Golden Globe Awards

JAN. 10
→  Producers Guild of America 

motion picture nominations
→ BAFTA nominations

JAN. 12
→  DGA feature film nominations

JAN. 13
→  Academy Award nominations 

voting closes

JAN. 24
→ Academy Award nominations

FEB. 26
→ 89th annual Academy Awards
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Hell or High 
Water

La La Land
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 How Ryan Seacrest 
 Keeps Kardashians 
 Fresh (and More) 
 Like his career,
‘ There’s always 
something going  
on with that family’
 By Michael O’Connell 

M erv Griffin always said that his path to achiev-
ing longevity in our business was doing more 
than just hosting a show,” says Ryan Seacrest, 

one of Hollywood’s most fluid multihyphenates. “That 
stuck with me.” So, while American Idol still was reaching 
30 million viewers a week, he parlayed a 2006 con-
tract with E! News into a deal that set up Ryan Seacrest 
Productions. Ten years and eight Kardashian-fronted 
series later, RSP boasts 40 full-time employees, a roster  
of six reality shows and Jennifer Lopez drama Shades of 
Blue, and advantageous pacts with Endemol Shine and  
CBS Studios (unscripted and scripted, respectively). With 
the Kardashian “mother ship” still going strong, an aver-
age 2.7 million viewers in its 12th season and a new  
spinoff (Rob & Chyna) dominating E! originals ratings, 
Seacrest, 41, reflected on the evolution of his success-
ful side hustle, what he has learned from the red carpet 
— awkward encounters included — and that cryptic com-
ment he made during the Idol finale.

How did Keeping Up With the Kardashians become your 
producing foray?
I was inspired by watching The Osbournes at the time, so 
the first thing that interested me was finding a family. 
Kris Jenner, at the same time, was looking to do a show. I 

remember telling [producer] Eliot Goldberg, “Let’s go up 
to their house and shoot a barbecue just to see how they 
interact.” He said, “Great, but we don’t own a camera.”

Was the footage an easy sell?
Not as I remember. You know how these meetings go … 
“Thank you very much. This could be great. We’ll let you 
know.” But we pushed on and got it to [then-Comcast 
Entertainment Group CEO] Ted Harbert, who gave it the 
green light. He was extremely passionate about it. But 
we had no Avids or a facility to produce the show. It was 
just me and Eliot. [Former E! originals executive vp] 
Lisa Berger was fond of Bunim/Murray Productions, and 
that’s how we connected with them.

You just launched another spinoff, Rob & Chyna. Almost a 
decade in, why do the Kardashians still pull in the ratings?
There is always something new going on in the family — a 
new person, a new marriage, somebody that’s left the fam-
ily. There was Bruce. And then there was Caitlyn [Jenner]. 
There just is no shortage of compelling storylines with 
that family. There was a real candid conversation at the 
beginning. If the family was going to do this, it would be as 
aspirational and as pretty as it could be, but it also would 
be vulnerable. I think they deliver that.

When did it hit you how famous the family had become?
When I started seeing them on the cover of every single 
magazine, every single week. They still are to this day, 
and it has been going on for years. And now what I notice 
is that they are globally more famous than five years ago. 
They are on the cover of magazines abroad, too.

KUWTK production paused after Kim’s robbery in Paris.  
Do you know when she’ll resume filming?
I’ve connected with Kim, and I’ve spoken in detail with 
Kris. Obviously, our biggest concern and priority is her 
safety and well-being. That’s really the only thing we’re 
focused on right now. It’s very scary.

Why haven’t docuseries worked on broadcast the way they  
do on cable?

RSP 10th 
Anniversary

Backlot

1 Ryan Seacrest Productions 
formed in 2016. 2 The host 
with Sacha Baron Cohen  
in 2012. 3 Seacrest with Kim 
Kardashian (center) and 
Giuliana Rancic.

HOW THE 
KARDASHIANS 
TOOK OVER 
THE WORLD
RSP introduced  
the family in 2007 
— and viewers  
have yet to turn away

A Seacrest producer 
shows up at Kris Jenner’s 
house to film the six kids 
at a family barbecue. The 
sizzle reel is pitched at E!, 
and a cable empire is born. 

2006

Keeping Up With the 
Kardashians premieres on 
E! on Oct. 14, 2007. Within 
a month, the show reaches 
more than 13 million pairs 
of eyeballs. 

2007

As the third season of 
KUWTK wraps and  
interest swells, E! 
premieres the first of 
seven RSP-produced 
spinoffs: Kourtney  
and Khloe Take Miami.

2009

1

3
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Memorable moments from a storied history

In its review of Carrie, The 
Hollywood Reporter commended 
the horror film’s marketing 
campaign “for truth in advertis-
ing,” citing print ads featuring 
the catchphrase “It will scare 
the hell out of you.” THR might 
have gone a bit far by adding that 
Carrie “makes The Exorcist seem 
like a Disney movie,” but the point 
got across. The United Artists 
pic, which told the story of a high 
school misfit with telekinetic 
powers, was the first film adapta-
tion of a Stephen King novel and 
brought together a load of under-
the-radar talent: director Brian 
De Palma, who’d have his first 
hit; Sissy Spacek, then 26, who’d 
receive an Oscar nomination for 
the title role (“You get all dolled 
up to look like a prom queen, and 

then they pour blood on your 
head,” she once said); a 22-year-
old, pre-Vinnie Barbarino John 
Travolta in his feature-film debut 
as Carrie’s prom-night bully; and 
Amy Irving, then 23, who tells 
THR, “The film jumpstarted my 
career” and credits De Palma with 
introducing her “to a young direc-
tor who gave me my beautiful 
son Max” (that would be Steven 
Spielberg). “For a lot of people it 
was their first big break,” says 
Mike Medavoy, who headed pro-
duction at UA. “It had the whole 
thing: good script, good cast, ter-
rific director and done at the right 
price.” Piper Laurie, who played 
Carrie’s nutcase religious-fanatic 
mother, says a key reason for the 
film’s success was “Brian’s energy. 
He was so open to any ideas. It’s a 

lovely gift to get from a director.” 
Carrie went on to spawn a 2002 
TV movie, a 2013 feature remake 
and, in 1988, an $8 million 
musical that with only five perfor-
mances has been called “the most 
expensive quick flop in Broadway 
history” (not many musicals 
feature a song-and-dance number 

about slaughtering a pig). But the 
1976 original, released a few days 
after Halloween, did the best: The 
$1.8 million film ($7.6 million 
today) brought in nearly $34 mil-
lion ($144 million) domestically. 
— BILL HIGGINS

40 Years Ago, Carrie Was Crowned
↑ Sissy Spacek with a crewmember on  

the set of 1976’s Carrie.
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The 10 Best Marketing Campaigns of 2016 Take a 
bow, Milo Ventimiglia’s butt and Ryan Reynolds’ selfies

Marketing 
Mavens

E verybody takes the credit when a movie is a hit, but it’s always 
one group that takes the blame for a flop — the marketers. 
This year, in advance of the Oct. 20 Clio Key Art Awards (which 

THR once again is co-sponsoring), editors took a look at the 10 best 
campaigns of the past 12 months, both on the big screen and TV, and 
the marketing mavens behind them. What made them the best? The 
ads grabbed viewers’ attention, piqued their interest and, ultimately, 
got them to open their wallets for a ticket or subscription. 

