
Wednesday, February 28, 2018L i f e s t y l e M u s i c  &  M o v i e s

Established 1961 28

‘Case closed’ in death of
Bollywood star Sridevi:

Dubai prosecutor

An investigation into the death of
Bollywood superstar Sridevi
Kapoor, who drowned in her

bathtub in a Dubai hotel, has been
closed, police said yesterday. “The
Dubai public prosecutor’s office has
decided to release the body of Indian
actress Sridevi to her family after the
investigation into the incident was
concluded and the case closed,” read
a tweet by the Dubai police.  Sridevi,
54, drowned in her bathtub after los-

ing consciousness at the weekend in a
hotel in Dubai, where she was attend-
ing a wedding.  

Dubai had held the superstar’s body
since Saturday, pending the results of
the post-mortem investigation. Born
Shree Amma Yanger Ayappan in the
southern state of Tamil Nadu, Sridevi
appeared in around 300 films and was
awarded the Padma Shri, India’s fourth
highest civilian award, for her service
to the film industry. — AFP

With the Oscars just days away,
industry figures have tried to
strike a reflective, humble tone in

light of a glut of recent controversies that
have dogged Hollywood. From the
#OscarsSoWhite row of 2016 to the
Weinstein sexual misconduct scandal cur-
rently engulfing the business, the Academy
of Motion Picture Arts and Sciences is
acutely aware of the need to project a more
wholesome image. The good news is that
both the viewing public and the deep-pock-
eted advertisers who make the annual tele-
cast so lucrative, far from being fazed by
Tinseltown’s manifold iniquities, seem to
trust the Oscars brand more than ever.

“There is no doubt that Oscar has
made a total turnaround,” said celebrity
branding expert Jeetendr Sehdev, author
of a recent study on attitudes to the glitzy
climax of Hollywood’s annual awards sea-
son. “It’s a phenomenal achievement for
the leaders of the Academy, not only
because the brand has been highly dis-
credited and distrusted over the past few
years but also because of the politically
charged environment in Hollywood.”
Sehdev, an influential academic with more
than a million followers on social media,
solicits opinions about the rich and famous
from 2,000 randomly-selected adults in the
US as part of an ongoing study established
in 2012. In his most recent survey, entitled
“The Power of the Oscar,” 71 percent of
respondents said they saw the Oscars brand
as trustworthy-up from 51 percent in 2015. 

‘Color-blind’ millennials 
Around three quarters agreed that the

Oscars was a premium entertainment brand
and that the annual show is “innovative,”
while 69 percent said the brand was “vision-
ary”-a rise from less than half in 2015. This is
despite a now-infamous mixup in the 2017
ceremony that resulted in Warren Beatty and
Faye Dunaway being handed the wrong
envelope for the best picture announcement.
A big factor in improving trust has been
major reforms within the 8,500-strong
Academy after a second consecutive crop of
all-white acting nominees in 2016 prompted
calls for a boycott and widespread outrage
on social media.

Many of the Academy’s long-nonworking
and mostly white male members had their
voting privileges revoked, while the vast
majority of almost 1,500 people invited to
join in 2016 and 2017 were women or peo-
ple of color. The credibility of the Oscars
matters to the stars vying for the statuettes
because it translates into cold, hard cash,
says Sehdev.  “Celebrities who win an
Oscar this year will benefit from the halo
effect of an award that has greater rele-

vance in the eyes of both audiences and
brands,” he told AFP. 

“Oscar winners will inevitably score high-
er priced endorsement deals as brands look
for celebrities who can influence millennials-
our most color-blind and multicultural gen-
eration yet.” Some eight in 10 respondents to
Sehdev’s survey agreed that black
Americans were responsible for the
improvement in trust and respect, while just
5 in 10 credited women, suggesting that the
#MeToo movement had less impact on
brand-building than #OscarsSoWhite.

