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" Lisa Elia is the CEO and founder of Lisa Elia Public Relationseavfo# PR firm in

Los Angeles. She is an expert media trainer and speaker and has become known for
her Woman of Influence Program, media training services, Meet the Media Day
event and private coaching programs.

She has secured placements for her clients in major media outlets, such as The
Oprah Winfrey Show, Time Magazine, Wall Street Journal, USA Today, CNN,
Redbook, In Style and hundreds of others. She has positioned clientsdiodieals,
endorsement deals, positions as contributing editors to magazines and even their
own TV shows.

As an entrepreneur herself for over 20 years, Lisa has spoken at many events for entrepreneurs, sharing tips
on publicity, internal communicationsppitioning oneself as an expert and a variety of other topics. She has
created programs to teach people how to do their own PR and to improve theiaorera presence.

Lisa's interest in the field of public relations began early: she earned her bachiggree in communication

with a public relations focus from the University of Delaware and has spent more than 20 years continuously
building upon the strong foundation of her education. In 1990, after working for other firms, she formed Elia &
Associatesa small marketingommunications firm in Wilmington, Delaware.

After a brief stint in New York, Lisa moved to Los Angeles and founded Lisa Elia Public Relations in 1998, wi
the promise to herself to only work with businesses and people she feels patsiabout helping. Lisa and
her team of publicists work with entrepreneurs, experts and businesses in the U.S. and Canada.

She donates some of her time and event revenue to the YWCA Santa Monica/Westside and other
organizations that help women and youguls to reach their full potential. She is particularly impressed with
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fulfilling lives.
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Topics Lisa Elia can discuss include:
1. Does the Way You Talk Alidrourself Help or Hinder You?
2. Free Publicity Tools Every Entrepreneur Can Use to Get Great Press Coverage
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4. A Slip of the Lip Can Kill Your Bottom LiMedia Training Tips to Keep You Out of Trouble!
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6. And many other topics

1285BARRYAVENUE#302 LOSANGELESCA 90025
PHONE 3104790216 FAx 888-5485950 EMAIL LISAQLISAELIARROM
WWW.LISAELIARROM



The Toilet Paper Entrepreneur #

HOME  AUTHOR SPEAKING BOOK BLOG  VIDEOS  RESOURCES  STORE  CONTACT

July 8, 2011
How to Get Celebrity Buzz About Your Product

Help Them Help You: Celeb Publicists, flisa
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clients will like your product. If you have styles to choose from, as with fashion items, allov
to choose their own. Write a press release about yoeleb placement and distribute it throug
wire services, send it to media that cover your product category, entrepreneurs and/or
celebrities. Share the news on social media and your web site.

Thanks to Lisa Elia of Lisa Elia Public Relations
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How to Manage Your Own PR
Ten tips for running a successful pulsktations campaign.
ByApril JoyneandJ.J. McCorvely @aprjoy | May 1, 2010

At start-ups, foundersoften wear many hats, including that of a PR manager. The good news is that reporters and
bloggers are more likely to listen to a pitch from a company founder than a PR rep. "It means something when you tell
somebody, 'l invented this product,' " says Leslie Haywood, founder of Charmed Life Products, a Charleston, South
Carolina, maker of glihg accessories. "They want to hear your story." By managing her own PR, Haywood has receivec
mentions in more than 50 media outlets and appeareditwe Big Ideavith Donny Deutsch and on ABSsark TankAs

she can attest, wooing the media doesn't regua lot of money or connections, but it does take some effort. Here are
some tips for handling your own PR.

Start small

Chances are, your first press mention won't be on the front pagénefWall Street Journdlaywood recommends

starting closer to homeOne of the first articles about Charmed Life Products was iGtse Creek Gazette free

South Carolina paper. But that initial press, she says, helped her establish enough credibility to approach larger media
outlets.

Create a press list

A little research goes a long way in making connections with the media. "The No. 1 thing that journalists hate is when
you pitch them something that has nothing to do with what they cover," says Aviva Mohilner, founder of Big Little
Brands, a Los Angeles firm thaitrs business owners in managing their own PR. Instead of blasting a generic press
release to hundreds of people, send personalized pitches to a few dozen reporters. A subscription to Cision, which
publishes the widely used Bacon's directory of print armhlcast outlets, can cost about $3,000 a year, but websites
such as Mastheads.org and EasyMediaList.com offer lists of journalists for less than $200. A Google search can also t
up names of writers who cover topics related to your business, as wileasnost recent stories.