FILM 

DEADPOOL • FOX
Marc Weinstock, president of 
domestic distribution; Ryan Reynolds, 
star and producer
It turns out Reynolds has some 
hidden talents — as a marketer. 
That viral video of Deadpool 
trick-or-treating with real kids 
on Halloween? His idea. “I could 
email Marc at 3 in the morn-
ing with pitches and ideas, and 
somehow a response would 
come back within 10 or 15 min-
utes,” says the actor, who spent 
more than a decade trying to 
get Deadpool into production. 
The tone of the ads was saucy 
and audacious, like the movie 
itself — including the instantly 

worldwide marketing and distribution; 
Elias Plishner, executive vp worldwide 
digital marketing
Selling an R-rated animated 
comedy about talking hot dogs 
that was voiced by Seth Rogen had 
its own particular set of chal-
lenges. But Greenstein and his 
team were able to make the film 
a sleeper hit (it earned $133 mil-
lion) by targeting younger 
moviegoers with a social media 

iconic poster of Deadpool on 
a bearskin rug (a riff on Burt 
Reynolds’ famous Cosmopolitan 
centerfold). The movie went on to 
gross $782.6 million worldwide, a 
record for an R-rated film.

THE JUNGLE BOOK • DISNEY
Ricky Strauss, president of 
marketing; Asad Ayaz, executive 
vp marketing; Kristina Hernandez, 
vp creative film services
Not everyone wanted Jon Favreau 
to make a live-action Jungle Book 
— the original 1967 film (the last 
Walt Disney supervised before his 
death) is considered sacred by 
fans. Disney had to convince mov-
iegoers it wasn’t a mere reboot, 
but a tentpole for everyone. “It 
was the only movie we advertised 
in the Super Bowl,” says Strauss. 
“We wanted to make it cool. And 
Ayaz and Hernandez created print 
materials showcasing the film’s 
technology and scope.” It grossed 
$966 million worldwide.

SAUSAGE PARTY • SONY
Josh Greenstein, president of 

Backlot
A Final Look at the Industry

↑ Reynolds as Deadpool.  
↓ The actor took a selfie at a  
marketing meeting on the Fox lot.

A poster for Suicide Squad.  
The studio’s marketing campaign helped  

overcome the film’s withering reviews.
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The Business
Executive Suite

T wo years ago, Keith Cox 
made a decision that 
helped TV Land shed its 

image as mostly a destination for 
classic sitcom reruns: He bought 
Darren Star’s Younger, a racy com-
edy starring Sutton Foster that 
would become the network’s first 
move in rebranding toward edgier 
fare. Its third season premiered 
Sept. 28 and is up 11 percent year-
over-year among adults 25-to-54.

Cox, 52, has ushered in an 
era where the Viacom-owned 
network’s lineup of multicamera 
shows including Betty White’s 
Hot in Cleveland and Fran 
Drescher’s Happily Divorced have 
been jettisoned in favor of single-
camera programs like the Michael 
Rosenbaum comedy Impastor as 
well as Teachers and Lopez. The 

lining.” The avid snowboarder 
and travel buff invited THR to his 
Studio City office to talk about the 
mood at Viacom and the biggest 
misconception about a network 
known for syndicated repeats.

Your owner has been in the news 
a lot. Would a merged Viacom and 
CBS be more valuable?
We’re a little removed and hope 
for the best. The talks haven’t 
slowed us down — we’re still 
making big, bold moves and doing 
huge marketing campaigns. 
Nothing has changed. But I don’t 
think people are bummed out or 
that it has affected morale — we 
just plow forward. The merger 

overhaul helped Cox grow TV 
Land’s viewership by an impres-
sive 18 percent during the past 
quarter at a time when most cable 
nets are losing audience, with 
new series Nobodies (from Melissa 
McCarthy) and Throwing Shade 
(based on the popular podcast) 
due in 2017. The network also has 
three buzzy pilots, including a 
reboot of the cult hit Heathers.

Cox, a Kentucky native who has 
worked at TV Land for a decade, 
says the transformation has only 
begun, and he’s eyeing an expan-
sion into drama. “We are doing 
really well with 18-to-49, and 
that’s new,” says Cox, who has 
lowered TV Land’s median viewer 
age from 58 to 46. “We never set 
out to say we want millenni-
als, but that has been the silver 

Keith Cox
The TV Land chief has a rarity in today’s cable — rising 
ratings and buzz — as he reveals how many times 
Darren Star passed before bringing Younger to the 
network, what it takes to age down an audience and the 
end result of a Viacom-CBS deal By Lesley Goldberg

R É SU M É

CURRENT TITLE President 
of development and 

production at TV Land
PREVIOUS JOB Executive vp 

comedy and  
alternative development  

at WB Network
BIG HIT Buying Darren 

Star’s Younger for TV Land,  
a boost for the network’s 

comedy brand

could be exciting; it seems like 
we’d be a more powerful company.

What’s your mandate from Viacom? 
It all comes down to growth in 
every category. Then it becomes 
a question of, does ad sales like 
your shows? Not just the ratings: 
Do your shows have fans at the 
agencies? That goes a long way.

Younger kicked off TV Land’s shift 
from multicamera to single-camera 
fare. What was the strategy?
One of the most exciting days 
at this company is when we got 

“ ‘Edgy’ is a tricky word. We will keep pushing  
our boundaries,” says Cox, photographed 

Oct. 11 in his Studio City office.

Style
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Fashion

T he latest headlines about first-class groping and 
backstage peeping are enough to make a woman 
feel like wearing a paper bag to work. But if Michelle 

Obama has taught us anything, it’s that women can simul-
taneously wield their power — witness the first lady’s epic 
Oct. 13 speech — and feminine individuality.

