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Lisa Skriloff, Founder & President, MMR
•

Founded the company in 1994

•

Prior to starting MMR, was a director in
Promotion,
Marketing, Advertising, Circulation and Special
Projects at The New York Times

•

Handled advertising sales responsibilities for
Caballero Spanish Radio in New York and wrote
the newsletter, Hispanic Age

•

Directed ad sales and wrote for an English
language city publication in Madrid

Lisa Skriloff… continued
•

Active in numerous associations including the
ANA (Multicultural Marketing and Diversity
Conference), the Association of Hispanic
Advertising Agencies, Asian American
Advertising Federation and National
Association of Black Journalists.

•

Inaugurated course: “Ethnic Marketing: How to
Target the Multicultural Consumer” at NYU’s
School of Continuing and Professional Studies

•

New York State certification as Women-Owned
Business Enterprise for Multicultural Marketing
Resources Inc., WBENC certified

Class Introductions
Please tell us…
• Name
• Company
• Your elevator pitch (what does your company do?)
• Name one Marketing/PR activity you have undertaken this month
• What questions do you hope to have answered during this class?
•Topic you would like to see covered

Goals
Goals of Public Relations/Marketing
• Increase awareness
• Establish and build on reputation
• Drive new clients
• Secure existing relationships with clients
Goal of This Class
• Find one idea and implement
• First drafts of PR/Marketing materials
• Resources
• DIY On a Budget

Marketing Materials: Company Info / PR Press Kit

Company Info Kit
Press Kits (for reporters) may include:
•
•
•
•
•
•

Bio
About
At A Glance
Press Releases
Q&A
FAQ

Also as Marketing Materials for:
- your website
- distribution via email
- social media

Bio
Examples provided as reference
One Page bio
Comprehensive – 6 page bio (all accomplishments and awards)
Bio example – 2 pages

Bio (examples) - Lisa Skriloff p1
ABOUT MMR
Lisa Skriloff founded Multicultural Marketing Resources, Inc. (MMR) to bring visibility to the nation’s top ethnic and niche
marketing resources available to corporations and to journalists. Established in 1994, MMR is a public relations and
marketing firm representing the leading experts in marketing to Hispanics, Asian Americans, African Americans, GLBT
consumers and other ethnic and lifestyle groups. MMR is also the publisher of The Source Book of Multicultural Experts,
MMRNews and a Speakers Showcase.
Prior to starting the company business, Lisa had a 10-year career at The New York Times, where she held a number of
director level positions in the Promotion, Marketing, Advertising, Circulation and Special Projects departments. She
oversaw the development of special sections for the Hispanic market, among other advertorials, and was responsible for
numerous merchandising programs, sales promotions and product introductions. As Director of Consumer Promotion,
she managed the $13 million annual advertising campaign and earned an Effie for her work on the launch of the National
Edition of The Times. She was appointed by the publisher to serve on the newspaper’s first diversity committee.

STRENGTHS
Fluent in Spanish, Lisa has worked extensively in the Hispanic market. She had advertising sales responsibilities for
Caballero Spanish Radio in New York where she also wrote the company’s trade newsletter, Hispanic Age. During two
years in Spain, she directed ad sales, and wrote articles, for an English language city publication in Madrid. She started
her career as a Bilingual Elementary School Teacher in Madison, Wisconsin.

AWARDS
Among the many awards and honors she has received: YWCA Salute to Women Achievers; Working Woman
Magazine’s award for Innovation in Entrepreneurship, PRSA award for Best Newsletter, PRWeek’s Solo Practitioner of
the Year in Public Relations and she was a finalist for NAWBO’S (National Association of Women Business Owners)
Signature Award. In 2009, she was nominated for a Latinos in Social Media Award, in the category of the Best NY
Latino(a) Social Network Leader. Her very first award, from the Little Red Train Camp, was for “Most Friendly Girl in her
Group.”

Bio - Daisy Expósito-Ulla p1
Daisy Expósito-Ulla, an established name in multicultural communications in America, is
Chairman/CEO of d expósito & Partners, LLC, an independent, woman- and minorityowned, full service marketing and communications agency. Positioned as The New
American Agency™, its expertise helps brands leverage the compelling opportunity
represented by U.S. Hispanics, an ever-growing population estimated at nearly 58.2
Million, leading key markets in key categories and forever changing the face of America,
from a small house in Houston, Texas to the White House in Washington D.C. d expósito
& Partners offers “excellence in marketing while creatively leveraging and infusing
cultural insights for total market solutions” in today’s new pluricultural demographic
context.
As a visionary partner to American corporations, she has achieved a
transformational career on an unprecedented scale in successful cross-cultural brandbuilding through advertising and marketing communications proven to engage new,
untapped markets and move new consumers to embrace Fortune 500 brands. She has
pioneered brands in the U.S. Hispanic Market, such as AT&T, Bank of America,
McDonald’s, KRAFT Foods, Sears, and Mazola Corn Oil. Among her agency clients
today: AARP, which has allowed the agency to develop a uniquely specialized practice for
the Latino 50+ segment; ConAgra Foods (Chef Boyardee, Hunt’s, PAM, among others);
McDonald’s Tri-State region; while also partnering with other agencies to provide service
to clients on several specific disciplines such as media, as is the case with the U.S. Army.

