Now Unlock the Power of
Entertainment Science!

Twis 15 1T.
—Song by Michael Jackson.

The management of entertainment has been traditionally dominated by a
reliance on “gut feeling” and managerial instinct, a paradigm that has found
its epitomization in screenwriter William Goldman’s iconic phrase that
“Nobody Knows Anything” regarding the commercial performance of enter-
tainment products. This mantra, however, contrasts strongly with more than
35 years of scholarly research that provides ample empirical evidence that
consumers decisions regarding entertainment products and the products’
subsequent financial performance follows systematic, non-random patterns.
Scholars have studied these patterns with data and econometric algorithms
and have identified the rules, or theories, on which they are based.

In this book, we have brought together the vast body of such insights to
make a first major step toward what one might call a theory of Entertain-
ment Science. As you will have certainly noted over the pages of this book,
this theory is far from comprehensive; there a many gaps and empty spaces
in explaining what makes an entertainment product successful. And some
arguments are much more strongly supported by data than others (and some
have yet to be empirically tested at all). But almost #// theories are works-in-
progress, by definition, because there is almost always more to learn about
the phenomenon; it is very rare to come across a theory that is definite and
final (if there is even one).
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The general logic of Entertainment Science is that success in entertain-
ment, just as in other fields of life and the economy, follows certain patterns
and rules, and that data and algorithms can help us to understand them.
The foundation underlying Entertainment Science is a probabilistic world-
view that sees the world of entertainment as complex and multi-causal. In
this complex world, a single factor or use of a single marketing instrument
never explains a consumer’s reaction or the success of a product with 100%
certainty, but only increases the probability that the consumer will react in
a certain way or that the entertainment product will be a hit. This is how
things are and will always be in any social science, the scholarly field into
which Entertainment Science falls.

As fragmentary as it is, Entertainment Science is not a “pure” theory, but
an applied one. It deals with the practical subject of how entertainment
products succeed or fail, and we intend it to be of use for managers or others
involved in the entertainment industry. Entertainment Science makes argu-
ments about what works better (and why), but it make no attempt to oust
creativity from entertainment. Instead, the theory of Entertainment Science is
based on a thorough analysis and understanding of the specific factors that
define entertainment and its products, the markets on which entertainment
products are traded, and entertainment consumers. Those specifics shape our
view of how things work economically in the context of entertainment. We
dedicated the first chapter of this book to an in-depth discussion of product
characteristics, which included entertainment’s hedonic and cultural nature,
as well as several other aspects. The chapter also provided linkages to how
the different characteristics impact the effectiveness of marketing strategies.
In the remaining chapters of the book’s first part, we complemented this dis-
cussion with an analysis of the characteristics of entertainment markets and
the ways consumers make decisions for experiencing entertainment.

The second part of the book was then dedicated to the instruments that
can be used by an entertainment manager for marketing an entertainment
product—from the creation of the initial idea until the very end of its life
cycle. You have noted that our perspective of marketing is not one that is
limited to advertising or other promotional actions, but a holistic one which
encompasses all activities of an entertainment firm that deal with markets
and consumers. This marketing perspective provides room for creativity
and artistry, which determine the “experience” quality of any entertainment
product—and how audiences and experts react to it. This “experience” qual-
ity is essential and thus the first element of the “entertainment marketing
mix” we discussed in the book. We reported findings based on cultural the-
ory as well as data and algorithms to better understand what contributes
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to “great entertainment.” But artists can relax; although our insights help
define what quality is, there is no formula for the next masterpiece, and we
don’t expect that to change anytime soon. We argued that the power of algo-
rithms is of much better use for managers when it comes to improving com-
plex business decisions than for creating entertainment itself.

In addition to “experience” quality, we discussed the full spectrum of
marketing instruments that entertainment managers have at their disposal.
We stressed the power of branding for entertainment success, one of the
best-developed areas of Entertainment Science, and studied the roles that
other (unbranded) features, such as a certain genres, play for a product. We
refuted old arguments about the development of new entertainment prod-
ucts and built the case that entertainment innovation can indeed benefit
from certain strategies, cultures, structures, and methods that help managers
predict the success potential of a new product. Our book did not present a
“one-and-only” approach for making predictions; instead, we hope our read-
ers will assess the alternative approaches we present as inspiration for devel-
oping an approach that best suits the idiosyncratic needs and resources of his
or her firm.

