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Mission 

Heart Of Hollywood Magazine specifically targets the entertainment 
industry. It reaches readers who are very interested in the topic, as well 
as individuals who are active in this field. Advertising reaches indus-
try professionals at all levels, including actors, directors, filmmakers, 
models, fashion designers, singers, composers, and dancers, among 
many others. 

We have limited advertising opportunities at this time. 

For information, please contact manager@heartofhollywoodmagazine

This is the perfect magazine to promote your brand or business. It is 
available in print and has a perpetual value by also being digital.  

We have several options for you to explore.
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ONE PAGE AD 
EXAMPLES

Douglas M Kampner is represented by MJB Talent Agency and 
Fontaine Model Agency for modeling opportunities, as well as 
by the Savrone group as a commercial actor. Currently, Douglas 
Kampner is on his 30th-year anniversary of acting, commercial, 
print ad, hand and fashion modeling, and other types of enter-
tainment. The beginning of Douglas’s career started as a youth, 
growing up with Hollywood actor Bing Crosby being his neighbor 
in Hillsborough, California where they lived two houses away 
Throughout these past 30 years, Douglas appeared in many sig-
nificant projects. He was, for instance, a lifeguard on Baywatch, 
a student with the crew of Beverly Hills 90210, as well as in the 
final episode of Cheers. One highlight he achieved was being a 
cast member of Academy Award-winning film Argo. Douglas had 
a national commercial with the iconic David O Russell, director of 
the also Academy Award-winning The Fighter.
Douglas does not follow trends that other Hollywood entertainers 
are following. He is in a league all by himself.
He has a natural ability for modeling, partly due to the fact that he 
is quite physically and mentally healthy. He stays on a certain diet 
and exercises constantly to make sure he is physically fit, and he 
combines that with meditation and yoga to keep himself ground-
ed. 
He has many additional talents, which include athletics, such as 
basketball, football, golf, and tennis. One of his other true talents 
is in the art community. He has developed his artistic ability since 
childhood to the present, producing paintings that to this day are 
included in many art galleries in California.
When did you decide that you wanted to become an actor? 
I was introduced to actor and producer Mel Brooks and actor 
Gene Wilder at actor Dick Van Patten’s house in Burbank, and I 
was inspired to pursue my passion for acting. I then transferred to 
California State University, in Northridge, where I had a friend-
ship with Morris Chestnut, who was a major contributor to Boyz 
N the Hood.
What attracted you to begin a career as an actor? 
I started working in entertainment early on in his life. I was a 
vendor and was in the midst of many aspects of the industry. In 
fact, last year I received the award for the most valuable vendor at 

Candlestick Park, an outdoor sports and entertainment stadium. 
This was a campaign for all nationwide vendors throughout the 
United States.
Who are your biggest influences as an actor? 
I have made my own image based on my creativity. I don’t idolize 
entertainers and I have a vision all to myself. I studied marketing 
at California State University, Northridge, and created a brand 
image in my 30 years of career in Hollywood.
Much of my lifestyle, however, is based on my friendship with 
rock musicians such as Edward Van Halen of Van Halen, Dave 
of YNT, Sammy Hagar of Van Halen, and iconic German band 
The Scorpions.
What is your main strength as an actor? 
The ability to create any type of emotional character. I can react 
to any situation on- and off-screen. 
Tell me about your modeling career. 
Early in life, I modeled with a company called Quartertrack. 
Now, I am a seasoned veteran with Fontaine, and still look for-
ward to many more years as an advertising model. 
I was a body double for John Travolta, who was starring as trial 
attorney Robert Shapiro in The People v. O.J. Simpson: Ameri-
can Crime Story, where I also, was a hand model for the critical-
ly acclaimed mini-series.
What’s your dream, your ultimate goal? Do you feel like 
you’re on the path to this goal, or do you feel as if you already 
achieved that dream? 
No, the dream continues and it’s not over, it’s just a matter of put-
ting together the talent and effort to create the dream.
What is your message to those who aspire to work in the in-
dustry? 
Pursue the ability to create a truly wonderful experience for the 
viewer.