Bio - Daisy Expósito-Ulla p2
Starting at barely twentysomething, hers is a journey that journalists have described as “a
story that could only happen in America.” Her beginnings hark back to content creation for
public and private television to soon move to creative and production work at pioneering
Hispanic agency Conill Advertising in New York (now part of Saatchi & Saatchi.) However,
it was as a result of the meteoric growth of the ad agency she helped create, The Bravo
Group (a Young & Rubicam/WPP Company), that she captured the attention of industry
observers and became a household name. From the modellic Hispanic ad agency that
The Bravo Group became, Expósito-Ulla helped create and formalize the blueprint for
multicultural entities thus becoming the umbrella for other agencies, helming and
advancing it from a one-million dollar company to reach billings of nearly half-a-billion.
“Daisy’s is probably the most serious Madison Avenue success story written by
a young woman that was not born in the United States,” said Ambassador Ed Ney,
Chairman Y&R, introducing her at The International Center of New York awards ceremony,
a recognition bestowed on non-native Americans that she shares with Nobel-laureate Elie
Wiesel and Henry Kissinger.
Business-wise, her conviction of vision has made her a pivot of growth for
corporations intent on seizing the Hispanic market opportunity, allowing for budgets to
increase exponentially and helping quickly change the radio and television Spanish
landscape from scattered stations to the mega-billion industry that it is today boasting
some of the largest broadcast networks and influencing millions of people.

Bio - Daisy Expósito-Ulla p3
In 2010, d expósito & Partners was tapped by the U.S. Census whose
results that year (the second time Daisy has been tapped by the U.S. Census)
served to confirm what she had been saying as a trusted voice of diversity in
America. Today, celebrating its 10th year, d expósito & Partners has been
chosen as Agency of the Year 2015 by the Advertising Educational Foundation,
(AEF). The agency is led by Daisy and a combined team of pioneering leaders
and next-generation talent who are committed to helping clients navigate the
complex waters of a diverse nation and together pioneer the future.
Daisy Expósito-Ulla came to the United States as a political refugee from Cuba
with her family in 1964. Daisy and her husband and business partner, Jorge
Ulla, a writer and award-winning filmmaker and Grammy-nominated producer,
live and work in New York City. Their son, Gabriel, an NYU honors-graduate
pursuing post-graduate studies at Columbia University, is a curator at Rene
Redzepi’s MAD Foundation in Denmark, and a contributor to Lucky Peach, Bon
Appétit, The Wall Street Journal and Saveur, among other publications.

Bio - Daisy Expósito-Ulla p4
Daisy has served on various industry association boards of directors, such as the
AdCouncil and the 4A’s Foundation. She was a founding member, President and former
board member of the Association of Hispanic Advertising Agencies, (AHAA). She serves
on the board of directors of the Advertising Educational Foundation, (AEF). She was a
founding member of The New America Alliance, served on its board and has been a
100K Club member of that organization for the last ten years. She was the founding chair
of the Latino initiatives and a board member for the National Campaign to Prevent Teen
and Unplanned Pregnancy, working in connection with the White House. She is a board
member for The Committee for Hispanic Children and Families. Appointed by former
Mayor Bloomberg, she served as a City Commissioner on New York’s Arts and
Entertainment Commission, where she was instrumental in bringing The Latin Grammy
Awards Ceremony to New York City. A supporter of the arts, she and her husband are
members of the board of directors of Teatro Repertorio Español.
Advertising Awards: Numerous Clio, Effie, Addy, Telly, NY Festival of Festivals awards
and in 2013 the Ogilvy Silver Award (within the Multicultural Category for ConAgra
Foods.)
Personal Recognitions:
New York Women in Communications, Inc., Matrix Award (first Latina to be recognized)
American Cancer Society’s Humanitarian Award
The International Center of New York Award
The Carvel Immigrant Award

Bio - Daisy Expósito-Ulla p5
•The Carnegie Award
•Crain’s New York Business 100 Top Minority Executives and Multicultural
Leaders
•Girl Scout Council of Greater New York Women of Distinction
•YMCA of New York Salute to Women Achievers
•American Advertising Federation District Two Achievement Role Model Award
•New York Women’s Agenda Star Award
•New York Women’s Chamber of Commerce Excellence in Business Award
•Latina Style Magazine’s 2008 Entrepreneur of the Year
•Latin Business Magazine’s 2008 Excellence Recognition
•Institute for the Puerto Rican/Hispanic Elderly 30th Corporate Achievement
Award
•LatinBiz 2009 Women of Virtue Award
•Twelfth Annual Latino Trendsetter Award 2013
•Daily News VIVA’s 2014 Most Influential Latinos

Bio - Daisy Expósito-Ulla p6
Achievements for Industry and Community:
Creation of FuturaMente (FutureMinds) largest media push to support education
among Latino youth by also motivating Hispanic-Americans to become
teachers.
Working with former AdCouncil President Peggy Conlon she helped institute
and chaired The Hispanic Review Board to create Spanish-language PSAs for
the organization.
Getting advertising industry established award organizations to include the
recognition of Latinos (among them the CLIO Award.)
Advocating rights to education for Latinos in America through various
organizations and initiatives, including Ronald McDonald House Charities–
HACER Scholarship.
Helping Latinos in the arts in America.
Pushing for the preservation of Spanish language among Latinos –a culture of
many cultures– an effort that has called the attention of the King and Queen of
Spain.
Pushing for opportunities for Latino women in the various fields of
communications to help level the playing field.
Helping enable minorities (both Latino and Black), and especially women,
through efforts that may guarantee and optimize Social Mobility in Corporate
America for the less-privileged.

Bio – Wanla Cheng p1
Wanla Cheng is the President of Asia Link Consulting Group, a full-service multicultural
marketing research and consulting firm covering the Asian, Hispanic, African American, Eastern
European and Middle Eastern markets in the U.S. Asia Link is known for its premium quality
product and strategic insights and advice.
Asia Link has these awards to its credit: 2001 Ogilvy Award, the most prestigious advertising
research award from the Advertising Research Foundation, for its work on the 2000 Census,
and the 1994 and 1995 Chemmy Award from Chemical Bank.
Ms. Cheng has a proven track record of performance resulting from her career in marketing
and advertising with top Fortune corporations (e.g., American Express) and leading advertising
agencies (e.g., Saatchi & Saatchi/New York) where she held senior management positions.
She also has two Gold Effie Awards to her credit (an Effie is an advertising award established
in 1968 by the New York American Marketing Association which recognizes the most effective
ad campaigns in the achievement of superior results.)
Ms. Cheng brings a special combination of experience and talents. She has built her
reputation on strategic and conceptual development, on being a genuine practitioner of
integrated marketing techniques and applying a creative but disciplined approach to all
problem-solving.