Our book also provided an understanding of how effective different com-
munication approaches are for an entertainment product, encompassing
paid media, owned media, and also “earned” media, which includes (nega-
tive) word of mouth and professional reviews of (ugly) products. At the time
of this writing, there is a lot of chatter in Hollywood that Rotten Toma-
toes ruins films (e.g., Rodriguez 2017): by separating correlations from
causal effects, Entertainment Science will help its reader to judge the “true”
effect that professional reviews have and avoid making ad hoc decisions that
only worsen an already troubled situation. Entertainment Science also adds
a scientific layer to the fiery debates regarding (1) changes to established
distribution windows and (2) the effects that illegal channels have on enter-
tainment success these days (i.e., the effect of piracy), along with discussing
alternative remedies. We showed that it might pay for entertainment man-
agers to reconsider their traditional approach toward pricing all products
identically, instead allowing prices to differ between products that differ in
attractiveness.

We ended our theory of Entertainment Science with a discussion of block-
buster and niche marketing as the two dominant integrative marketing
strategies used in practice. Here, we offered a warning for the industry: the
application of only fragments of Entertainment Science to exploit the eco-
nomic potential of digitalization and globalization in a way that reduces
entertainment to a single type of product, an “extreme blockbuster,” poses
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a threat to entertainment, as a whole industry. It may drive consumers away
from films, music, (console) games, and books and toward new rival forms
of entertainment, such as social media.

Overall, we intend Entertainment Science (the theory and the book) to
help its readers to emphasize the value of thinking “scientifically” when
making decisions for entertainment products. Doing so improves the power
of artistic skills and managerial intuition with theory and data analytics. It
enables the reader to leave the “Nobody-Knows-Anything” mantra behind,
while also avoiding the “analytics trap,” i.e., the naive and careless use of
analytical techniques in a way that ignores the complexities of entertainment
and the key role of entertainment products’ creative character. “Nobody
Knows,” but also “theory-free” analytics leave a lot of value on the table.

We hope that we have been able to provide such help, and we wish you
good luck in working with, or extending, Entertainment Science (the the-
ory). Now it is about time to part ways. Let us leave you by paraphrasing
the words of legendary composer Oscar Hammerstein: So long, farewell, auf
Wiedersehen, dear reader.
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CHILDREN OF MEN 299
Chopin, Frédéric 307, 308
CHRONICLES OF NARNIA 716
Cimino, Michael 343, 467

CinDERELLA 304, 305, 401

CinemaNow 700

Cinemark 167

CinemaScore 6, 93, 297, 298, 663, 799

Cisco 197

Crrizen KaNe 299

CJ E&M 320

Clapton, Eric 256

CrasH orF Crans 20

Cline, Ernest 238

Clooney, George 424

CrLownN, THE 588

CLuE 377

CNN 163

Cohen, Matthew 383

Cohn, Harry 497

Colligan, Megan 380

Columbia [Pictures [Industries, Inc.]]
7,176, 182, 497

Columbia Records 162

Columbia Tristar 539

Comcast Cable 159

Comcast [The Comcast Corporation]
157, 160, 164, 168, 177, 180,
477, 650

Comedy Central Records 161

CoME oN OvER 381

Coming HoME (JeanNy Part 11, ONE
YEAR LATER) 386

Conrad, Joseph 258

Convoy 405

Cook, Tim 318

Cope, David 307

Coppola, Francis Ford 258, 787

Costner, Kevin 75, 341, 592

CoUPLES RETREAT 299

Craig, Daniel 196, 242

Creutz, Doug 397, 811

Crichton, Michael 158, 418

Criterion 806

CrooOkeD CIRCLE, THE 702



CroucHING T1GER, HIDDEN DrAGON
353

Crowe, Russell 424, 571

Cruise, Tom 84, 85, 341

Cuckoo’s CALLING, THE 447, 448

Curtiz, Michael 53

Cushing, Peter 324

C. W. McCall 405

CW Network [The CW] 161

D’Alessandro, Anthony 131, 242, 319,
346, 372, 375, 386, 397, 444,
648, 656, 766, 785, 799