The same is true in Hollywood, where female fund-
raisers this election cycle are eschewing any notion of a 
standard political power uniform. “Whether it’s Melania, 
Ivanka, Hillary or Chelsea, it’s not one size fits all. There 
used to be one archetype of a woman … now there’s a 
multiplicity of ways of being,” says Andrea Nevins — the 
documentary filmmaker and wife of Showtime president 
David Nevins — who with Chelsea Clinton is hosting an 
Oct. 20 daytime Hillary Clinton fundraiser at her Hancock 
Park home. She plans to wear a “simple and fun” Pinko 
green frill-collar top with matching patent leather skirt 
and boots. Management firm Gotham Group CEO Ellen 
Goldsmith-Vein, who is co-hosting an evening fundraiser 
Oct. 25 for Democratic senatorial candidate Kamala Harris, 
might don the Victoria Beckham black, long-sleeve mini-
dress with dramatic white cuffs pictured at right. “I get 
dressed for me, not other people,” says Goldsmith-Vein, a 
member of Clinton’s National Finance Committee.

She’s not the only power player invested in express-
ing her individual style. “The thing I notice now about 
most female executives is that they want to be different,” 
says celebrity/executive stylist Jeanne Yang, pointing to 
Universal Pictures chair Donna Langley as an example. 
Execs “don’t want to be wearing the same thing, whether 
that means being first to get something or having it 
made-to-measure.” Neiman Marcus personal shopper 
Catherine Bloom agrees, noting her Hollywood clients are 
looking for “new, new, new. For a while, it was the sheath 
dress everyone was wearing religiously, but now there 
is everything from blouses to bombers to suits.” 

However, abundant options don’t always 
mean appropriate ones, says Dana Asher, 
Hollywood’s top executive stylist, whose 
clientele of 30-plus women includes show-
runners Shonda Rhimes and Michelle King: 
“It’s challenging to find designers who are 
making things for working women.” Gucci 
has gone from being a professional resource 
to a “carnival,” she says, adding, “So many of 

The End of 
‘Hail to 

the Sheath’
It’s election season here in Hollywood  

as the women supporting Hillary Clinton  
and Kamala Harris talk about how to  

power dress for politicos (and beyond)  
By Booth Moore

← Clinton with Goldsmith-Vein during a Feb. 22 fundraiser at the latter’s home.
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ANDREA NEVINS
Director/producer 
She often defaults to jeans 
while editing her next film 
about Barbie’s feminist 
history but will “add a little 
bling” with a Gucci bow 
blouse in silver lamé.

them seem to be making things for bloggers.” And in a creative culture 
known for its casualness, warns Nevins, “you can slide into disre-
spectful really quickly, particularly in L.A., where we can be a little 
lackadaisical.” Adds Shannon Rotenberg, executive director of Matthew 
McConaughey’s Just Keep Livin Foundation and co-host of the Oct. 25 
Harris fundraiser: “It goes for both men and women, the need to dress 
appropriately. For Kamala, you want to put your jacket on.” 

In agreement is Samie Falvey, former executive vp comedy at ABC 
and now chief content officer of a future start-up at AwesomenessTV. 
She jokes that when it comes to shopping options, “I haven’t been 
able to find an opaque shirt in two years,” yet she attests to industry 
dressing growing up and finding its footing: “Though Hollywood is 
creative, there’s a sense of what’s age-appropriate as you move up the 
ranks.” True power dressing, it seems, comes in learning that. 

Nevins was 
photographed 
Oct. 11 at her 
Hancock Park 
home.

Nevins hair and 
makeup by 
Christina Guerra.

Goldsmith-Vein was 
photographed Oct. 13 at  
her Hancock Park home.

Goldsmith-Vein hair by  
Rick Henry. Makeup by Su Han  
at Dew Beauty Agency. 

ELLEN GOLDSMITH-VEIN
The Gotham Group CEO
She may fundraise in  
Victoria Beckham, but when 
the CEO goes to work, she 
pairs feminine Gucci blouses 
with black leather pants by 
J. Brand “because they feel 
more dressed up than jeans.” 
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1. What a Bracket 
Gold Lorem cuff bracelet by 
Miansai; $185, miansai.com

2. Nailed It 
Juste un Clou bracelet in  
18-karat yellow gold; $6,800,  
at Cartier and cartier.com

3. Coiled Spring
Tiffany T ring in 18-karat rose  
gold with diamonds; $2,300,  
tiffany.com or 800-843-3269

4. Screwy Style
Nail ring by David Webb in  
18-karat gold with brilliant-cut 
diamonds; $6,500, at David  
Webb, New York and Beverly Hills

5. Spike Chic
Brass long loop earrings by  
Jennifer Fisher; $355, 
jenniferfisherjewelry.com or 
888-255-0640

6. Hammered Into Shape 
Twisted nail collar in 18-karat  
gold; $11,800, at David Webb,  
New York and Beverly Hills

7. Off the Chain 
Nail link bracelet in 18-karat  
gold; $12,300, at David Webb,  
New York and Beverly Hills

8. Nuts and Bolts 
Gold screw cuff bracelet by  
Miansai; $200, miansai.com

Haute 
Hardware
Look tough as nails 
in jewelers’ new take 
on industrial bling
By Carol McColgin

Style
Jewelry 
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Berlin 
Glams  

It Up
ELIZABETH BANKS AND 
20 OTHER STARS STRIKE  

A POSE IN THR’S EXCLUSIVE  
PHOTO PORTFOLIO

Q&A: SAM 
TAYLOR-JOHNSON

The Fifty Shades of Grey 
director discusses learning 

the ropes of S&M and battling 
with author E.L. James 

Banks was 
photographed Feb. 8 
by Fabrizio Maltese.

D6_coverC.indd   1 2/9/15   10:03 AM

THE HOLLYWOOD REPORTER   27

SPECIAL FEATURE: SHOOTING IN ONTARIO 

F OR EV IDENCE TH AT 

Ontario trumps Hollywood 
as a location for movie-
making, look no further 

than Guillermo del Toro. The 
creature-feature king now makes 
Toronto his home while juggling 

stages. Those projects include Mama , 
which del Toro executive produced; 

, which he directed; FX’s 
The Strain , which he created and wrote 

, which shoots later this 
year at Pinewood Toronto Studios.  

Location shooting in Ontario is the 
new normal for a slew of other 
Hollywood heavyweights as well: 
Toronto hosted Adam Sandler’s Pixels  
for Sony; Warner Bros.’ Suicide Squad, 
starring Will Smith and Jared Leto; 
and U.S. TV series like Hulu’s James 
Franco starrer 11/22/63, Syfy’s  

Hemlock Grove.
     Beyond its lucrative tax breaks, 
Ontario also draws Hollywood with its 
skilled local crews and talent. THR  
asked Toronto directors, producers 
and location managers to discuss why 
Ontario continues to be Hollywood’s 
northern backlot of choice.