30 YEARS IN ENTERTAINMENT
Model and Actor Douglas M Kampner and His Career Longevity 
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Douglas M Kampner is represented by MJB Talent Agency 
and Fontaine Model Agency for modeling opportunities, as 
well as by the Savrone group as a commercial actor. Current-
ly, Douglas Kampner is on his 30th-year anniversary of act-
ing, commercial, print ad, hand and fashion modeling, and 
other types of entertainment. The beginning of Douglas’s 
career started as a youth, growing up with Hollywood actor 
Bing Crosby being his neighbor in Hillsborough, California 
where they lived two houses away 
Throughout these past 30 years, Douglas appeared in many 
significant projects. He was, for instance, a lifeguard on 
Baywatch, a student with the crew of Beverly 
Hills 90210, as well as in the final episode 
of Cheers. One highlight he achieved 
was being a cast member of Academy 
Award-winning film Argo. Douglas 
had a national commercial with the 
iconic David O Russell, director of 
the also Academy Award-winning 
The Fighter.
Douglas does not follow trends 
that other Hollywood enter-
tainers are following. He is in a 
league all by himself.
He has a natural ability for mod-
eling, partly due to the fact that 
he is quite physically and men-
tally healthy. He stays on a certain 
diet and exercises constantly to make 
sure he is physically fit, and he com-
bines that with meditation and yoga to 
keep himself grounded. 
He has many additional talents, which include 
athletics, such as basketball, football, golf, and tennis. 
One of his other true talents is in the art community. He has 
developed his artistic ability since childhood to the present, 
producing paintings that to this day are included in many 
art galleries in California.
When did you decide that you wanted to become an actor? 
I was introduced to actor and producer Mel Brooks and ac-
tor Gene Wilder at actor Dick Van Patten’s house in Burbank, 
and I was inspired to pursue my passion for acting. I then 
transferred to California State University, in Northridge, 
where I had a friendship with Morris Chestnut, who was a 
major contributor to Boyz N the Hood.
What attracted you to begin a career as an actor? 
I started working in entertainment early on in his life. I was 

a vendor and was in the midst of many aspects of the in-
dustry. In fact, last year I received the award for the most 
valuable vendor at Candlestick Park, an outdoor sports and 
entertainment stadium. This was a campaign for all nation-
wide vendors throughout the United States.
Who are your biggest influences as an actor? 
I have made my own image based on my creativity. I don’t 
idolize entertainers and I have a vision all to myself. I stud-
ied marketing at California State University, Northridge, 
and created a brand image in my 30 years of career in Hol-

lywood.
Much of my lifestyle, however, is based 

on my friendship with rock musi-
cians such as Edward Van Halen of 

Van Halen, Dave of YNT, Sammy 
Hagar of Van Halen, and iconic 

German band The Scorpions.
What is your main strength 
as an actor? 
The ability to create any type 
of emotional character. I can 
react to any situation on- 
and off-screen. 
Tell me about your modeling 
career. 

Early in life, I modeled with a 
company called Quartertrack. 

Now, I am a seasoned veteran 
with Fontaine, and still look for-

ward to many more years as an ad-
vertising model. 

I was a body double for John Travolta, who 
was starring as trial attorney Robert Shapiro in The 

People v. O.J. Simpson: American Crime Story, where I 
also, was a hand model for the critically acclaimed mini-se-
ries.
What’s your dream, your ultimate goal? Do you feel like 
you’re on the path to this goal, or do you feel as if you 
already achieved that dream? 
No, the dream continues and it’s not over, it’s just a matter 
of putting together the talent and effort to create the dream.
What is your message to those who aspire to work in the 
industry? 
Pursue the ability to create a truly wonderful experience 
for the viewer.

30 YEARS IN ENTERTAINMENT
Model and Actor Douglas M Kampner and His Career Longevity Douglas M Kampner is represented by MJB Talent Agency and 

Fontaine Model Agency for modeling opportunities, as well as 
by the Savrone group as a commercial actor. Currently, Douglas 
Kampner is on his 30th-year anniversary of acting, commercial, 
print ad, hand and fashion modeling, and other types of enter-
tainment. The beginning of Douglas’s career started as a youth, 
growing up with Hollywood actor Bing Crosby being his neighbor 
in Hillsborough, California where they lived two houses away 
Throughout these past 30 years, Douglas appeared in many sig-
nificant projects. He was, for instance, a lifeguard on Baywatch, 
a student with the crew of Beverly Hills 90210, as well as in the 
final episode of Cheers. One highlight he achieved was being a 
cast member of Academy Award-winning film Argo. Douglas had 
a national commercial with the iconic David O Russell, director of 
the also Academy Award-winning The Fighter.
Douglas does not follow trends that other Hollywood entertainers 
are following. He is in a league all by himself.
He has a natural ability for modeling, partly due to the fact that he 
is quite physically and mentally healthy. He stays on a certain diet 
and exercises constantly to make sure he is physically fit, and he 
combines that with meditation and yoga to keep himself ground-
ed. 
He has many additional talents, which include athletics, such as 
basketball, football, golf, and tennis. One of his other true talents 
is in the art community. He has developed his artistic ability since 
childhood to the present, producing paintings that to this day are 