DANCER, THE 751

DancinGg WitH THE Stars 405

Dark KNiGHT 572, 573, 619

Da SweeT BrLoop oF Jesus 223

Da Vinct Copg, THE 162, 381

DC [Comics] 163, 217, 379, 405, 563

DC Films 163

Deadline [Hollywood] 131, 397, 720,
809

DeaprooL 344, 348, 813

Deap Poor, THE 485

DEeap RisinG 3 256

DEeatH WisH 480

Decca Records 100

DEecerTION 694

DEereNSE GrID 2 317

Delpy, Julie 103

DeNA 175

De Niro, Robert 475

De Palma, Brian 434

Depp, Johnny 88

Dzr ScHuH DES MANITU 340

DESTINATION: TREASURE ISLAND 405

DeEsTiNy 380, 415

DeviL WEears Prapa, THE 24, 27, 28

DEexTER 161

Di1aL M rForR MURDER 321

Di Bonaventura, Lorenzo 346

Di Caprio, Leonardo 646

Industry Index 835

Dick, Philip K. 307

Diesel, Vin 398

Digital Entertainment Group [DEG]
166

Dinklage, Peter 380, 415

DirecTV 163, 164, 178, 704

Dirty Dozen, THE 245

Disney 4, 9, 11, 19, 21, 45, 51, 144,
157-159, 165, 178, 180, 181,
191, 249, 295, 369, 371, 374,
375, 378, 397, 401, 4006, 429,
432, 433, 435, 438-440, 465,
468, 470-472, 479, 485, 512,
537, 540, 563, 568, 573, 617,
688, 692, 708, 713, 788, 810

Disney, Roy 158

Disney, Walt 157-159, 465

Disney Animation 472

Disney Channel 144, 159, 178, 180

Disney Infinity 159

Disney Interactive 159

DisneyLife 159

Disney Music Group 159

Disney Publishing Worldwide 159

Disney Store 159

Disney Studios 472

Disney World 159

Disturbed [band] 387

DIVERGENT 75

Do Anproips DrREam ofF ELECTRIC
Sueer 307

Doctor Who 184

Doerr, Anthony 64

DonN'r Stop 77

DoUBLE JEOPARDY 626

DousLE Live [Garth Brooks album]
381

Douglas, Michael 55

Dowd, A.A. 649, 654

DownNrFaLL 278, 279

DownNTtOoN ABBEY 711

Drake [musician] 816

Drake, Joe 405

Drake, Nathan 197
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Dream ON 77

DreamWorks [Animation] 4, 160, 467,
470, 617

Drive 276

Dropbox 140

Duplass, Jay 55

Duplass, Mark 55

Dunkirk 706

EaGLEs: THEIR GREATEST HiTs 381

Earthquake 320

EA Sports 378

Eastwood, Clint 53, 84, 239, 383, 485,
640, 683, 684

Ebert, Roger 321, 343, 532, 652, 656

Eisenstein, Sergei 77

Eisner, Michael 788

Elba, Idris 8

Electronic Arts (EA) 174

Elektra 441

Ellison, David 448

Ellison, Megan 448

Erron Jonn: GreatesT Hits 381

EMI 136

Eminem 386

EmPIRE 158

Endeavor Content 221

EnpLEss Love 378

Entertainment Software Rating Board
(ESRB) 79

Entertainment Weekly 660

ENTOURAGE 99

Epagogix 7, 33

ESPN 159

E.T. 137, 788

EuropaCorp 222

Evans, Robert 107

EviL Deap, THE 78

Exhibitor Relations 692, 696

Ex MacHINa 307

Extremal Film Partners 4

4:44 704

Facebook 21, 46, 83, 139, 140, 154,
155, 168, 177,179, 195, 223,
292, 523, 558, 562, 563, 565,
571, 575, 576, 580, 588, 600,
622, 623,697, 812, 816