EOIN EGAN, VICE PRESIDENT OF PINEWOOD 
INTERNATIONAL It’s an amazing testimo-
nial that Guillermo del Toro, who has 
worked all over the world, in 
New Zealand and Hungary — when 
he came to Toronto, he could have 
just as easily moved on. But I think 

 and The Strain , now have 
Guillermo constantly talking about 
other movies and TV series [he 
wants to shoot in Toronto]. It’s a 
testament to the people and the crews 
he’s worked with. 

LUIS MENDOZA, LOCATION MANAGER FOR 
THE STRAIN 
ideas [for your projects], scouts and 
location managers can come up with so 
many options. In his mind, [del Toro] 
knew the setting [for the show]. He’d 
say, “I need it dark, isolated, haunted 
and terrifying,” then we had a good 
sense. We didn’t want something too 
colorful and pretty. You want a dark 
alley with looming, tall and dark 
buildings in the background, with 
nooks and crannies where characters 
can hide. Abandoned factories where 
vampires will hide and the bloodsuck-
ing nemesis can hide and pounce.

Martin Katz, producer on David 
Cronenberg’s Maps to the Stars, recalls 
scouting locations for a movie set entirely 
in Los Angeles and having Toronto double 
as Hollywood, thanks to a truckload of 
palm trees and artful gardening. 
 
KATZ One of the distinct challenges was 
gardening because we wanted to ensure 
that when you saw outside a window, 
when action took place in grounds 
around the houses, the houses 
appeared to be in Los Angeles. We had 
intense lighting through the windows, 
so we had the California sun. And the 
art department provided a truckload of 
palm trees, which we carried around 
and placed strategically in shots, so it 
always looks like California vegetation. 
We even took an ordinary Ontario 

it so it looked like bougainvillea. 

Peter Cullingford, owner of Picture 
Vehicle Specialties, says he has a number 
of tricks up his sleeve to make Ontario 
locations look less Canadian.

CULLINGFORD You can block something 
that’s very non-American, non-New 
York or non-Chicago. So throw a 
[New York City] bus, a delivery truck, 

small things that say it’s a U.S. city. 
Sometimes that’s right down to U.S. 
Postal Service mailboxes, a hot-dog 
cart or a vending trailer. I probably 
have 40 vehicles that are just always 

two ambulances, at least 14 [yellow] 
taxicabs and NYPD police cars. 
Take [the Toronto street corner of] 

ONTARIO: CANADA’S 
METHOD ACTOR 
Need squeaky-clean Toronto to become dark and dystopian? No prob. Or is a blazing L.A. sun on the 
agenda? Done. Meet the people who transform the province into almost anything BY ETAN VLESSING

ONTARIO Quebec

Toronto
Hamilton

Georgian 
Bay

Manitoba

Minn.

Wisc.

Mich.
NY

Enemy with Jake 
Gyllenhaal, director 
Denis Villeneuve 
transformed clean, 
modern Toronto into a 
dystopian landscape. 

D3_cannes_OMDC_D.indd   27 5/14/15   11:34 AM
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CANNES HITS THE RED CARPET
About To

 Un Certain Regard jury president Isabella 
Rossellini (in Stella McCartney) at the opening 
ceremony and screening of Standing Tall.

Marceau, Rokia Traore, Ethan Coen, Joel Coen, 
Sienna Miller and Rossy de Palma.

 Standing Tall star Benoit Magimel embraced 
the fi lm’s director, Emmanuelle Bercot, during 
a photocall.

 Natalie Portman — whose directorial debut, 

A Tale of Love and Darkness, premieres 

gown to the opening ceremony.

 From left: Director Hirokazu Koreeda and the 
stars of Our Little Sister, Masami Nagasawa, 
Suzu Hirose, Haruka Ayase and Kaho. The fi lm 

 Vincent Cassel at a photocall for Tale of 
Tales. The actor also appears in the French 
comedy One Wild Moment and drama Mon Roi, 
which are screening at Cannes.

D3_cannes_RC_C.indd   16 5/14/15   6:05 PM
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SPECIAL FEATURE: EASTERN EUROPE

A LEX A NDER 

Rodnyansky, founder 
and head of A.R. 
Films, is a seasoned 

known Russian producers and 
media executives in the interna-

of the Ukrainian independent 
television channel 1+1 and an 
architect of the meteoric rise of 
Russian CTC Media, Rodnyansky, 
53, sold his media assets at peak 
prices and now concentrates on 

more than a few dozen feature 
Stalingrad , the 

of the decade, and Leviathan , 
winner of a Golden Globe and 
an Academy Award nominee) 
and TV shows under his belt, he 
has been a regular at Cannes for 
the past 20 years. His company 
has headquarters in Moscow and 
representation in Hollywood 
and operates in Asia and across 
Central and Eastern Europe. 
He also owns Russia’s leading 

which takes place each June in the 
Black Sea resort of Sochi, where 
Russia hosted the 2014 Winter 
Olympics. Rodnyansky, whose 
wife, Valeriya Miroshnichenko, 

called Kino v detalaykh  (Cinema in 
Details), has two children study-
ing in the U.S.: Alexander Jr., 29, 
completing his Ph.D. in economics 
at Princeton, and Elen, 21, who 
is attending Chicago 
University. Rodnyansky 
spoke with THR  in 
his comfortable and 

industrial building near Pushkin 
Square in the heart of Moscow. 

What brings you to Cannes this year?
A couple of key projects: There 

by Andrei Zvyagintsev; I can’t say 
anything about that, other than 

the psychological relationship 
between men and women. We’ll 
talk to our partners in Europe — 

from the U.K. and Sony Classics in 
the U.S., who all did such a fantas-
tic job with Leviathan  — as I know 
they are very excited to see this 
project. We will also be promoting 
another new project, The Duelist, 
which begins principal photogra-
phy in mid-July. It’s an original 
script, with English and French 
dialogue, and set in St. Petersburg 
in the 1860s, when the city was 
a truly international European 
capital. It delves into the complex 
world of Russian dueling, where 

the code allowed for 
those with physical 
or mental disabil-
ities to appoint a 

IN SEARCH 
OF THE NEXT 
Russian producer Alexander Rodnyansky says a plummeting ruble  
and sanctions are taking their toll on his local film industry, but that won’t 
prevent him from targeting overseas markets — including America  
BY NICK HOLDSWORTH

PHOTOGRAPHED BY
Igor Starkov

“Russians in the business are looking for new markets and 
turning to production rather than distribution,” says Rodnyansky, 
photographed April 
him hangs Dmitri Vrubel’s My God, Help Me to Survive This Deadly 
Love, originally painted on the Berlin Wall. It depicts Soviet 
leader Leonid Brezhnev kissing East Germany’s Erich Honecker.