included in many art galleries in California.
When did you decide that you wanted to become an actor? 
I was introduced to actor and producer Mel Brooks and actor 
Gene Wilder at actor Dick Van Patten’s house in Burbank, and I 
was inspired to pursue my passion for acting. I then transferred to 
California State University, in Northridge, where I had a friend-
ship with Morris Chestnut, who was a major contributor to Boyz 
N the Hood.
What attracted you to begin a career as an actor? 
I started working in entertainment early on in his life. I was a ven-
dor and was in the midst of many aspects of the industry. In fact, 
last year I received the award for the most valuable vendor at Can-
dlestick Park, an outdoor sports and entertainment stadium. This 
was a campaign for all nationwide vendors throughout the United 
States.
Who are your biggest influences as an actor? 
I have made my own image based on my creativity. I don’t idolize 
entertainers and I have a vision all to myself. I studied marketing 
at California State University, Northridge, and created a brand im-
age in my 30 years of career in Hollywood.
Much of my lifestyle, however, is based on my friendship with 
rock musicians such as Edward Van Halen of Van Halen, Dave of 
YNT, Sammy Hagar of Van Halen, and iconic German band The 
Scorpions.
What is your main strength as an actor? 
The ability to create any type of emotional character. I can react to 
any situation on- and off-screen. 
Tell me about your modeling career. 
Early in life, I modeled with a company called Quartertrack. Now, 
I am a seasoned veteran with Fontaine, and still look forward to 
many more years as an advertising model. 
I was a body double for John Travolta, who was starring as trial 
attorney Robert Shapiro in The People v. O.J. Simpson: Ameri-
can Crime Story, where I also, was a hand model for the critically 
acclaimed mini-series.
What’s your dream, your ultimate goal? Do you feel like you’re 
on the path to this goal, or do you feel as if you already achieved 
that dream? 
No, the dream continues and it’s not over, it’s just a matter of put-
ting together the talent and effort to create the dream.
What is your message to those who aspire to work in the indus-
try? 
Pursue the ability to create a truly wonderful experience for the 
viewer.

ENTERTAINMENT
30 YEARS IN

Model and Actor Douglas M Kampner 
and His Career Longevity 
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This article contains to: 

Words 602.
Columms 4.
Paragraphs 10. 
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the word implies, its pieces are created 
in a unique baroque style. The 
founders are Eduardo and Imelda Liem, 
a talented husband-and- wife team. 
They wish to portray the deepest 
essence of female beauty to the world. 
They do so by designing timeless hi-

In 2002, Eduardo proposed to Imelda. 
During the wedding preparations, he 
felt the desire to veil her with the most 

that dream come true, they traveled the 
world. It was in Paris that they 
unexpectedly found themselves walking 
through Place Vendôme. There, they 

A burning desire arose; they wanted to 
express their powerful creative energy 
and share it with people who would like 
to experience the very feelings they felt 
at that special place in France.

The couple decided that instead of bu-

own, and BaroQco was born. Eduardo 
was kind enough to share information 
about the brand with our Heart of 
Hollywood Magazine readers.

What is a day of work like for you?

We come up with a dose of creative 
input to make extraordinary designs 
for future shows. But currently, because 
of the COVID situation, our daily work 
also involves thinking about how we 
can still express our creativity to our 
audience without having shows 
physically.

Why did you decide to establish a 
jewelry house?

My wife and I founded the business 
together, from nothing. It all started 
one sunny day in Paris, at the Place 
Vendôme. We were looking for a tiara 
or crown for our wedding day. At that 
time, there were not many options 
available. So we decided to create our 
own tiara, which led others to ask 
whether we could also make necklaces 
and earrings.

Where was the house founded and 
where are the current headquar -
ters?

The house or La Maison de BaroQco 
was founded in 2003, but was entered 

Amstelveen, near the City of 

BaroQco:
Timeless
Luxury Je
By Sandy Rodriguez

HEART OF HOLLYWOOD MAGAZINE JULY - SEPT. 2021

Amsterdam, the capital city of the 
Netherlands. The headquarters still 
remain at the same location.

How would you describe BaroQco 
jewelry?

In order to describe it properly, it is 
important to understand what the name 
stands for. The word BaroQco comes 
from baroque, an era of change from 
simplicity to lively and exuberant detail. 
And the Co in the name is derived from 
my father’s former company, Japarco 
(Java Parfurmes Company) With the Co 
in BaroQco, the legacy continues. The 
word BaroQco stands out. We wish to 
surprise and to create a sense of awe by 

Who is the woman who wears BaroQ -

muse?