Bio – Wanla Cheng p2
Her experience in marketing disciplines include: marketing research, strategic
development, advertising, direct response, sales promotion, merchandising,
public relations, plus trade and events marketing.
In addition to being an accomplished American marketing professional, Ms.
Cheng has business experience in Asia, speaks, reads and writes both
Japanese and Chinese (in addition to French and Spanish), and has a
profound understanding of cross-cultural fundamentals and nuances.
She was elected to the Board of the American Marketing Association and
served two terms on the Executive Committee, is often recruited by various
corporations and professional organizations to lecture on marketing topics
relating to multicultural segments, and is widely quoted in the media as an
industry expert. She is the recipient of the 2001 Signature Award of the
National Association of Women’s Business Owners, and of the 2004
Entrepreneur Award from Dialogue on Diversity.
Ms. Cheng is a daughter of a retired Chinese diplomat and scholar, and was
born and raised in Japan where she received a European education at Sacred
Heart Convent School. Her formal education has been in English and French.
She has a B.A. from USF and an M.A. in French Literature from UCLA.

Class Exercise
Write your bio – first sentence just to get started
Elements of a bio-Narrative (vs a resume)
Current position and previous
Awards and recognitions
Publications
Education
Something personal

About (Company paragraph description)
About Multicultural Marketing Resources, Inc.
Multicultural Marketing Resources, Inc. (MMR), established in 1994, is a public relations
and marketing company representing minority- and women-owned businesses and
specializing in promoting multicultural marketing & diversity news. We represent the
nation’s leading experts in marketing to Hispanic, Asian American, African American, and
other multicultural consumers.
MMR publishes the daily and monthly email newsletter - MMRNews and the annual
directory - The Source Book of Multicultural Experts. Other products include our
Speakers Showcase, our Press Referral Package and our Multicultural Marketing
Library/Knowledge Center.
For marketing executives, we provide information on reaching multicultural and lifestyle
consumer markets, as well as contacts for potential partnerships. We help companies
with expertise in marketing to ethnic consumers gain visibility among executives at
corporations who oversee multicultural marketing budgets and journalists who seek
diverse sources.
For journalists, we offer a wealth of resources for Black History Month, Women's History
Month, Asian Pacific American Heritage Month, and Hispanic Heritage Month, as well as
for year-round coverage of a diverse America. We provide experts for interviews, along
with demographic information and insights into best practices and trends.

About (Company paragraph description)
About Ethnic Technologies
Ethnic Technologies is the Global Leader in Multicultural Marketing, Research,
database enhancements and modeling. The EthniCenter® from Ethnic
Technologies is the result of over 40 years of continuous ethnic, religious and
language preference research.
Our software segments databases by Ethnicity, Religion, Language Preference,
Assimilation Index, Hispanic Country of Origin and Gender more accurately and
comprehensively than any other approach. Our analytics and modeling team
supports clients with ethnic, language, assimilation, religion and gender data
appending services, thus providing marketing professionals with an overview of
emerging and existing opportunities. Marketing professionals can also acquire
ethnic mailing, telemarketing and email lists for the United States and Canada.
With Our "Challenge Guarantee" E-TECH is the Platinum Standard for all
Ethnic Marketing and targeting programs. E-TECH's Premium Product is
Hispanic and Asian Assimilation Indexes, which distinguishes individuals based
on their level of assimilation within American culture. E-Tech ® and The
EthniCenter ® are registered trademarks of Ethnic Technologies.

About (Company paragraph description)
About AAAZA, Inc.
Strategic. Creative.
With over ten years of experience in the advertising industry, these two words
have defined how we manage our client portfolio and their ad campaigns.
AAAZA is a full-service agency with multi-cultural capabilities tapping into all
platforms that include broadcast, print, interactive, social, mobile, and
experiential marketing.
More than just being their partners, we are our clients’ extension into the Asian
American market. We are dedicated to transforming brands with powerful
campaigns that deliver meaningful, measurable, and lasting impact. AAAZA
always strives for excellent creative storytelling while keeping an eye on the
bottom line. Multifaceted cultural knowledge distinguishes us, passion for
exceeding expectations motivates us.

At a Glance
Kang & Lee Advertising At a Glance
Company Overview
Kang & Lee Advertising, the largest, full-service marketing communications company focused on linking corporate America to the
Asian-American and diversified (Russian, Polish) marketplace, was founded in 1985 under the name AMKO Advertising, Inc. by
Eliot Kang and Kevin Lee, two Asian-American advertising professionals. Today, Kang & Lee Advertising is part of Young &
Rubicam.
Statistics
Staff - 100
Offices - NYC, Los Angeles
Diverse Cultures/Languages Represented - Chinese (Mandarin, Cantonese,) Korean, Japanese, Vietnamese, Filipino (Tagalog,)
Thai, Asian-Indian, Russian, Polish
Capitalized billings - $65 million
Highlights: Kang & Lee Advertising....
• has the largest and most diverse client base of any agency in the Asian-American advertising industry
• is the single, largest buyer of Asian-American media in the US
• spent $25 million dollars on media (1998) representing 1/3 of all Asian-American media purchased by national advertisers in
1998
Capabilities
Advertising: Account Management, Creative Development, Broadcast and Print Production, Strategic Services
(Planning/Research), Media Planning and Placement, Community and Public Relations, and Competitive Advertising Tracking
Direct Mail: Account Management, Bilingual Creative Development, Print Production, Lettershop and Fulfillment, Database
Management, List Segmentation, Tracking and Reporting
Asian-American Database: Kang & Lee, through its strategic partner, Segment Data Management, has built the largest and
most comprehensive database of Asian-Americans currently available in the US. This database of 1.5 million Asian-American
consumer households and 178 thousand Asian-American owned or managed businesses can be used by companies to identify
the Chinese, Korean, Japanese, and Vietnamese customers within their own database for promotional purposes
Asian-American Reference Guide - Publisher of a 200 page guide to hundreds of Asian media in the U.S.