D2_cannes_EEurope_E.indd   23 5/13/15   10:03 AM
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OF ALL  

COMPETITION  
TITLES



MEDIA KIT 2017

2016 WEBBY                 AWARD WINNER

2016 ASME                    A
WARD WINNER

10
Sources: AAM Magazine Publisher’s Statement, June 2016; Equation Readership Study, June 2016, Source (Map)

70K
RATE BASE

3.2
READERS PER COPY  

 236K
TOTAL AUDIENCE 

$99 - $299 PER YR.
PRICE OF SUBSCRIPTION   

WITH 44 ISSUES A YEAR, USE THR’S FREQUENCY AND REACH TO  
TARGET A MIX OF INDUSTRY MOGULS, A-LIST CELEBRITIES AND CONSUMER  

INFLUENTIALS IN METROPOLITAN AREAS FROM COAST TO COAST.

THR CIRCULATION

T H E ENGAGEM EN T

+
AVERAGE TIME SPENT WITH  
MAGAZINE IS 42 MINUTES

+
1 IN 3 READERS SPEND  

MORE THAN 45+ MINUTES  
WITH WEEKLY MAGAZINE 

+
41% LOOK AT IT  

RIGHT AWAY 

+
3 IN 4 READ FOR  

BUSINESS  
AND PLEASURE

+
65% READ AT WORK AND  

40% BRING IT HOME 

+
35% REFERENCE IT  

THROUGHOUT  
THE WEEK 

+
40% SHARE ISSUES WITH 

SPOUSE OR PARTNER 

+
30% TAKE IT WITH THEM  

WHEN TRAVELING  
OR COMMUTING

 51%
WEST

 COAST

 33%
EAST

 COAST   

 16%
OTHER U. S. CITIES  

AND INTERNATIONAL
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THR EDITORS

ALISON BROWER 
Deputy Editorial Director
Joined THR in June 2014. Prior to her tenure 
at THR, Brower was the interim editor-in-
chief of Seventeen. Her work in THR’s edited 
feature packages for the Comedy Issue and 
Cannes Issue were nominated at the National                
Magazine Awards.

TOM SEELEY
Senior VP, Digital Media
Joined THR in October 2015. Seeley oversees all 
aspects of digital editorial, from content 
creation and social media to video and 
partnerships. Tom comes from NBC Sports 
(which he built from scratch over his 8-year 
tenure there), CBS Sportsline and Fox Sports.

STEPHEN GALLOWAY 
Executive Editor, Features
Joined THR in 1993. A graduate of  Cambridge and 
AFI, Galloway created THR’s signature Roundtable 
Series as well as the high-profile Power 100 
Women in Entertainment Mentorship Program that 
pairs inner-city youth with Hollywood execs.

KIM MASTERS 
Editor-at-Large
Joined THR in June 2010. The award-winning 
journalist is also the host of weekly radio show,  
The Business. Previously, Masters covered 
entertainment for The Daily Beast, was a 
contributing editor at Vanity Fair and Time,          
and covered politics for The Washington Post’s 
Style section. 

TODD MCCARTHY 
Chief Film Critic
Joined THR in October 2010 after a near            
life-long career as an internationally           
regarded film critic at Variety. McCarthy is also 
the filmmaker behind several documentaries. 

TIM GOODMAN 
Chief TV Critic
Joined THR in October 2010. Goodman  
built his reputation as one of the most distinctive 
voices writing about television as a long time critic, 
columnist and blogger (The Bastard Machine) for 
the San Francisco Chronicle. 

CAROL MCCOLGIN 
Style Editor
McColgun covered fashion for six years at Us 
Weekly (including annual style issue and style 
specials) before joining THR in October 2010. 
She oversees all Hollywood Style fashion 
content and market coverage both in-book       
and online.

BOOTH MOORE 
Fashion Senior Editor
Joined THR in June 2016. Moore covers the 
intersection of fashion luxury and entertainment 
for THR’s print edition and heads up the Preta 
digital platform including digital video content. 
Moore comes to THR after 11 years as the Los 
Angeles Times’ f irst-ever fashion critic.

MATTHEW BELLONI 
Editorial Director

As editorial director of THR, Belloni is responsible for all editorial 
efforts and initiatives at the iconic entertainment media outlet. In this 
capacity, Belloni oversees all of THR’s editorial properties, including 
its weekly print magazine; HollywoodReporter.com and its mobile 
extensions; and the fashion-focused Pret-a-Reporter. 

Over the course of his 11-year term, Belloni has served in a number of 
senior editorial roles, playing a significant role in the outlet’s heralded transformation from a 
venerable trade industry daily into the entertainment industry’s flagship media brand with a 
global reach and major digital presence. Together, THR and its sister publication, Billboard, 
now draw more than 30 million monthly unique online visitors and have a combined social 
media footprint of 21 million followers.

During this time, THR has taken home many of publishing’s most prestigious awards, including 
two-time recipient of the National Magazine Award for General Excellence in the Special 
Interest category and two time nominee for Magazine of the Year by the American Society of 
Magazine Editors. In addition, THR has won 50 National Arts and Entertainment           
Journalism awards.

Belloni has notably been at the forefront of THR’s move into live events and television, 
spearheading initiatives like its hugely successful video roundtable series, Close Up With The 
Hollywood Reporter which previously aired on A+E and currently airs on SundanceTV. The 
Hollywood Reporter was awarded a Los Angeles Area Emmy Award for its video roundtable, 
“The Hollywood Reporter in Focus: The Wolf of Wall Street,” featuring Martin Scorsese, 
Leonardo DiCaprio, Terence Winter and Jonah Hill in an intimate exchange, which Belloni 
played a key role in developing. 

Belloni is currently responsible for overseeing THR’s signature live events, such as the annual 
Power Lawyers Breakfast, honoring the top 100 attorneys behind the year’s biggest deals, 
major litigation and other areas of entertainment, as well as the Stylists Dinner, co-hosted by 
Jimmy Choo, which celebrates the top 25 stylists in Hollywood.