Fack Ju GoTHE 278-280, 340

Fairbanks, Douglas 467

Falco 49, 353

FaLLing Down 480

Fandango 160, 161, 628

Fanning, Shawn 721

FanTtastic Four 443, 512

FantasTic WoMaN, A 751

Far Cry 4 268

FasTt anD THE Furious 160, 398

Fate or THE Furious 399

Faust[:A TraGEDY] 53, 244

Favreau, Jon 620

Feige, Kevin 438, 443-445, 572, 813

Feltheimer, Jon 699

F1ELD oF DrEAMS 341

FIFA [17] vii, 140, 174, 268, 378

Fincher, David 8, 136

FirsT BLooD 433

Fisuer King, THE 807

FisTruL oF DoLLARs, A 640

50 [Frrry] SHADES DARKER 252, 381

50 [Frrry] SHADES FREED 381

50 [Firry] SHADES OF GREY 79, 381,
798, 799

Fleetwood Mac 77

Flom, Jason 132

Flying Circus 184

Focus Features 160

Fogelson, Adam 4, 798

Forbes 168, 415

Ford, Harrison 99, 100, 276, 375, 380,
529

Ford, John 50, 397

ForresT GumP 54, 412

Frankenstein 13, 379

Frank Ocean 173



Frayn, Michael 261

FrencH CONNECTION, THE 667

Freytag, Gustav 303

Friedkin, John 593

Friedman, Rob 540

From ALrHA TO OMEGA: BUILDING A
SEQUEL 387

Frozen 158, 381, 464

Frurr Ninja 814

Fry, Stephen 606

FuarTive Pieces 694

Fujifilm 315

Furious 7 160, 381, 399

EX 159

GAMEFLY 631

Gameloft 171

GaME oF THRONES 163, 380, 408

GameStop 154, 175, 598, 631

GANDHI 49

GANZ ALLEIN 353

Gard, Toby 269

Garfunkel, Art 102, 103, 342, 387

Garland, Alex 307

Gavin, Andy 474

Gaye, Marvin 100

General Electric 160, 176, 182

German Federal Film Board/Film-
forderanstalt (FFA) 524, 527

German Federal Film Fund (DFFF)
205

Ger Down, Tae 171, 682

Ghostbusters 55

GHOST RIDER 441

Gibson, Mel 338, 353

GiGLI 524

Gilliam, Terry 807

GIRL wITH THE DRAGON TATTOO, THE
381

GLADIATOR 249

Globus, Yoram 466

Godard, Jean-Luc 77, 477

Industry Index 837

GODFATHER, THE 667, 752, 792

Goethe, Johann Wolfgang von 53, 244

Golan, Menahem 466, 477

Goldman, Gary 16

Goldman, William 2, 3, 15, 821

Goldstein, Jeff 689

Goob, THE Bap anD THE UGLy
[GBU], Tae 633-636, 638, 864

Google 13, 111, 154, 155, 168, 173,
175,177,179, 191, 258, 310,
493, 499, 601, 621-623, 662,
769, 805, 812, 816

Gosling, Ryan 276, 410

Grace 1s GONE 383

GRrAND THEFT AUTO 1

GraND TaEerT AuTo IV [GTA 1V]
381
GraND THEFT AUuTO V [GTA V]

381, 386

GraviTy 138

GREATEST SHOWMAN, THE 751

Green, Eva 196

GREEN LANTERN, [THE] 276, 441

Green, T.]. 79

Gregson-Williams, Harry 310

GREMLINS 80

GREY’s ANaTOMY 141

Griflith, D.W. 467

Grinsberg, Benjy 134

Grisham, John 697, 750

Gruner+Jahr 169

Guerrilla Games 483, 484

GUARDIANS OF THE GALAXY 442

GUARDIANS OF THE GALAXY 2 442

Gurtar Hero III: LEGeNDS oF Rock
381

Gurtar Hero: WorrLp Tour 381

Hachette 169, 372
HaMLET 53
Hammerstein, Oscar 824

Haneke, Michael 749
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Hanks, Tom 245, 412
HaNNIBAL 626
HanseL & GReTEL: WiTcH HUNTERS
660
Harorp anD Kumar Escare From
GUANTANAMO Bay 694
HarperCollins 158, 169
Harry PorTER 163, 217, 239, 369,
4006, 431, 440, 447
...AND THE CHAMBER OF SECRETS
381
...AND THE CURSED CHILD 111
...AND THE DEATHLY HALLOWS 381