Capabilities Statements
•
•
•
•
•
•
•

Qualifications /Experience
Core Competencies
Differentiators
Company Information
Contact Info
Certifications
Industry Codes

Capabilities Statements

Capabilities Statements
*

!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!Capabilities*Statement

COMPANY*OVERVIEW!
!
Founded! in! 1994,! Multicultural! Marketing! Resources! (MMR)! provides! marketing,! public! relations,!
publishing!and!consulting/training!services!in!support!of!departments!including!Advertising,!Marketing,!
ERG,! HR,! D&I,! Supplier! Diversity,! PR/Corporate! Communications.!!Market! Areas! of! Expertise:!
Hispanic,! African! American,! Asian! American,! LGBT,! Total! Market,! People! with! Disabilities,! Women,!
MBE!
!
!
!
COMPANY*INFORMATION***************************************************CONTACT*INFORMATION!
!
•! 21T!year!history!in!multicultural!marketing!!!!!!!!!!!!!!!!!!!!!!!!!!!Lisa!Skriloff,!President!!!!!!!!!!!!!!
•! Headquarters!in!NYC,!satellite!offices!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!Multicultural!Marketing!Resources,!Inc.!!!!
in!NJ,!Las!Vegas!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!Tel:!212T242T3351!
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!Email:!lisa@multicultural.com!
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!Website:!www.multicultural.com!!
!
PRIMARY*SERVICES!
!
•! Write!presentations!and!reports!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! •! Plan!events!ERG!
•! Research!information!for!briefing!memos!!!!!!!!!!!!!!!!!!!!!!!!!!!!! •! Connections!to!multicultural!
experts!
•! Deliver!seminars/training!sessions!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!! •! Write!/!distribute!press!
releases!via!MMRNews!
!
!
DIFFERENTIATORS!
!
•! Experience!in!multicultural!marketing!since!1981!!
•! Impeccable!work,!excel!in!proofreading!
•! Extremely!conscientious!with!follow!through!
•! Personal!attention!from!president!
!
CLIENTS!
!
Corporate!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!Multicultural!industry!
•! Merck!
•! d!Expósito!&!Partners!
•! AAF*
•! Wyeth!
•! Ethnic!Technologies!
•! AdColor!
•! Johnson!&!Johnson!
•! ISA!
•! ANA!
•! Dfine!
•! LatinoEyes!
•! NAMIC!
•! Target!
•! UniWorld!Group!
•! DiversityInc!
•! Lincoln!Financial!Group!
•! DAE!
•! Asian!American!Advertising!Federation!
*
•! Nascar!
•! Interlex!
*
•! Diageo!
•! Grupo!Gallegos!
*
•! ColgateTPalmolive!
•! Walton!Isaacson!
*
•! The!Clorox!Company!
•! Emcay!
*
•! ING!
•! Mikado!Marketing!
*
•! Orlando!Magic!
•! MediaMorphosis!
*
•! State!Farm!
•! Titanium!
*
DIVERSITY*CERTIFICATIONS!
!
•! 100%!Woman!Owned!
•! WBENC!certified!(Women's!Business!Enterprise!National!Council)!
•! NY!State!certified!
!
NAICS*Codes!
!
519130!T!Internet!Publishing!and!Broadcasting!and!Web!Search!Portalsd!
511120!T!Periodical!Publishersd!511140!T!Directory!and!Mailing!List!Publishersd!519110!T!News!Syndicatesd!519120!T!Libraries!and!Archivesd!
519190!T!All!Other!Information!Servicesd!541613!T!Marketing!Consulting!Servicesd!541820!T!Public!Relations!Agenciesd!541860!T!Direct!Mail!
Advertisingd!611430!T!Professional!and!Management!Development!Trainingd!
Lisa*Skriloff,*President,*Multicultural*Marketing*Resources,*Inc.*
212I242I3351************************************************************************lisa@multicultural.com**************************************************************www.multicultural.com**

Capabilities Statement

Your Capabilities Statement

Social Media

• Facebook

• LinkedIn

• Twitter

MMR Facebook Page

Your Facebook Page – Suggested Content

Possible daily posts:
i. Monday –A look ahead for the week
ii. Tuesday – New Job Photo (or Selfie)
iii. Wednesday – Industry News (article)
iv. Thursday – Throwback Thursday (remember a past event)
v. Friday – repost (FB), retweet (Twitter), repin and reblogging

Lisa Skriloff LinkedIn page

MMR’s LinkedIn Group

MMR’s Twitter @Multicultural50

How to Get the Most Out of Social Media
Tweet to People at Events

Pitching Reporters Via Twitter
Joyce M. Rosenberg
@JoyceMRosenberg
Small business reporter at The Associated Press, licensed psychoanalyst,
author of psychoanalytic articles. Love novels, classical and Clapton, good
food, wine.
Examples:
Need 2 speak w #babyboomers/#smallbusiness owners who haven't figured
out or just figuring out exit strategyjrosenberg@ap.org #smallbiz
Need 2 talk w people who plan to shop at minority-owned retailers during the
holidays rather than big chain stores. Reply jrosenberg@ap.org
RU a #smallbusiness that won't change credit card readers 4 new chip cards by
10/1? I'd like 2 speak w U.
jrosenberg@ap.org #smallbiz#emv

Class Exercise

Think about who Organizations you want to find on Twitter
(make a list)
Write a Tweet