Makeover 
“However, the brave women of

Hollywood who have spoken out against
sexual harassment are also seen to be
critical to driving Oscar’s makeover,”
said Sedhev, the bestselling author of
“The Kim Kardashian Principle.”
Advertisers seem as unfazed as the pub-
lic by the Weinstein scandal, the
#OscarsSoWhite controversy,
“Envelopegate” or-perhaps most impor-
tantly-dwindling viewing figures that hit
a nine-year low of 33 million last year.
ABC, which airs Sunday’s ceremony, sold

out of commercial time during the telecast
by February 15, the fastest takeup in recent
history, putting it way ahead of last year’s
schedule and chalking up record ad revenue.

The broadcaster will air 16 commercials
made specifically for the ceremony, up from
just five last year, with at least 12 clients buy-
ing up airtime for spots celebrating female
empowerment and inclusivity. Advertisers,
reportedly shelling out around $2.6 million
for a 30-second spot, include prestige or

household names like Cadillac, Rolex and
Google, while MGM, Microsoft, Netflix,
Nike, Twitter and Disney are among the
sponsors. “In addition to being the most
highly viewed event that celebrates story-
telling and excellence in film, the Oscars pro-

vides advertisers opportunities to engage
with viewers in meaningful ways during a
cultural moment they care about,” president
of advertising Rita Ferro said in a statement.
The Academy did not immediately respond
to requests for comment. — AFP
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In this file photo Oscar statues stand at a Hollywood back lot. —AFP

This file photo taken on December 17, 2012 shows Indian Bollywood actress Sridevi
(second left) with her husband Boney Kapoor (left) and daughters Khushi (second
right) and Jhanvi Kapoor (right), posing during the unveiling of the latest Indian edi-
tion of People magazine in Mumbai. — AFP 

Stars attending the “French Oscars”-the Cesars-on Friday will
wear a white ribbon in protest at violence against women,
organizers said. “We are all going to wear white ribbons,” Alain

Terzian, the head of the French Academy told AFP yesterday, after
actors and directors at the Golden Globes and the British Bafta
awards wore black in solidarity with the #MeToo movement.

The Berlin film festival, which wrapped up at the weekend, also
came under pressure to replace its red carpet with a black one in sup-
port of victims of sexual harassment in Hollywood after the Harvey
Weinstein scandal. The Cesars sparked feminist fury last year by invit-
ing controversial Franco-Polish director Roman Polanski to preside
over the awards before he was forced to pull out.

The veteran filmmaker-who has been accused of sexual assault by
several women-is wanted in the United States for the statutory rape of
a 13-year-old girl in 1977. Terzian said the Franco-American actress
and director Tonie Marshall came up with the white ribbon idea to
support a French foundation that works to stop violence against
women. “We will all wear the ribbon with conviction and determina-
tion,” he added. French Culture Minister Francoise Nyssen said film
producers had a huge “responsibility to fight stereotypes, discrimina-
tion and harassment” both on camera and behind it.

‘Patriarchal gaze’ 
“No matter who were are dealing with, we cannot have any toler-

ance or complacency about unacceptable behavior,” she added.
Nyssen also was highly critical of how few films directed by women
get made. “Certainly we have made some progress in recent years, but

it is still not acceptable that there are fewer women film-makers, that
they are less visible and less supported” than their male counterparts,
she said.

“In 42 years the Cesar for best director has only been won once by
a woman,” she added, referring to Marshall, who won in 2000 for
“Venus Beauty”. She said only one in five feature films subsidized by
the French state every year are made by women. The situation is
Hollywood is even worse, with only seven percent of the top 250 films
in 2016 directed by women. Several actors at Berlin launched a cam-
paign to bring equal rights to the red carpet.