Belloni, who from 2013 to 2017 was the executive editor at THR, has served as news director, 
managing editor of features, and editor of THR’s entertainment law blog, Hollywood Esq..
Before joining THR, Belloni was an attorney at an entertainment litigation firm in Los Angeles 
and served as a contributor to magazines including Esquire and Details. Belloni graduated 
from the University of California, Berkley with a bachelor’s degree in political science and 
government. He went on to obtain his law degree from the University of Southern California 
School of Law, where he was a member of the USC Law Review. 
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THR PHOTOGRAPHERS

WESLEY MANN
Photographed for THR:  
Jimmy Kimmel, Martin Scorsese, 
Stephen Colbert, Spike Lee, 
Roger Ailes, Oscar Heirs, Michael 
J. Fox, Katie Couric, Robin 
Williams, Hollywood’s  
Holocaust Survivors. 
 
JOE PUGLIESE 
Photographed for THR:  
Mick Jagger, George Clooney, 
Angelina Jolie, Chris Rock, Clive 
Davis grammy party, Conan 
O’Brien, Bob Odenkirk, Robert 
Evans, Quincy Jones, Katy Perry, 
Ben Affleck.

MILLER MOBLEY
Photographed for THR:   
Julianne Moore, Natalie Portman, 
Renee Zellweger, Oprah Winfrey, 
Ryan Gosling, John Boyega, Jane 
Fonda, Elizabeth Banks, Katie 
Holmes, Jenji Kohan, Jennifer 
Lawrence, Kate Winslet, Ryan 
Murphy, Emilia Clarke. 
 
ERIC RAY DAVIDSON 
Photographed for THR:   
Selena Gomez, Ice Cube, Dr.  
Dre, Taraji P. Henson, William H. 
Macy, Rami Malek, Thomas 
Middleditch, Kevin Hart, Tony 
Hale, Mark and Jay Duplass. 

RAMONA ROSALES 
Photographed for THR:   
Lena Dunham, Amy Schumer, 
Kevin Hart, Carol Burnett, Gwen 
Stefani, Kristen Wiig, Andy 
Samberg, Julia Louis-Dreyfus, 
Kate McKinnon. 
 
AUSTIN HARGRAVE 
Photographed for THR:   
Brie Larson, Tom Ford,  
Bryan Cranston, Keira Knightly, 
Felicity Jones, Steven Spielberg, 
David O. Russell, Ricky Gervais, 
Alejandro G. Innaritu, Al Pacino, 
Judd Apatow, Robert Pattinson, 
Kevin Costner. 

RUVEN AFANDOR 
Photographed for THR:   
Jennifer Aniston, Glenn Close, Amy 
Adams, Jared Leto, Kerry Washing-
ton, Robert Redford, Woody Allen, 
Reese Witherspoon, Julianne Moore, 
Kirsten Dunst, Michael B. Jordan, 
Matt Lauer. 
 
DAVID NEEDLEMAN  
Photographed for THR: 
Emily Blunt, Amy Schumer, 
Michelle Williams, Jeff Daniels, 
Susan Sarandon, Mark Ruffalo, 
Elisabeth Moss, Elle and  
Dakota Fanning, Liev Schreiber, 
Jon Hamm.

Ruven Afandor

Joe Pugliese

Miller MobleyAustin HargraveDavid Needleman
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THR.COM 
THE INSIDER’S GUIDE TO ENTERTAINMENT  

AND THE HOLLYWOOD LIFESTYLE. 

14MM
US DOMESTIC 

MONTHLY UNIQUES*

 51%
FEMALE

49%
MALE

AUDIENCE

A F F LU ENC E

 AVERAGE AGE 47
 44% MARRIED / 66% NOT MARRIED
 COLLEGE GRADUATE / POST GRADUATE DEGREE 56%

 AVERAGE HHI: $108K
 AVERAGE HHI $100K+: 40%**

Source: comScore September 2016; Nielson @Plan Q2 2016, *Source: comScore, September 2016, Multi-Platform, USA

PU RC H A SI NG POW ER & I N F LU ENC E
   Over-index across categories with online shopping habits

Nearly 2.1X more likely to have visited  
a movie theater 5 times in the last 3 months  206

2x more likely to have made an internet purchase  
on a cell phone/wireless device in last 30 days 204

Nearly 2.1x more likely to be considered heavy spenders 
on event tickets purchased online in the last 6 months 209

33% more likely to provide frequent advice on television programs

Nearly 2.3x more likely to have shopped online  
for movie tickets in the last 6 months 234

23% more likely to provide advice on movies 

29% more likely to provide advice on music
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PREFERRED SITE
ACADEMY & GUILD MEMBERS TRUST AND PREFER THR.COM 

FOR BREAKING AWARDS SEASON INFORMATION

  59%    51%    31%    26%  72%   16%    12%    11%    36%    46%  
V I S I T OR  F R E Q U E NC Y

DAILY VISITATION
THR.com is visited far more frequently than competitive websites during  

Awards Season, with daily visitation greater than every other site.

SOURCE: EQUATION RESEARCH, JULY  2016

SOURCE: EQUATION RESEARCH, JULY 2016

THR 34%

 DEADLINE  19%

 STUDIO SYSTEM   5%

 THE WRAP  16%

 THE ENVELOPE   4%

 GOLDDERBY   3%

 VARIETY  19%

 INDIE WIRE   5%

 AWARDS DAILY   6%

 HOLLYWOOD ELSEWHERE   3%

 MOVIE CITY NEWS   2%

AVERAGE INCREASE 
IN WEB VISITATION 
ACROSS ALL SITES.

+120%
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MOVIES
Breaking news,  

box office 
charts,  

reviews, video 
and photo  
galleries,  
trailers  

and clips.

TV
Breaking news, 

reviews, ratings, 
video and  

photo galleries,  
blogs and  

clips.

 

MUSIC
Breaking news, 
charts, blogs, 

video and  
photo galleries  

and clips. 

THE 
BUSINESS

Breaking news 
for the core 

industry  
audience  
as well as  

international, 
labor, political 

and real  
estate content.

PRET-A-
REPORTER

The style site 
covers the 

intersection of 
style, fashion, 
beauty, and 
Hollywood 
curated by 

THR’s in-the-
know style 

team.  

VIDEO
Original, 

exclusive and 
sponsored 

video content in 
an interactive 
destination.

AWARDS
All the people,  

places and 
predictions 

on the road to 
the Oscars and  

Emmys.

THR.COM CHANNELS AND BLOGS 
INDUSTRY & LIFESTYLE CONTENT WITH AN AUTHORITATIVE VOICE 

T H R . C O M  C H A N N E L S

T H R . C O M  B L O G S

LIVE 
FEED

BASTARD  
MACHINE

HEAT 
VISION

EARSHOT
HOLLYWOOD, 

ESQ.