...AND THE DEATHLY HALLOWS PART

2 381
...AND THE GOBLET OF FIRE 381
...AND THE HALF-BLOOD PRINCE

381

...AND THE ORDER OF THE PHOENTIX

381
...AND THE PHILOSOPHER’S STONE
381
...AND THE PRISONER OF AZKABAN

381

Harry UND SaLry 383

Hart, Kevin 410, 571

Hastings, Reed 13, 17, 483, 489, 490,
630

Hawke, Ethan 103

Heap Furr or Dreams, A 111

HEearT oF DARKNESS 258

HEeaven's GATe 176, 343, 467, 474

Heigl, Katherine 660

Hemingway, Ernest 161

Her 307

HEercuLgs 477

Hergé[, Georges Prosper Remi] 101,
379

Heroes 711

Hilleman, Richard 131

Hill, Jonah 7

Hitchcock, Alfred 245, 247, 321, 377,
387, 528, 659

Hobbit 163, 324

Hoffman, Dustin 477

Howp It AGgainsT ME 568, 571

HovLipay, THE 527

Hovrocaust 50

Hollywood Reporter 380

Hollywood Stock Exchange [HSX].
com]] 530, 548, 626

Hollywood Theaters 776, 777

Home Box Office (HBO) 92, 144,
163, 179, 181, 184, 185, 222,
300, 346, 374, 408

HowmEerronT 77, 85, 339

HomEerronT: THE REVOLUTION 77, 78

HomEeranp 161

Hope, Bob 698, 701

Horizon ZEroO DawnN 484

HorteL Ruanpa 8

House or Carbs 8, 73, 136, 185, 510,
572, 682

House oF FRANKENSTEIN 379

Houston, Whitney 427, 434

Hugo, Victor 50

Hulce, Tom 50

Hulk [character] 441

Huik [film] 441, 443

Hulst, Hermen 484

Hulu 159, 160, 166, 707, 710, 773

Human TarGeT 550, 575

Humblebundle[.com] 762

Huncusack orF NoTRE-DAME, THE 50

HunGer Games, THE 75, 221, 239,
377, 405, 429-431

HunGer GaMEs: CATCHING FIRg, THE
430

HunNGER GAMES: MOCKINGJAY PART 1,
Tae 528

Hunt, Neil 8, 644

IBM 310, 530
Ice AGe 158



Iger, Robert [Bob] 432, 708

I Just CaN'T STOP LovinG You 353

I Love TrouBLE 103

IMAGINE 53

IMAX 573

IMDb[.com] 92, 93, 96, 129, 168,
199, 221, 297-299, 330,
332-334, 337, 338, 341, 347,
385, 396, 398, 403, 414, 417,
443, 445, 465, 499, 619, 624,
641, 663, 725, 794, 799

INCEPTION 557

IncreDIBLE HuLrk, THE 100

INDEPENDENCE DAY: RESURGENCE 417

Indiana Jones 161, 374, 640, 716

INDIANA JONES AND THE TEMPLE OF
Doowm 385

Indiegogo 222

INn My Roowm 353

In RainBows 185, 761, 762

Insipe Out 249

INSIDER, THE 299

Instagram 7, 138, 410, 558

Intellectual Property Office 722

Intermedia [Films] 209

International Federation of the Phono-
graphic Industry (ifpi) 44, 171,
179, 699

Internationalmedia 146

International Publishers Association
129

IN THE HEAT OF THE NIGHT 667

INnTO THE WILD 54

IrisH MaN 475

IroN GianT, THE 299

IrON MaN 158, 319, 442444, 620,
694

IrRON MAN 2 442
IrON MaN 3 381, 417, 444

Irving, John 161

IT’s COMPLICATED 593, 749

I WiLL Arways Love You 434

Industry Index 839

Jackie 50
Jackson, Janet 169, 174
Jackson, Michael 95, 162, 342, 353,
378, 821
Jackson, Peter 303, 324, 379
James Bonp
Casino Rovatre 100, 196
D1t ANoTHER Day 265, 266
GoLpENEYE 266
License To Kiir 131, 196
QuaNTUM OF SoLACE 196
SkyraLL 79, 196, 381, 404, 533
SpecTRrE 131, 196, 242
Tue WorwLp Is Not ENouGH 131
James, Gunn 319
Jaws 616, 687, 788-794
Jaws 3-D 321
Jay 2704, 772
JeanNY 386
JERRY MAGUIRE 341
JEK 50
Jinni.com 657
Joblo.com 624
Jobs, Steve 309, 435, 488, 720
Joel, Billy 238
Jonze, Spike 307
JunGLE Book, THE 401, 472
Jurassic Park 137, 160, 319, 758,
788,789
Jurassic Worrp 160, 195, 381, 588
Just Danck 3 381
JusTice LEAGUE 445, 446