German star Anna Bruggemann urged actresses to ditch high
heels and low-cut dresses to challenge the “patriarchal gaze” women
face at award ceremonies. She launched a Twitter hashtag
#NobodysDoll and signed up a number of other mostly German
stars to her causes. —AFP

Stars to wear #MeToo white 
ribbons at ‘French Oscars’

Superstar Shakira has handed over
more than 20 million euros ($24.6
million) to tax authorities in Spain, a

report said yesterday, accused of not pay-
ing taxes despite being a resident
between 2011 and 2014. Catalan daily El
Periodico reported that the Colombian
award-winning singer had paid the money
“to settle part of the debt claimed by
Spain’s tax authorities”, corresponding to
what she allegedly owes for 2011.

The fiscal authorities filed an official
complaint to prosecutors in Barcelona
accusing her of not paying taxes, spark-
ing an investigation, Jose Miguel
Company, spokesman for the prosecutors’
office, told AFP. The official complaint
only covers the period from 2012 to 2014,
however, as the timeframe to prosecute
alleged tax offences in 2011 has expired.
In a relationship since 2011 with FC
Barcelona center-back Gerard Pique,
with whom she has two sons, the 41-year-
old transferred her official residency to
the Catalan city in 2015. Until then, it was
in the Bahamas. But “that doesn’t match
reality, with the children in school in

Barcelona and her partner here,”
Company said, adding that prosecutors
will decide in June whether to pursue the
case. Shakira’s representatives, mean-
while, say that until 2014 she earned most
of her money in international tours and
didn’t live more than six months a year in
Spain-a prerequisite to be an official tax-
paying resident in the country. — AFP

Shakira pays 20 mn euros to
Spain taxman 

‘Black Panther’ bags N America’s 2nd
best sophomore weekend ever

Marvel’s “Black Panther” sunk its claws
into the top spot once again this
weekend at the North American box

office, taking a staggering $111.7 million,
industry data showed Monday. Following a
record-shattering opening weekend-raking in
$242.2 million the frenzy to see the 18th entry
in the Marvel Cinematic Universe continued,
bringing total domestic earnings to an astro-
nomical $403.6 million in just 10 days,
according to tracker Exhibitor Relations.

Its global take is now more than $700 mil-
lion, with the film yet to open in China or
Japan, the two largest overseas markets. It is
only the fourth movie ever to make more than
$100 million in its second weekend, joining
the elite club behind “Star Wars: The Force
Awakens” ($149.2 million), and ahead of
“Jurassic World” ($106.6 mill ion) and
Disney-owned Marvel’s “The Avengers”
($103.1 million).

Directed by Ryan Coogler, “Black Panther”
features an almost entirely black cast led by
Chadwick Boseman as the first non-white
superhero to get his own standalone movie in
the franchise. Starring alongside the likes of
Michael B Jordan, Lupita Nyong’o and Daniel
Kaluuya, Boseman plays the titular superhero
also known as T’Challa, king and protector of
Wakanda, a technologically advanced, afflu-
ent, never-colonized utopia in Africa.

In at an anything-but-close second was
newly-released dark comedy “Game Night,”
with $17 million. Featuring Jason Bateman and
Rachel McAdams, the film follows a group of
friends whose game night descends into a
murder mystery. Dropping one place into
third was “Peter Rabbit,” based on Beatrix
Potter’s classic children’s book. Sony’s family-

friendly offering brought in $12.8 million in its
third week in theaters.

Paramount’s new science fantasy horror
“Annihilation” was off to a weak start, debut-
ing in fourth place at only $11.1 million.
Starring Natalie Portman, the film-based on
the novel by Jeff VanderMeer tells the story
of a team of military scientists who go into a
quarantined alien crash zone known as “The
Shimmer.” Finally, in at fifth was “Fifty

Shades Freed”-the last film in the trilogy
based on the wildly successful novels by EL
James-with takings of $7.1 million. Rounding
out the top 5 were: 

“Jumanji: Welcome to the Jungle” ($5.7
million)

“The 15:17 to Paris” ($3.6 million)
“The Greatest Showman” ($3.4 million)
“Every Day” ($3 million)
“Early Man” ($1.8 million). — AFP

Black Panther toys are displayed to attendees at the Hasbro showroom during the annual New
York Toy Fair in New York. — AFP
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