Follow reporters

It's easier to craft your pitch if you know what reporters are working on. Many magazines publish editorial calendars on
their websites; the calendars list some of the publications' upcoming articles for the@#an, reporters tap their

networks on Twitter and LinkedIn when looking for sources. Mohilner recommends cultivating relationships on Twitter
by following writers, familiarizing yourself with their interests, and replying to tweets that catch you¥euecan also

find reporters in need of sources on a site called HARO, which stands for Help a Reporter Out. The free service lists
media opportunities and sends daily roundups to subscribers. Haywood checks HARO religiously. Answering queries ¢
the site telped her get a mention iHealthas well as a chapter in a book on entrepreneurship.

Be current

Reporters are looking for timely storiesn other words, news. You will have a better shot at getting coverage if you can
tie your pitch to recent news, upening events, or seasonal topics, says Lisa Elia, founder of Lisa Elia Public Relations, ¢
PR firm in Los Angeles. Keep in mind that many publications, incladinglan stories several months in advance.

That's why Haywood starts sending out pitchesiied to the summer grilling season in October and November.

Look for ways to stand out

No matter how well targeted your pitch may be, it will probably compete among thousands for attention. Sending a
press packet in the mail can help cut through the duytsays Consuelo Bova, CEO of ForTheFit.com, an online retailer
based in Orlando that sells men's clothing in nonstandard sizes. She typically sends about 25 reporters mailings with g



cards or little trinkets, such as golf tees. "I don't know anyboblg @oesn't have a very fulkmail inbox," she says.
"Getting something in the mail is kind of a novelty these days."

Michael Epstein, founder and CEO of eDimensional, whose video game accessories have been writteabxaut in

has had success by sengliproduct samples to reporters. He recommends asking for permission before scheduling a
delivery. "A lot of samples end up in a closet somewhere, but if we contact them first, they'll know it's coming," he says.
Another reason to ask first: Many reporteasen't allowed to accept gifts of more than nominal value.

Follow up-- but not too much

As with any other correspondence, there is a fine line between being persistent and downright annoying. Elia advises
against making a lot of followp calls to journasts unless you have new information to add, but a gentheas!

reminder may keep your pitch from falling through the cracks. Even after an interview, Epstein follows up to make sure
the reporter has enough information. "One time | reached out, and tlaéy they noticed a problem with the product,”

says Epstein. "If | had let that go, it might have come out in the article."

Don't forget bloggers

Garnering a mention on a welhafficked blog can be just as valuable as an appearance in print or on teteVi§io
you're exclusively pitching the large papers and networks, you're overlooking a great resource," says Bova. Technorati
an online index of blogs, offers a directory by topic.

Get on YouTube

If you want press, don't underestimate the importance opaprance and personality, says Elia. She suggests making
your own videos. "Video is really big right now," she says, "especially if you want to be on TV." Elia recommends
recording a questiond-answer session with a friend to give TV producers a sengaunfconversational style.

Keep your cool

When someone does write about you, follow up with a nice note. Though you may be tempted to come out swinging at
every less than flattering reference, doing so may bring more negative attention than the astfedays Elia. If you

feel a story contains false claims or critical omissions, contact the editor and request a correction. If an article contains
libelous or severely damaging information, you may need to consult an attorney and a crisis communiicatisas/s

Elia.

Show off your clips

Posting links to your media coverage can help you get even more press. But don't try to shop a previously published
story to a competing publication, warns Elia. To get the most mileage out of your publicity, creatiaakit for your
website that includes photos, videos, and your contact information in addition to your clips. Whenever you get some
press, make sure to spread the word through your blog, Facebook, and Twitter. "Once you've started having some
success,says Haywood, "it snowballs."
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How to Build Your Personal Brand
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ByApril Joynet @aprjoy | May 24, 2010

It's much easieto marketyour business when customers readily associate a face with
your brand. Many companies, from Apple to Zappos, have drawn success from their
leaders' knack for capturing the public's attention and inspiring new schools of thought in
their field. Today, busigss owners have an array of options for getting in front of

potential customers. The Web and social media have opened up new avenues to share
expertise and reach people of influence. And with the concept of entrepreneurship
gaining more prominence in poarl culturer even spots on primdéime televisiort

more and more audiences are clamoring to hear from those who have found success
starting their own companies. Here are some strategies for gaining gregiesese.