Kanin, Garson 98
Kassar, Mario 17, 448
Katzenberg, Jeffrey 4
Kennedy, Kathy 101
Keshales, Aharon 480
Kick-Ass 620
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Kickstarter 222, 223

Kids in Mind (kids-in-mind.com) 346,
347, 349

Kilmer, Val 75

King, Stephen 50, 161, 375, 377, 415,
447

King.com 174, 177, 180

Kingsley, Ben 49

Kinowelt 474

Koch Media 78

Ko6lmel, Michael 474

Ko6lmel, Rainer 474

Korte, Peter 649, 654

Kosslick, Dieter 707

K-Pax 24-28

Kubrick, Stanley 261

Lady Gaga 43, 137, 371, 375

Lagardére 169

Landau, Yair 700

L.A. Noire 138

Langley, Donna 4, 137

Lasseter, John 253, 314, 470

Lassie Come HoMmE 52

Last oF Us, THE 162, 474

Last TANGO IN Paris 84

Last TEmrtaTION OF CHRIST, THE 79

Last VEGas 161

Law & ORrDER: DEAD ON THE MONEY
405

Lawrence, Jennifer 239, 410

LAWRENCE OF ARABIA 49, 643

Lean, David 643

Le Carré, John 51

Lep ZeppriN: IV 381

Lee, Ang 138

Lee, Spike 223

Legendary Entertainment 167

Legendary Pictures 217

Lego 143, 1406, 163, 768

Leco Movie, THE 377, 405, 811, 814

LEGo STAR WaRs: [THE COMPLETE
Saca] 141, 143, 163, 381

Leco UNIVERSE 768-770

Leigh, Janet 247

LEmoONADE [Beyoncé album] 816

Lennon, John 53

Leone, Sergio 640

Levy, Shawn 429

Lewis, Ryan 128, 134

LG 173

Lire As WE Know IT 533

Lire Or Brian 54

LiNEAGE 2 201

Linkfluence 499

Linklater, Richard 103

Lion King 1 1/2 435

Lionsgate 221, 405, 430, 431, 441,
617,699, 710

LitTLE BiG PLANET 335

LrrrLE Miss SUNSHINE 570

Loewy, Victor 342

LocaN 433, 813

Locan Lucky 817

Lopez, Jennifer 524

Lorp oF THE RinGs, THE 138, 163,
334, 409, 448, 667, 813

Lorp oF THE RiNGs: THE RETURN OF
THE King, THE 381

Lord, Phil 813

Los Angeles Times 531

Lost 434

Lost SymsoL, THE 381

Love 278

Love ActuaLLy 633, 635-636, 638

Love STory 433

Lovretta, Michelle 405

Lucas, George 262, 316, 438—440

Lucasfilm 45, 158, 161, 440, 453

Lunar Lander 317

Lupfer, Didier 431

Lynch, David 164, 533

Lynton, Michael 558



Mac anD ME 198

MacFarlane, Seth 566

MacGraw, Ali 433

Macklemore 128, 134

Macmillan/Holtzbrinck 169

Madden NFL [10] 335, 381

MabE oF HoNOR 694

Mabp MEeN 94

Madonna 342

Maggic 413

MAGNIFICENT SEVEN, THE 277

Maguire, Tobey 450

Mailer, Norman 477

Maisel, David 443

MavrcorLm X 340

Malone, Jenna 413

Maltin, Leonard 300, 652

Mamas & Papas, The 100

MANCHESTER By THE Sea 474

Man 1N THE Hicga Castrg, THE 185,
408

Mangold, James 347, 433

MaN WHO SHOT LIBERTY VALANCE,
Tue 50

MaraGIN CaLL 702

MarketCast 711

MaRrk oF THE DEvIL 256

MarTIAN, THE 55

Martin, George R.R. 169, 408

Marvel [Entertainment] 21, 47, 100,
107, 111, 158, 321, 348, 369,
372, 374, 375, 405, 429, 438—
445, 453, 512, 563, 571-572,
663, 809, 813, 817