Networking

Networking
Industry Events
1. BTEA

2. PWC

3. NAWIC

4. NMBC

•
•

Unexpected Encounters (Nail Salon)
$1 a minute guideline

Establish Expertise
The Hispanic Market
The US Hispanic market is a significant, growing segment.
•29.6% of Hispanics live in the US (making up 11% of the national population)
•the US Hispanic population makes it the 5th largest Hispanic “country” in the world (behind Mexico, Spain, Colombia
and Argentina)
•by the year 2025, 25% of the total US population will be of Hispanic descent, at which point the US will rank as the
second largest Hispanic “country” (Mexico will be #1)
The Hispanic Market is highly concentrated
•70% of Hispanics live in four states
34% in California
19% in Texas
10% in New York
7% in Florida
•90% of Hispanics live in metropolitan areas
Hispanic Market composition has changed significantly in the past decade
•60% of the population’s growth was a result of immigration
•64% are Mexican
•14% are from Central and South America
•11% are Puerto Rican
•5% are Cuban
•6% are of other Hispanic origin
Hispanic Market has larger households
•the average Hispanic household is 3.4 persons/family (US average: 2.5)
Hispanic median age is 26 (US median age is 33)
Hispanic consumers are growing and represent strong buying power
•Current buying power: $365 billion
•Buying power will grow 100% by the year 2010 to $603.6 billion (non-Hispanic growth in the same period: 18%)

Establish Expertise - FAQ
SPORTS DENTISTRY FAQS
I don’t play football or hockey. Do I need a mouth protector?
Anyone who participates in a sport that carries a significant risk of injury should wear a mouth protector. This includes a
wide range of sports like basketball, baseball, gymnastics, and volleyball.
Mouth protectors, which typically cover the upper teeth, can cushion a blow to the face, minimizing the risk of broken
teeth and injuries to the soft tissues of the mouth. If you wear braces or another fixed dental appliance on your lower
jaw, your dentist may suggest a mouth protector for these teeth as well.
What are the advantages of using a mouth protector?
Accidents can happen during any physical activity. A mouth protector can help cushion a blow to the face that otherwise
might result in an injury to the mouth. A misdirected elbow in a one-on-one basketball game or a spill off a bicycle can
leave you with chipped or broken teeth, nerve damage to a tooth or even tooth loss. A mouth protector can limit the risk
of such injuries as well as protect the soft tissues of your tongue, lips and cheek lining. A properly fitted mouth protector
will stay in place while you are wearing it, making it easy for you to talk and breathe
Are there different types of mouth protectors?
There are three types of mouth protectors:
Stock mouth protectors are inexpensive and come pre-formed, ready to wear. Unfortunately, they often don’t fit very
well. They can be bulky and can make breathing and talking difficult.
Boil and bite mouth protectors also can be bought at many sporting goods stores and may offer a better fit than
stock mouth protectors. They should be softened in water, then inserted and allowed to adapt to the shape of your
mouth. If you don’t follow the directions carefully you can wind up with a poor-fitting mouth protector.
Custom-fitted mouth protectors are made by your dentist for you personally. They are more expensive than the other
versions, but because they are customized they can offer a better fit than anything you can buy off the shelf.
I wear braces. Can I use a mouth protector?
A properly fitted mouth protector may be especially important for people who wear braces or have fixed bridge work. A
blow to the face could damage the brackets or other fixed orthodontic appliances. A mouth protector also provides a
barrier between the braces and your cheek or lips, limiting the risk of soft tissue injuries.
Talk to your dentist or orthodontist about selecting a mouth protector that will provide the best protection. Although
mouth protectors typically only cover the upper teeth, your dentist or orthodontist may suggest that you use a mouth
protector on the lower teeth if you have braces on these teeth too.
If you have a retainer or other removable appliance, do not wear it during any contact sports.

Press Releases
How To Distribute:
-

Email marketing services
Your own distribution list of clients, prospects, friends
Press release distribution services

Topic Suggestions:
-

Announce Awards
Establish Category Expertise
Q & A with Featured Expert
New Client Wins
Holidays
Project Examples

Email Marketing - Distribution

•
•
•
•
•

Email marketing
Press Release Distribution as articles
Newsletters
Constant Contact
Mail Chimp

ConstantContact.com

Constant Contact offers Seminars and Webinars
Local Seminars in Person
• Social Media Marketing for Business
• Grow Your Business with Email and Social Media
• Measuring Your Marketing: STOP Wasting Money & START Making It!
• Holiday Offers and Promotions: Rock Your Holidays with a Special
Promotion
• Email Marketing - A Core Component of Your Success
Webinars:
• Webinar: Power of the Inbox
• Webinar: Introduction to Online Marketing: Social Media,
• Constant Contact Newsletter Campaigns, & LinkedIn for Business

Press Release Distribution Services

•
•
•
•

PR.com
PR Newswire
Business Wire
Hispanic Wire

Holidays and Heritage Months –
Topic Tie-ins
Things to Post, Tweet, and Campaign About:
January – Outlook for the Year
February – Black History Month
Lunar New Year – year of the Monkey
March – Women's History Month
April – Easter
May – Asian Pacific American Heritage Month
June – LGBT Pride Month; Summer Projects
July – Fourth of July; Lawn and Garden; Outbuildings; Home Renovations
August – Back to School; Yard Repairs;
September – Hispanic Heritage Month; Home Winterization
October – Disability Awareness Month; Halloween
November – Spring Planning; Thanksgiving
December – Holiday Decorating; New Years;

Press Release topics

Category Authority
Point of View
Company News
Executive Achievements
New Hires and Appointments
Executive Awards
Company Awards
Q&A with an Expert