Building Your Personal Brand: Picking areaiof Expertise

Before seeking the spotlight, the first question you should answer is, "What do | have to offer that no one else can?"
While many people claim expertise in a broad topic such as marketing, identifying subsets of that field in whicleyou ha
a unique experience will help you stand out from the crowd. For instance, Leslie Haywood, founder of grilling accessori
maker Charmed Life Products, who has appeared@tenBig Idea with Donny Deutsarid Shark Tankregularly speaks

about her experienes of founding a company as a breast cancer survivor and a mother of young children.

It also helps to identify personal qualities that you want others to associate with your brand. A magnetic personality is
often a key differentiator in a crowded fieldarticularly for solo practitioners, says Lisa Elia, who runs an eponymous
public relations firm in Los Angeles. Once you have established a niche, it's important to reflect that personality in each
of your dayto-day interactions. "It should come acrosshiow you answer the phone, how you greet people who come

to your office, how you treat your vendors and your staff," Elia says. If you seek to become a service guru, for instance
nasty exchange with a disgruntled customer could end up tarnishing yage.

How to Build Your Personal Brand: Branding through the Web

Nowadays, Google is often the first destination for learning more about a particular person or brand. So after you have
identified your area of expertise, make sure your website is up wéf siihe writing on your website should be clear and
concise but also reflective of your personality. (For more on good and bad business writing, see this column by Jason
Fried.) Elia recommends striking a balance between a friendly and an expert tome:andrinviting, but still

authoritative.

In addition to describing your company's services, your site should give visitors a good sense of the persortbehind it
you. Include a personal biography, and don't forget to add a photo. Posting videos on yasiesg® more effective in
connecting quickly with visitors, says Elia. "I've had clients say, 'l feel like | know you, because I've seen youshéleos,
says. "They got a sense of who | was before they even called me."

Social media can help you exteyalur brand even beyond your website. To gain more visibility, create profiles on
Facebook, Twitter, LinkedIn, and YouTube, which are all proven means of boosting your ranking in Google's search



results. More importantly, they will help you engage with pkxn particularly key industry contacts, who may not land
on your main page. Simply following someone on Twitter and retweeting one of their updates can help you gain notice,
Haywood says. "It's like the highest form of flattery," she says.

How to Build Yur Personal Brand: Writing and Blogging

Regularly conveying your thoughts about your company and industry through writing not only brings increased exposul
but also invites discussion from others. The easiest way to find readers is to start a bldgyethitan easily create

using platforms such as Wordpress or Blogger, and update it at least once a week. While your tone will depend upon
your personality, it's best to be as open as possible, says Haywood. One of her posts, for instance, includis a candi
description of her first sale, which was made as she was undergoing breast reconstruction surgery. "My personal life al
my business are very intertwined," she says, "and my blog reflects that."

To spread the word about your blog, include links to ityoar main website and in your LinkedIn profile. Whenever you
write a new post, let your followers on Facebook and Twitter know by sending out the link to that post. Another way to
encourage loyal readership is to allow others to subscribe to your pdtiey ¢hrough a newsletter or an RSS feed. You
may also consider joining a blog network. Established networks with loyal followings, such as BlogHer, can help you
reach a wider audience more quickly and gain familiarity within a particular niche. Hayflsootstance, blogs at
Mompreneurs Online, which features entries from mothers who run their own business.

Once you have begun blogging regularly, you might consider writing at length about your expertise or compiling your
best advice into a physical bodkraditionally, doing so has required finding an agent to sell your book proposal, then
securing a contract with a publisher. But thanks to services such as Lulu and Xlibris you can publish your book yoursel
without incurring extraordinary costs. Barnatiell, the ceowner of employee screening firm InfoLink Screening

Services, found that his seifiblished book was like "having an infomercial that costs nothing."

How to Build Your Personal Brand: Making Headlines

Appearing in the media as a source gpertise can go a long way toward building your brand. To gain press, identify
media outlets that are most applicable to your particular areas of expertise and send them targeted pitches. If you want
to be a talking head on radio or television, it alsopseb give producers a preview of your personality by referring them

to video clips on your site.