Marvel Studios 100, 438

Masnick, Mike 722

MASTERS OF THE UNIVERSE 377

MaTtRrix RELOADED, [THE] 197, 265,
266

Marrix, [Tue] 138, 318, 435

Maze RUNNER 75

McCarthy, Cormac 256

Industry Index 841

McCartney, Paul 378

McKee, Robert 303

McQueen, Steve 277

Mechanic, Bill 548, 813

Megaupload|[.com] 733

Mendelson, Scott 106, 388, 704, 787,
790

MEeN oF HoNoRr 341

Merrill Lynch 218, 443

Metacritic 93, 161, 650, 652

Metro-Goldwyn-Mayer [MGM] 222,
480, 701, 710

Metro Group 154

Microsoft 135, 140, 168, 174, 175,
185, 335, 474, 475, 550

MicrosorT FLigHT SIMULATOR 266

Milchan, Arnon 134, 299

Milius, John 77

Miller, Chris 813

MirLion DoLrar BaBy 640

MINECRAFT 268, 474, 475

Minions 160, 381

MiNoriTy REPORT 16

MiracLE OF BerN, THE 202

Miramax 180

Missing IN AcTioN 477

Mission: ImpossiBLE 197—198, 405

Mojang 474

MoNEYBALL 7-9, 342

Monk 198

Monty Python 184

MOONLIGHT 663—-664

Moonves, Leslie [Les] 799

Moragan 530-531

MORNING PHASE 662

MortaL ComBar 163

Motion Picture Association of
America [MPAA] 79-80, 130,
166, 346-347, 349-350, 503,
508, 683, 693, 795

Motown 374

MOVIEGOER, THE 745

Movielense.org 631, 647
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Movielink 700, 731

MoviePass 766

Moviepilot[.de] 6, 244, 631

MovieTickets.com 161

Mozart, Wolfgang Amadeus 50

MTV 161, 662

Murch, Walter 321

MURDER IN THE MALL 326

Murdoch, Rupert 152, 158

MUSO 721, 722

My BiG Fatr GREEx WEDDING 593,
801, 802

My FuNNy VALENTINE 93

MySpace[.com] 332, 546, 558, 567,
574

MysT 138

Napster [formerly Rhapsody] 703, 721,
723,774, 804

National Amusements (NA) 157, 161,
164, 167, 169, 650, 702

National Geographic 159

NatioNaL Hearrs, THE 658

National Research Group 692

National Video 190

NaruraL, THE 341

Naughty Dog 474

Navot, Papushado 480

NBC 144, 160, 711, 731, 732

NBC Publishing 160

NBCTV 176, 182

NBCUniversal 160, 168, 177

NEED FOR SPEED 174

Neil, Doug 566

Nena 353

NetEase 175

Netflix 6, 8, 11, 13, 20, 106, 128, 133,
135, 136, 138, 139, 144, 154,
166-168, 173, 177-181, 183,
185-187, 189, 221, 222, 263,
276, 315, 374, 376, 474, 475,
483, 487, 489, 491, 493, 495,

496, 500, 510, 537, 572, 630,
631, 637, 640-648, 652, 682,
700, 702, 706, 707, 709, 710,
711, 715,723,729, 731, 732,
734, 750, 766, 773, 775, 804,
805, 808