The woman who wears BaroQco is a 
woman who knows that shining and 
being daring are parts of life you have to 
experience to let your inner beauty be 
seen. Some never dare and never shine. 
We at BaroQco give them the incentive 

Women’s empowerment comes from believing in yourselves and allowing yourselves 
to shine.

We come up with a dose of creative input to make extraordinary designs for future 
shows. But currently, because of the COVID situation, our daily work also involves 
thinking about how we can still express our creativity to our audience without 
having shows physically.

welry

Contact:
(Phone number)

(e-mail)
(Website)

(Social media)
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PEACE AND JUSTICE
A Photographer Creates a Collection of Inclusive Images that Transmit a Message of Hope 

By Arezoo Jalali
It i s known to u s all that j ustice a nd 
peace thrive together, and by peace, we 
don’t mean peace at any cost, but peace 
based on j ustice. To l ive in a  p eaceful 
world, it is all races’ responsibility to con-
tribute their best to create the most in-
clusive and just world bursting with love 
for all humankind. T his collection i s my 
diminutive contribution, a collaboration 
of art and fashion intended to create an 
expression of love, peace, and justice in-
tertwined. 

This collection is inspired by p eace and 
harmony w ithin the world in w hich w e 
live, as I  b elieve that no individual shall 

to disconnect us as human beings. This 
collection w as i nspired by t he s logan 
quotes, “My c ountry i s the earth. I  a m 
a citizen of t he w orld w hich consists of 
only one race- The Human Race”.

AROUND THE WORLD

Waheed Najeem a ttended Lagos 
State Polytechnic, in Nigeria, and gradu-
ated with a diploma in art and industrial 
design, and received his higher national 
diploma major in p ainting technology 
from T he P olytechnic, I badan, a lso in 
Nigeria. H e started his professional art 
career in the year 2004, having attend-
ed s everal m ajor a rt e xhibitions, both 
locally and internationally.

  
“My desire to create began as a young 

of t he n atural w orld a nd c ultures,” he 
explains.

Here a re e xamples of h is b reathtaking 
works. 

EXTRAORDINARY ARTIST
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PEACE AND JUSTICE

A Photographer Creates a Collection of 
Inclusive Images that Transmit a Message of 

Hope 

By Arezoo Jalali

It is known to us all that justice and peace thrive together, 
and by peace, we don’t mean peace at any cost, but peace 
based on j ustice. To l ive in a  p eaceful world, i t is a ll r aces’ 
responsibility to contribute their best to create the most in-
clusive and just world bursting with love for all humankind. 
This collection is my diminutive contribution, a collaboration 
of art and fashion intended to create an expression of love, 
peace, and justice intertwined. 

This collection is inspired by peace and harmony within the 
world in which we live, as I  believe that no individual shall 

human beings. This c ollection was inspired b y t he s logan 
quotes, “My country is the earth. I am a citizen of the world 
which consists of only one race- The Human Race”.

AROUND 
THE WORLD

Waheed Najeem attended Lagos State Polytechnic, in Ni-
geria, and graduated with a diploma in art and industrial de-
sign, and received his higher national diploma major in paint-
ing technology from The Polytechnic, Ibadan, also in Nigeria. 
He started his professional art career in the year 2004, having 
attended several major art exhibitions, both locally and inter-
nationally.

  

-
ing the power of the natural world and cultures,” he explains.

Here are examples of his breathtaking works. 

EXTRAORDINARY 

ARTIST

Title: An antique look of a riverine village called “Makoko”
Medium: Natural pastels on can vas
Size: 6ft x 4ft 
Signed & dated: Waheed Najeem, 2021

Title: Harmony 
Medium: Natural pastels on canvas 
Size: 6ft x 4ft
Signed & dated: Waheed Najeem, 2021
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PRICE 
OPTIONS

Digital Publication A
www.heartofhollywoodmagazine.com/product-page/digital-publication

Digital Publication B
www.heartofhollywoodmagazine.com/product-page/article-b-1000-words

Digital Publication C
www.heartofhollywoodmagazine.com/product-page/article-c-2000-words

Print Physical Magazine 1/2 Page 
www.heartofhollywoodmagazine.com/product-page/full-color-half-page-hori-

zontal

Print Physical Magazine 1 Page 
www.heartofhollywoodmagazine.com/product-page/full-color-one-page

Print Physical Magazine 2 Pages 
www.heartofhollywoodmagazine.com/product-page/2-full-color-pages

Contact:
manager@heartofhollywoodmagazine.com

(323) 705 - 2111 / (626) 280 - 4400
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