As with print, the Web has also democratized the world of radio. Through venues such as BlogTalkRadio, anyone can
host their own broadcastsor find a show onvhich to appear. Haywood, for instance, has appeared as a guest on
several BlogTalkRadio shows, including that of Kim Lavine, autMmrimy Millionaire To secure guest spots, she
searches for relevant shows on the site, then contacts the hosts througgter or Facebook. The appearances yield
benefits even beyond the initial broadcast; she refers others to the recordings by posting the links on Twitter, Facebookl
and her blog.

How to Build Your Personal Brand: Appearing at Events

After you have honedn area of expertise, you will find that there are plenty of opportunities to take your message on
the road. Becoming active in professional organizations and attending conferences offer valuable opportunities for
networking. As you become more familiaitmn a certain field, more and more people will call on you to share your
expertise. Making an appearance as a vendor at an event can also offdetamgersonal branding benefits, says
Haywood. She found that it offered a quick means of honing hereptasion skills. "It's the best practice ever," she
says. "By the end of the day, you've done your spiel hundreds of times."

If you seek to book speaking engagements, start locally. Often, community groups call on active members to present
workshops andige talks, says Elia. Smaller events also serve as good training grounds to help you refine your messag



Organizations such as Toastmasters and professional coaches offer additional help in crafting an engaging speech.

When you are scheduled to attend gpeak at an event, make sure to let your followers on the Web know, through your
website and social media profiles. After the event, include a video or audio clip of your presentation, if possible. If you
seek to pursue a steady stream of engagementa, dtiggests creating a separate page listing your past events and
topics of expertise, including speech titles. You might also consider seeking an agent to help you secure more high
profile engagements.
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Renee Field, Marketing Brand Manager for Acacia, a branch of Acorn Media



icture this: a yogi has a great idea for a

product to enhance the yoga experi

ence. She develops it. The product
picks up a bit of a following and gains some
momentum. She thinks, “Wow. 'This is very ex
citing, but where do I find support I can trust
to take it to the next level? And what is the

next level?” Email communications? Website?

Cohesive branding? P.R. campaigns? Ohmmm |

my. In a rapidly growing culture that is rewrit
ing a traditional ego-based business model,
the question is how does an entrepreneurial
yogi find support that shares similar values
and vision in order to succeed in what is now a

competitive space?

Enter a crop of bright, talented individuals
who are fast becoming the yoga industry’s
supporting cast. From publicity, marketing,
business strategy, production, branding, online
campaigning and website design, their com
mon goal is to support the growing business
of yoga and a new way of being in business
These professionals combine their corporate
('XP(‘I'li\(' with a yugh conscrousness, str ving
to find the balance between good business ap
plication and good intention

Who Are They?

The migration of business professionals into
the world of yoga is a result of hard work

ing people wanting more satisfaction in the

results of their labor. Everyone interviewed

in this article had the same thought: they
wanted to apply their expertise in a way that
would provide a service to their clients, their
community and the world. The need to look
beyond the immediate gratification of wealth
or recognition inspired this group to make the
shift to supporting this industry. Making work
an extension of what you love is the ultimate
achievement in business. To do something you
love - regardless of whether you get paid or
not - is the driving force behind the motiva
tion to work for other people’s victories and

triumphs.

Chris Roy and Hong Vo, founders of Namaste
Interactive, are the embodiment of this group
of “yoga professionals.” They began practicing
yoga approximately five years ago. At the time,
both were employed in the fast-paced environ
ment of entertainment marketing, designing
online campaigns for large entertainment
companies. “We were experiencing this kind
of yogic awakening outside of the office, yet
[ during the day we were existing in a competi-
tive and money-focused environment,” says
Roy. As the use of email communication as a
marketing tool became more popular, Roy and
Vo recognized a visual disconnect between
the quality and content of the email newslet
ters they were receiving and the overall vision

of the particular studio, web site, or company

sending them. Already knowing that email is

one of the most responsive forms of market
ing, they identified a need for a socially-con
scious email marketing service that would
focus on cohesive design and messaging in

a beautiful, more sophisticated format. “We
wanted to completely recreate the interactive
experience for our clients and their custom
ers. We knew we could help to deliver the real
vision and beauty of their message,” says Roy.
After departing from corporate America in
2004, they formed Namaste Interactive and
haven't looked back. Today, their clients in
clude Shiva Rea, Yogi Times, Gypsy Tea, Yoga
Tribe and Culture, Energy Muse, Yogagurl
and Natural High to name a few. The response
to their email marketing service has been so

positive that they are quickly expanding into

web design and other online strategies.