Press Releases –Category Authority

Establish Expertise
The South Asian Vote Will Be Pivotal for the 2016 Presidential Elections
New York, New York - November 3, 2015 -Emerging Networks LLC; America's largest South Asian Television
Rep Firm announced today that South Asian Americans -the fastest-growing ethnic group with unsurpassed
education and affluence- have become a powerful segment of the American electorate, and a potential game
changer during the Presidential 2016 election based on recently released data about civic engagement and
voter participation.
There are more than 4 million South Asian Americans currently living in the U.S., and approximately
67% (2.7 million) of them are U.S. citizens. Over 80% of the South Asian-American population is comprised by
Asian Indians, with a median house income of $100,547, almost double the national average $51,000. It is also
reported that 70% of Asian Indian Americans age 25 and older had college degrees, 2.5 times of the rate
among the general U.S. population (28%).
Political surveys from recent years show that South Asian Americans are one of the most active
ethnic blocs in civic participation. During 2012 presidential election, the turn out rate among registered Asian
Indian voters was 88%, compared to 58.2% among all eligible voters nationwide. The 2015 Civic Engagement
report from South Asian American Policy & Research Institute (SAAPRI) says, "South Asian Americans are
anxious about government officials-regardless of race or ethnicity-to effectively engage with and show more
accountability to the South Asian community." Recent studies indicate that high levels of education and income
significantly affect South Asian Americans to engage in civic activities including voting. For example, in the
2012 presidential election, among U.S. citizens aged 25 to 44, 73% of those who had a bachelor's degree or
higher voted, 1.7 times of the voting rate of high school graduates in the same age group (42%). Another
survey shows that in the same presidential election, 77% of households earning more than $75,000 voted;
compared to 62% of households earning less than $50,000.
Meanwhile, the rise of South Asian American politicians running for public office is also a prominent
driver for South Asian American engagement in political campaigns. Some of the most influential politicians
include Bobby Jindal, the governor of Louisiana and Nikki Haley, governor of South Carolina, Preet Bharara,
U.S. Attorney General for the Southern District of New York, and Neel Kashkari, former Treasury Department
official and current GOP candidate for California governor. This year, Ravi Patel, president of Hawkeye Hotels,

Point of View
No More Spanish In America: ¿Sí O No?
By Gloria Constanza - Partner And Chief Contact Strategist / D Expósito & Partners
Lately, as we have grown accustomed to, there have been some articles suggesting that the use of Spanish
among Hispanics may be dying out. I have been hearing very similar comments and reading similar studies
since I started in this industry -almost thirty years ago. In fact, I can even quote an ex-colleague saying, "Chica,
don't waste your time in the Hispanic advertising industry -it will disappear in the next five to ten years.”
However, today our industry is stronger than ever and it is not in the English-speaking, Hispanic-targeted
space, but within the Spanish-speaking, Hispanic-targeted environment. Reality is the use of Spanish is now
more prominent than ever before and, simultaneously, so is the use of English, of course, without this having to
become a contradiction.
What is happening is that Latinos are becoming less monolingual and more bilingual. As this trend reveals,
being bilingual is a Latino's most valued communications asset -the one that adds an edge and expands
opportunities. The Nielsen chart below is a clear indication of this trend:
Compellingly, this is a trend that is projected to keep growing. According to HIS, by 2034 there will be over 55.4
MILLION Hispanics age 2+ speaking Spanish in the United States vs. 36.8 million in 2014.
The numbers and predictions take care of making an overwhelming case for the continuity of the U.S. Hispanic
Market. Unlike most immigrant groups that undergo a process of native language decline in favor of cultural
assimilation, the use of Spanish by U.S. Hispanics remains impressively strong due to various factors, among
them:
1. Ongoing immigration
2. Technology
3. Growth of Spanish-language media
4. Widespread availability of Spanish.

Announce Company News

Announce Executive Achievements
California Small Business Owner Isabel Valdés Appointed to Federal Advisory Board
SAN FRANCISCO – San Francisco small business owner Maria Isabel Valdés has been appointed to
the U.S. Small Business Administration’s Region IX Regulatory Fairness Board by SBA Administrator
Maria Contreras-Sweet.
Regional Regulatory Fairness Boards in all 10 of SBA’s regions represent the voice of
small business on regulatory fairness issues. Each Board is comprised of five small business owners
who serve as a resource and point of contact for small business owners who feel they have
experienced excessive federal regulatory enforcement and compliance actions.
Regional Regulatory Fairness Board members advise the Acting National Ombudsman,
Yolanda Swift. Together, The National Ombudsman and Board members host regulatory fairness
hearings and outreach events nationwide where small business owners report concerns about
burdensome federal regulations.
“With extensive multi-cultural communications and marketing experience working with
Fortune 50 as well as 1000 companies, across business categories such as retail, healthcare, financial
services and insurance, as well as entertainment and media, Ms. Valdés is uniquely positioned to
understand and advocate for small businesses,” Swift said. “As a member of the Region IX
Regulatory Fairness Board, she will play a vital role in insuring that the voice of small business is
heard by federal regulators, while facilitating regulatory solutions that save small business owners time
and money.”
As a Region IX Regulatory Fairness Board member, Valdés will serve as a local resource for small
businesses and will work with small business trade groups and other entities to address regional
concerns about federal regulatory enforcement and compliance issues. SBA Region IX includes
California, Nevada, Arizona, Hawaii, and Guam.