NEevER BEEN KisseED 626

NEVERENDING STORY, THE 278, 279

New Line [Cinema] 163, 443

Newman, Paul 3

News Corp. 158, 169

Newsweek 660

New York Times 407, 531, 564, 611,
616, 653-654, 791

Newzoo 174

Next Big Sound 7, 10, 622

Nickelodeon 161

Nick Records 161

Nielsen 381, 435—436, 724, 805

NIGHT AT THE MUSEUM 429

Ni1GHTMARE BEFORE CHRISTMAS, THE
[Tim Burron’s] 377

NicaT™MARE ON ELm STREET 603

Nine Inch Nails 764

Nintendo 135, 174, 175, 242, 335,
350

99 LUFTBALLONS 353

99 Rep BarLoons 353

No Fences [Garth Brooks album] 381

Nolan, Christopher 706

Nolan, Jonathan 307

Nolte, Nick 103

Norton, Edward 100

NorrinG HiLt 633, 635, 636, 638,
639

NUMBER 23, THE 422

NuRse BETTY 626

Obst, Lynda 807

11/22/63 50

11.22.63 50

Once Uron A TiME IN AMERICA 299



101 DALMATIANS 52
OTt10 — DER F1LM 340
Over THE Tor 477
Owen, Clive 535
O’Toole, Peter 49

Pace, Vince 315

Pacino, Al 477

Panasonic [Corporation]/Matsushita
179

Pandora 262, 631, 640-641

Paramount [Pictures] 161, 167, 218,
380, 404, 480, 540, 704, 710

Paranormal Activity 704

Parker, Sean 702, 721, 774

Parton, Dolly 434

Pasolini, Pier Paolo 77

PASSENGERS 331

PassioN oF THE CHRIST 353

Patterson, James 372, 375, 383

PBS 711, 790

PearL HARBOR 626

Penguin Random House 169

Percy, Walker 745

Perry, Katy 326

Piano Man 238

Pickford, Mary 467

Pink Floyd 103, 405

PiNk PANTHER, [THE] 374

Pinterest 154, 155

Pirate Bay, The 154

PiraTES OF THE CARIBBEAN 633, 635,
638, 639, 641, 648, 815

Pitt, Brad 7, 29-30

Pixar [Animation] 11, 135, 158, 249,
253, 314, 374, 376, 378, 432,
463, 464, 468, 470, 472, 474,
483, 485-493, 495, 511

PLANES 472

PLANET OF THE APES 387

Industry Index 843

Praver, THE 351, 788

Poxémon [Go] 138, 318, 319
Pocketgamer.biz 129

Porar ExprEss, THE 316, 322, 682
Popcorn Time 154, 734

PREDATOR 2 441

Press, Terry 526, 538

PreTTY WOMAN 72, 299, 807
Price, Frank 103

Price, Roy 135, 611

PrIiDE AND PREjUDICE 184

Prince 101

Project Gutenberg 304, 305
PROMETHEUS 344

Psycho 245, 247, 387, 403, 659
PuUNISHER, THE 443

Pursurt or THE HouseBoar 379
Pursurt or HarpynNEss, THE 54, 352
Puss 1N Boors 374

Quickflix 805
Quigley [Publishing] 334, 419, 421
Quizduell/QuizClash 140

Rackin, Martin 397

Radiohead 185, 761-762, 764

RAIDERS OF THE LosT ARK 468

Rain Man 77, 85

RamBo 343, 644

Rambo, John 433

Rasulo, Jay 371

Ratner, Brett 815

REeaDY Praver ONE 238, 318

REeAR WinDOw 528

Recording Academy 662

Recording Industry Association of
America (RIAA) 172, 381

Rep Dawn 77, 339
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Rep Deabp REpEMPTION 268, 557

Reddit 573

Redford, Robert 3

Reel.com 354

Regal [Cinema chain] 167, 759

Relativity Media 32

RelishMix 6

Rentrak 6, 190, 191, 193, 499

Reservoir Doas 33

R-gument(or), The 309, 812, 813

Richie, Lionel 378

Rihanna 816

Ring, THE 353

RISE OF THE SILVER SUREER 443

Risky Business 54, 84

Roap, THE 256

Robbins, Tim 383

Roberts, Brian 477

Roberts, Julia 103

Rock ME AMaDEUs 49, 353

Rocky 54, 73, 352, 395, 398, 433, 667

Rocky 2 [II] 385, 395

Rolling Stone [Magazine] 426

Rolling Stones 100, 169, 342

RoMEO AND JULIET 382

RoOSTER BaRr, THE 750

Roorts 160, 179

Ross, Diana 378

Rothman, Tom 138, 236

Rotten Tomatoes 161, 397, 650, 660,
815, 823

Rowling, J. K. 447, 571

Roxy Music 84

RTL 169, 222, 533

Rubenstein, David 48

Rubin, Jason 474

Rumors 381

Rusu Hour 435

SALVATION, THE 644
Samsung 168, 173, 196

SanpLroT, THE 341

Sarandos, Ted 6, 13, 136

SAT.1 533

SaturpAy NiGgHT Live 280

SavING Private Ryan 50, 249

Saw 256, 350

Say Say Say 378

SCARFACE 434

SCENT OF MYSTERY 320

SCHINDLER's LisT 8

Schneider, Christoph 484

Scholastic 430

ScuoorBoy BLugs 100

Scuoor or Rock 100

Schubert, Franz 91

Schwarzenegger, Arnold 380, 399, 412,
413

Schweiger, Til 417

Scorcese, Martin 475, 477
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