Professionals like Roy and Vo traded big
paychecks, cubicles and long commutes,
opting to work from home, at their favorite
wireless internet cafés or in more intimate
office settings. Business meetings once held
in boardrooms often take place over tea after
a yoga class. But don't let the casual approach
fool you. These guys work with dedication and
focus to help the little and not-so-little yoga
companies succeed.

Bridging the Gap

Yoga has crossed over into the mainstream,

People from all walks of life are doing it. The
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Hong Vo and Chris Roy of Namaste Interactive photographed by Jasper Johal - jasperphoto.com
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yoga crowd has become quite sophisticated
and the demand for quality, style and sustain-
ability is high. The yoga business is interesting
in that traditionally, yogis were not typical
business people. They were devoted to their
path and not necessarily business savvy. With
all of the entrepreneurial growth in yoga
world, this is changing every day. However,
many yoga studios and yoga-oriented com-
panies still struggle with the level of detail

involved in the business of yoga.

Enter the professionals. It is their job to
protect, manage, inspire, organize, nurture
and direct the vision of the studio, clothing
company, restaurant, etc. With their expertise,
the vision stays true to the creator’s intention
while generating income to sustain and sup

port the business.

Vanessa Lee is one of the best yoga boutique
buyers in the business. She’s the buyer and
retail director of the Arizona-based At One
Yoga studios. In addition, she took over as
the exclusive clothing and home buyer for the
Yoga Works chain of studios, which has 14
locations in California and New York. “At One
Yoga has been a tremendous opportunity for
me in the sense that | was able to create some-
thing incredibly unique,” says Lee. Working
with the At One staff and getting input from
their customer base, she created a retail envi

ronment that incorporates all of the elements

that are important to them as yogis - blend
ing a sense of consciousness and awareness
with beauty, style and femininity. Typically,
this group of professionals practice yoga and
are immersed in the lifestyle they promote on
behalf of their clients, Lee is an avid practitio
ner and teacher, in addition to her work as a
buyer and retailer. “As a retailer, I am selling
this lifestyle back to my students - cloth-

ing created by yogis for yogis, the music, the
jewelry, the books, the art, I'm bringing years
of experience not only as a retailer but also as a
yogi. Because yoga can be so life changing, so
powerful, my hope is that I can offer a piece of
this experience to take home with them so that
every time they wear it, every time they listen
to it, they are reminded of that experience and

it brings a little more joy to their day!” she says.

Being able to contribute from both sides of
the business with an understanding of the
professional element and the yogi lifestyle

is what makes Lee and her peers successful.
They help yogis who might not have an innate
business sense or experience find creative ways
to promote their product, service or values to
a fast, fickle consumer culture. Think of it as

a co-op of sorts. They use their experience in
web design, project/brand management, pub
licity, etc., and create a niche for themselves in
the world of yoga. Many of them know each
other and work together to offer partnerships

and referrals to their clients. The client gets the

benefit of the professional’s services and also

his or her networking contacts.

Profit With Purpose

Lisa Elia provides public relations services

to a client base that includes Gaiam, Urth
Shoes, Shankari Jewelry and Real Food Daily,
a chain of vegan restaurants that have become
a Los Angeles institution. She explains, “To
serve yoga and yoga-oriented clients well, it’s
important to understand your target audi
ences: people who practice various types of
yoga with different levels of commitment, and
the businesses that serve the yoga community,
ranging from restaurants to clothing stores
and others. People in the yoga world want to
do business with companies and individu

als who have integrity, and who are pleasant
and honest in their dealings. Honoring other
people and the earth is very important in this
community”” Like many of her counterparts,
Elia and her staff donate hours of their public
ity services each year to various charities to
raise awareness for charity events and causes.
“I formed this company so that I could help
individuals and organizations move forward
and upward. The challenge and thrill of this
work is to see how much we can help a client
to grow a business, or to gain recognition for

an organization or a cause,” says Elia.

Rob Kramer is on the board of the Sustainable

Business Council (SBC). He is also the co

Publicist Lisa Elia photographed by Jasper Johal - jasperphoto.com
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