Award Press Release – Individual Achievements
Daisy Expósito-ulla Selected By PEOPLE En Español As One Of
The 25 Most Powerful Women Of 2015
NY, NY - September 15, 2015 - Daisy Expósito-Ulla, Chairman/CEO of d expósito & Partners, LLC, has been selected
by PEOPLE En Español as one of The 25 Most Powerful Women of 2015 and is featured in the current (October)
issue.
Daisy is joined on the list by such dynamic Latinas making significant strides in entertainment,
communications, politics and business as Television Host and Entrepreuneur Daisy Fuentes, Treasurer of the United
States Rosie Ríos, Singer/Songwriter/Actress Demi Lavato, Journalist and Anchor Carmen Aristegui, New York City
Schools Chancellor Carmen Fariña and María Elena Salinas, Peabody Award-winning anchor who is described as the
"Voice of Hispanic America"
On her profile page in PEOPLE en Español, which reaches 6.9 million readers, and on the website page
devoted to Daisy http://www.peopleenespanol.com/gallery/las-25-poderosas-2015?slide=922306#922241_922281
she describes her philosophy: "You can't have aspiration without perspiration. You have to work hard, study and
prepare yourself. I have learned that we have to contemplate what we do not as a job, but rather a part of our life - like
an extension of the human experience. The issue is to put passion into it".
In addition to being featured in the magazine and on the website, the 25 Most Powerful Latinas will be
celebrated during a VIP luncheon on Sept 18th and a public event for readers, Poderosas LIVE!, on September 19th,
both in Miami. Follow the conversation at #25poderosas. Visit http://www.peopleenespanol.com/gallery/las-25poderosas-2015
d expósito & Partners, LLC is one
of the fastest-growing, integrated and multi-service communications agencies in the U.S.A., with a fresh business
model designed to help clients win consumers. Propelled by a Hispanic-centric DNA, it is positioned as The New
American Agency™, offering expertise in culture and excellence in marketing to help brands engage today's
technologically-savvy, multicultural consumers, while leveraging the compelling opportunities represented by U.S.
Hispanics. Led by its founder Daisy Expósito-Ulla, it is an independent, minority- and woman-owned firm that provides
relevant in-culture communications.

Announce New Hires and Appointments
Digital And Mobile Marketing Expert Rosa Alonso Joins
D Expósito & Partners As Director Of Digital Strategy And Innovation
New York, NY - August 3, 2015 - Rosa Alonso, a recognized Digital Expert and a well-known persuasive voice of mobile and
new communications technologies, has joined d expósito & Partners, LLC, in the newly announced position of Director of
Digital Strategy and Innovation. The announcement was made in New York by Daisy Expósito-Ulla, Chairman/CEO.
"We're proud and very happy to welcome Rosa Alonso, who brings unparalleled digital and mobile knowledge
that will further enhance our strengths," said Expósito-Ulla. "Rosa has proven experience leading integrated initiatives in
digital/mobile, marketing, sales and media," added Expósito-Ulla.
"I am excited to be joining Daisy and the Leadership Team of an agency with a transformational mindset such as
d expósito & Partners," said Alonso. "The New American Agency™ tells the vibrant story of how d expósito's forward-thinking is
helping its clients own the future right now," added Alonso, who just last week received LISTA's (Latinos in Science and
Technology Association) 2015 Latina Tech Leader Award.
Alonso is a recognized leader in Hispanic/Multicultural and International marketing and it brings a 360º senior
leadership view as client, agency executive and entrepreneur. She has been at the forefront of evolving technologies and
consumer segmentation most of her career. Her professional work began in financial services at Banker's Trust
Company/Deutsch Bank, managing consumer ops units and leading projects to make new technologies and processes userfriendly. This consumer orientation led her to Columbia Business School and an MBA in Marketing & New Media and,
subsequent senior roles at such prestigious institutions as Citibank, Dreyfus and Fidelity Investments, where she left her mark
on product, service, and technology developments for both Multicultural as well as general market efforts. Her expertise then
brought her to the evolving media industry, where she worked with both Internet startups and powerful brands, such as
Univision and People En Español/AOL, to lead audience and digital transformation efforts. A second tech revolution - wireless
- led her to her role as Senior Director, International and Multicultural/Segment Marketing of AT&T Wireless Services. At ATTW,
Alonso led two key subscriber and revenue-producing programs: International (general market, B2B, Hispanic, Asian) and
Multicultural (Hispanic, Asian, African-American, and Multicultural Youth segments), programs estimated to have delivered
over $3 Billion in revenue. After the Cingular acquisition by AT&T, Edelman, a Public Relations agency and one of AT&T
Wireless' agencies, asked Rosa to take the helm of Edelman Multicultural, the agency's multicultural practice, as Senior Vice
President.

Award Press Release
Wanla Cheng, President of Asia Link Consulting Group Honored by National
Association of Women Business Owners-NYC Chapter
Receives Signature Award for Longevity & Excellence in Business
NEW YORK, NY, March 21, 2001-- Wanla Cheng, President and Founder of Asia Link Consulting Group, has been selected by
NAWBO-NYC as one of the four inspiring women business owners who have achieved breakthrough success with their
business. Cheng received the “Five-to-Ten Year” award for her business longevity and achievement of Asia Link Consulting
Group, a company noted for breaking through by building cross cultural awareness and sensitivity in support of continued
growth of the global economy.
The National Association of Women Business Owners- NYC Chapter held its 9th annual awards dinner on March
th
20 . The Signature Awards honors three New York City women business owners who have achieved business success in
under 5 years; 5-10 years, and 10 + years. The “Signature” label acknowledges the uniqueness of each woman’s business.
This year’s award winners also include Muriel Siebert, President & Chairwoman, Muriel Siebert & Co. who received the award
for Lifetime Achievement; Di-Ann Eisnor, CEO of EISNOR Interactive, Inc. (under 5 years), and Lois Benjamin Bohn, Shlepper,
Moving & Storage, Inc. (10 + years).
Asia Link Consulting Group is a full-service marketing research and marketing consulting company with expertise
in Asian American and other multicultural market groups. Founded in 1992 by Wanla Cheng, clients include Bank of America,
Charles Schwab & Co., Prudential, MetLife, Kang & Lee Advertising, AT&T, Saturn, Mercedez-Benz, Johnson & Johnson,
Seagrams, Chase Manhattan Bank, E*Trade, Wells Fargo, Pacific Bell, Verizon, MetLife, Citibank and PaineWebber among
others.
The National Association of Women Business Owners is composed of the most resourceful and successful
women in New York City. 46% of the members have been in business for more than ten years and more than 20% of the
members have sales between $100k and $500k, making NAWBO one of New York’s most unique and powerful organizations
promoting the concerns of women entrepreneurs.
Wanla Cheng was recently honored by The Advertising Research Foundation where she was part of the team
that won the David Ogilvy Research Award with her client and Census 2000 research partner Kang & Lee Advertising. The
David Ogilvy Award is given for success in translating consumer research and planning into advertising and marketing
communications campaigns.