THE 
RACE

BEHIND THE 
SCREEN

INSIDE 
INDIE

[The Hollywood Reporter reaches] all the right people we want to 
reach with this print publication, yet we’re able to take the stories 
and amplify them to the world through our website.”  JANICE MIN‘‘
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9MM

SOCIAL
THR HAS CULTIVATED AN ENGAGED AND ACTIVE SOCIAL FOLLOWING  

OF OVER 5 MILLION ENTERTAINMENT & POP CULTURE FANS  
WHO INTERACT WITH THE BRAND ACROSS SOCIAL CHANNELS.

2MM 752K 251K416K2.6MM

Source: Direct from THR & Pret-a-Reporter social platforms May 2017



MEDIA KIT 2017

2016 WEBBY                 AWARD WINNER

2016 ASME                    A
WARD WINNER

17

PRET-A-REPORTER 
A DEDICATED STYLE SITE FROM  

THE HOLLYWOOD REPORTER AND BILLBOARD

Pret-a-Reporter covers Hollywood style, fashion, music and beauty from THR’s  
and Billboard’s insider vantage point. Led by style editor Erin Weinger, the site  

features style and beauty content — from runway to red carpet — filtered  
through the discerning lens of Hollywood. Updated daily with special focus on seasonal 

content to fuel addictive engagement to young fashionistas across the country.

SHOP  
THE LOOK
Modules in  
content that  
allow users to  
buy the outfits 
being buzzed 
about.

DRESS  
DU JOUR
Daily highlights of 
the best dresses 
from the night 
previous including 
who wore it,  
where, and  
who made it. 

DESIGNERS  
DISH 
Candid Q&As  
with fashion 
designers ranging 
from major names 
to avant-garde  
& under the  
radar talent.

WARDROBE  
ROOM
Photo galleries  
that go behind- 
the-scenes inside 
glamorous costume  
departments of  
the hot TV shows, 
movie sets, and 
music tours.

REEL  
LIFE 
Profiles on 
entertainment 
industry  
personalities  
and their stylish 
business pursuits

PRET-A-REPORTER 
NEWSLETTER

Exclusive content 
delivered directly  

to your inbox
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MOBILE-OPTIMIZED THR.COM
THR’s mobile site delivers breaking news on a site designed to  
facilitate deeper user engagement with a sleek new layout, 

infinite scrolling, enhanced navigation and list display, swipeable  
galleries, videos, and social sharing and commenting. 

NEWSLETTERS
A suite of daily, weekly and seasonal 

e-newsletters cover breaking industry-focused  
news across continents: headlines, daily ratings,  

box office, film festivals, our Daily Edition PDF,  
and the Pret-a-Reporter newsletter.

E-MAIL DATABASE
A database of entertainment-obsessed consumers and 
industry-only readers is a powerful direct-marketing tool 
that provides advertisers with e-mail access to Hollywood’s 

most sought-after consumers: the catalysts who start 
conversations, ignite trends and drive culture.

DIGITAL EXTENSIONS 
ACCESS ENTERTAINMENT ENTHUSIASTS 

ACROSS PLATFORMS AND DEVICES

NEARLY

14MM
MOBILE MONTHLY 

UNIQUES
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SUBSCRIBERS DELIVERY DATES
TODAY IN ENTERTAINMENT
Recounting the day’s top entertainment news 114K MON - FRI

BREAKING NEWS
Up to the minute news as it breaks  27K 20 - 40X / WEEK as news breaks

BOX OFFICE
Weekend box office recap 24K FRI - SUN

DAILY RATINGS
Recapped TV ratings & TV news 20K MON - FRI

DAILY EDITION ALERT
Morning email to online subscribers 15K MON - FRI

LIVE FEED
Compliation of the best television news 27K MON - FRI

LIVE FEED ALERTS
TV Coverage breaking news alerts 21K As news breaks 

BEHIND THE SCREEN
News from the intersection of entertainment and technology 20K TUES / Varies during Awards Season

FILM FESTIVAL NEWS
Daily festival coverage and recap 21K MON - FRI

INTERNATIONAL NEWS
Content-specific coverage 17K M, T, W, TH, SU

INTERNATIONAL BREAKING NEWS
Breaking news with an international focus 17K As news breaks 

SCREENING GUIDE
Screening guide by location- LA, NY, SF or London 13K During Awards Season

AWARDS NEWS
Awards Season News 20K During Awards Season

NEWSLETTERS 
DAILY, WEEKLY, AND SEASONAL E-NEWSLETTERS 
COVER BREAKING NEWS ACROSS CONTINENTS

Source: SailThru May 2017

THR IS THE MOST  
COMMONLY RECEIVED  

AND MOST VALUED OUTLET 
FOR NEWSLETTERS AND 

ALERTS, FOLLOWED BY  
VARIETY AND THE WRAP.

SOURCE: EQUATION  
RESEARCH, JULY 2016
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EVENTS CALENDAR

SUNDANCE FILM FESTIVAL
  DATE  January 20 - January 29, 2017  
  LOCATION  Park City, UT 
  ATTENDEES  Varies by location

NOMINEES NIGHT (OSCARS)
  DATE  February 2017 
  LOCATION  Los Angeles, CA 
  ATTENDEES  300 people
  
STYLISTS LUNCHEON
  DATE  March 2017 
  LOCATION  West Hollywood, CA 
  ATTENDEES  50 people

NEW YORK POWER
  DATE  April 2017 
  LOCATION  NYC, NY 
  ATTENDEES  200 people
 
POWER LAWYERS BREAKFAST
  DATE  April 2017 
  LOCATION  Beverly Hills, CA 
  ATTENDEES  150 people

CANNES INTERNATIONAL 
FILM FESTIVAL
  DATE  May 17-28, 2017
  LOCATION  Luxury location in Cannes, France 
  ATTENDEES  Approx. 150 people 
 
TORONTO INTERNATIONAL 
FILM FESTIVAL
  DATE   September 2017 
  LOCATION  Top location in Toronto, Canada 
  ATTENDEES  200 people

NOMINEES NIGHT (EMMYS)
  DATE   September 2017 
  LOCATION  Los Angeles, CA 
  ATTENDEES  250 people

POWER BUSINESS  
MANAGERS
  DATE   October 2017 
  LOCATION  Los Angeles, CA 
  ATTENDEES  150 people

NEXT GEN
  DATE   November 2017 
  LOCATION  Hollywood, CA 
  ATTENDEES  300 people

BEAUTY DINNER
  DATE   November 2017 
  LOCATION  Los Angeles, CA 
  ATTENDEES  TBD

WOMEN IN  
ENTERTAINMENT
  DATE  December 2017 
  LOCATION  Top location, Los Angeles, CA 
  ATTENDEES  600 people

CUSTOM EVENT  
OPPORTUNITIES  

AVAILABLE

INTIMATE DINNERS

FILM & TV SCREENINGS

COCKTAIL EVENTS
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Source: BurrellesLuce, 2014

BRAND OF RECORD

…The Hollywood Reporter…
has come to reflect – and in 

some instances influence – the global 
cultural reach and shifting contours of 
creative and institutional power in the 
entertainment industry.”
THE GUARDIAN 
FEBRUARY 2016

… a gorgeous weekly magazine 
that chronicles, for titans and 

tyros alike, the flash, the glamour, the 
backlot vibe, and the under-appreciated 
intelligence of the entertainment 
community…The reconstituted book is 
where many A-list stars are now eager to 
be found. The Hollywood Reporter’s print 
mag is the place to be seen.”
FOLIO 
JULY 2015

 
Ms. Min turned THR from an 
also-ran trade paper into a 

kind of Better Hollywood Homes & 
Deals, supplying splashy photo shoots, 
roundtables and think pieces to its small 
but super-rich readership.”
THE NEW YORK OBSERVER  
JULY 2015 

... there’s little question who the 
current queen of Hollywood media 

is — and Min is it.”
L’OBS 
MAY 2015 

Janice Min’s transformation of  
The Hollywood Reporter from 

sleepy trade to a buzzed-about pop 
culture weekly, snagged two [National 
Magazine Award] nominations, including 
one for Magazine of the Year.”
THE NEW YORK POST 
JANUARY 2015

…The Hollywood Reporter…
has emerged as both buzzy and 

serious under the leadership of Janice 
Min…”
THE WASHINGTON POST 
MAY 2014

… a visually lush weekly 
magazine… Web traffic & 

advertising have soared in part because 
Ms. Min produces much more consumer-
oriented entertainment coverage.”
THE NEW YORK TIMES  
JUNE 2013

[Janice] Min has launched 
an ambitious oversize glossy 

magazine... think W by way of Studio City.” 
THE DAILY BEAST

 
If you want to celebrate print 
magazines, why not feature 

Janice Min, who is turning The Hollywood 
Reporter from a dying trade into a 
thoughtful, glossy exploration of 
everything Hollywood…with a crackling, 
obsessive website to boot.”
SLATE 
JUNE 2013

Some people here now refer to the 
revamped Reporter, with its social-

scene pages and power-lunch tidbits 
mixed with exposés and frothy celebrity  
features, as the ‘new’ Vanity Fair.”
THE NEW YORK TIMES 
FEBRUARY 2013 

BUT DON’T JUST TAKE OUR WORD FOR IT...

LA Area Emmy Award for   
“The Hollywood Reporter 
in Focus: The Wolf of Wall 

Street” on PBS SoCal

Winner of the 2015 &  
2016 ASME National  
Magazine Award for  
General Excellence,  

and two time nominee  
for Magazine of the Year

34 National Arts &  
Entertainment  

Journalism Awards  
from the Los Angeles  
Press Club including  

Best Website and  
Best Publication

2015 Best Magazine  
Branded Video for  
Roundtable series

Honorable Mention:
Overall Editorial

Excellence

2016 winner for 
Best Online Film & Video in the 

Entertainment Category for 
THR Roundtables

2015 Honoree - 
Best Magazine Website

2015 winner for  
Best Fashion issue of a 

Non-Fashion Publication for 
annual Stylists Issue

It’s a badge of honor to get [The Hollywood Reporter], you feel like you belong to the industry when you get 
it...preserving that enjoyable process of feeling like every word on every page, and every photo matters and 
was thought about is an important art of doing something in print still. What we do is something special in 
that we have access to these worlds and credibility in these worlds that are very, very hard to penetrate…
that’s an incredibly valuable thing.” JANICE MIN
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‘‘
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*Editorial content subject to change

PUB DATE AD CLOSE MATERIALS DUE EDITORIAL FOCUS/SPECIAL FEATURE

1/5 12/30 1/3 THE GOLDEN GLOBES ISSUE

1/18 1/11 1/12 SUNDANCE FILM FESTIVAL

1/25 1/19 1/20 SAG AWARDS PREVIEW

2/8 2/3 2/4 GRAMMY® AWARDS PREVIEW

2/15 2/10 2/11 GRAMMY® RED CARPET

2/22 2/16 2/17 THE OSCAR ISSUE

3/1 2/22 2/23 POST-OSCAR RED CARPET ISSUE

3/15 3/8 3/9 SPRING FASHION: TOP 25 MOST POWERFUL STYLISTS

4/13 4/5 4/6 THE NEW YORK ISSUE: 35 MOST POWERFUL PEOPLE IN MEDIA

4/26 4/19 4/20 THE POWER LAWYERS ISSUE

5/10 5/3 5/4 THE CANNES + WRITERS ISSUE

6/7 5/31 6/2 FATHER’S DAY GIFT GUIDE

6/21 6/14 6/15 THE THR 100

8/9 8/2 8/3 THE DIGITAL ISSUE

8/16 8/9 8/10 THE PHILANTHROPY ISSUE

9/6 8/30 8/31 THE TORONTO FILM FESTIVAL ISSUE

9/13 9/6 9/7 THE EMMY ISSUE + TIFF RED CARPET RECAP

9/20 9/13 9/14 FALL FASHION: TOP RED CARPET DESIGNERS

9/27 9/20 9/21 THE MONEY ISSUE; TOP BUSINESS MANAGERS; MEN’S POWER OF STYLE

10/11 10/4 10/5 TOP 50 SHOWRUNNERS ISSUE

10/18 10/11 10/12 DESIGN ISSUE; TOP HOLLYWOOD DECORATORS; WOMEN’S POWER OF STYLE

11/8 11/1 11/2 NEXT GEN: TOP 35 EXECS IN HOLLYWOOD UNDER 35

11/15 11/8 11/9 THE BEAUTY ISSUE FT. TOP HAIR & MAKEUP ARTISTS; HOLIDAY WATCH GUIDE

11/20 11/13 11/14 HOLLYWOOD HOLIDAY GIFT GUIDE ISSUE

12/6 11/30 12/1 POWER 100 WOMEN IN ENTERTAINMENT ISSUE

12/13 12/6 12/7 YEAR IN REVIEW

EDITORIAL CALENDAR
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PRODUCTION 
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-
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