Company Award Press Release
Daisy Expósito-Ulla, Chairman/ CEO, d expósito & Partners, to accept AEF's Agency of the Year
award, at Advertising Educational Foundation's Honors Night, June 4th, in New York City
New York, New York -- June 1, 2015 -- d expósito & Partners will receive the Agency of the Year award from The
Advertising Educational Foundation (AEF) at the 2015 AEF Honors Night, and it will be accepted by Daisy ExpósitoUlla, Chairman/CEO of the agency. The AEF Honors Night will take place on Thursday, June 4, 2015, at The University
Club, in New York City.
In awarding d expósito & Partners, the AEF is recognizing Daisy Expósito-Ulla's contributions to American
advertising. "Through her leading role in the development and evolution of multicultural marketing, Daisy Expósito-Ulla
has had a major impact in communications in the U.S.A," noted Paula Alex, President & CEO, Advertising Educational
Foundation, in announcing the award. The AEF honor is especially significant this year, as 2015 marks the tenth
anniversary of d expósito & Partners.
Other honorees this year are: John Hayes, Chief Marketing Officer, receiving the Advertiser Award for
American Express Company; Robert Pittman, Chairman/CEO, receiving the Media Award for iHeartMedia, Inc.; and
Peggy Conlon, Retired President and CEO of The Advertising Council, who will receive the AEF Lifetime Achievement
Award.
For each of their award categories, the AEF recognizes outstanding representative companies and
industry leaders from each of the foundation's constituencies --advertisers, agencies and media-- for their
accomplishments in communications and for their support of the AEF. Previous recipients of the Agency of the Year
award include: J. Walter Thompson (2014); Saatchi & Saatchi (2013); R/GA (2012); Deutsch (2011); Grey Group
(2010); Interpublic (2009); Publicis (2008); Ogilvy and Mather Worldwide (2007); Omnicom (2006); McCann Worldgroup
(2005); JWT (2004); Leo Burnett (2003); Young & Rubicam (2002); and True North Communications (2001).
Daisy Expósito-Ulla has long been a trusted resource and ardent supporter of AEF, from her early days at
Y&R's Bravo, and now through d expósito & Partners' continued involvement in AEF programs and activities, and her
participation as a member of the AEF Board of Directors. She is a recipient of various industry recognitions, such as
Clio and Effie awards, and her trailblazing industry and community leadership has been acknowledged with the Matrix,
Carvel's Immigrant, Carnegie Foundation and New York's International Center awards.

Q & A with Featured Expert –
Daisy Expósito-Ulla
Daisy Expósito-Ulla: A Powerful Voice
Last week’s selection among the 25 Most Powerful Women by PEOPLE En Español, puts Daisy Expósito-Ulla back in the
public eye. Seeing a U.S. Hispanic advertising and marketing business leader, recognized alongside Mexican journalist Carmen
Aristegui and Univision’s anchor María Elena Salinas, serves to call attention to Expósito-Ulla’s community involvement and
civic role. HMW explores the latter aspects of the Chairman- CEO of d expósito & Partners, which was recently chosen by the
Advertising Educational Foundation (AEF) as 2015 Agency of the Year.
What makes a businesswoman like you a “Most Powerful Woman”?
I wish I had real power! The power to end hunger or to heal the emotional wounds of a child refugee separated from his or her
family. My power is tiny. But I guess distinctions like PEOPLE’s probably pay attention to the fact that I believe in so much more
than “strictly business.” To me, life and business go together, especially because the ethics of both are intertwined.
How does your view translate to what you do in advertising in the U.S. Hispanic Market?
To begin with, I always try to add a dimension to that concept: There is no Hispanic Market without a Hispanic Community. We,
as an industry, are simply a humble derivative of community. We are a bridge to our Hispanic Community for Corporate America
and that entails social responsibilities to this group. This is very much a differentiator that explains the way we function as an
agency. We don’t separate market and community but see them as a whole. Hispanic Market is merely the result of marketing
terminology.
Do clients share the same view?
Fortunately many of them do! In our case, AARP sees itself as an agent of change and an enhancer of opportunities for
prosperity for the 50+ segment. With McDonald’s, in our Northeastern region, we are proud of our collaboration on their ongoing
initiative to provide college scholarships for graduating high school students, the Becas HACER. And ConAgra, as you know, is
deeply involved in a food drive effort against hunger. Look, we live in a hyperconnected world. Companies cannot be deaf or
disconnected…
How do you envision both the market and the community connecting?
Rather than “connecting,” I see the two of them as inseparable. The brands that know this are the ones that do better.

Q & A with Featured Expert –
Daisy Expósito-Ulla (page 2)
We have a mission as mediators to our community. We and the brands serve benefit from their business and
their loyalty. If they do well, we do well. The poet Pablo Neruda spoke of “la miel de los felices,” the “honey of
the happy ones.” In other words, as I see it, we owe it to ourselves to be there for our community –both in the
happy and the less happy times they may go through. There are times in which I wish we could be more
vocal for them, especially when they are attacked, when they are suffering, when there is no honey or
happiness…
Basically, what you are saying is that brands and people in your business should position themselves
closer to the community…
Exactly! Consumers should be seen and felt as people –not just as statistics or transactions. There is a new
book by Gillian Tett, she is with London’s Financial Times –the book is called The Silo Effect. She lived briefly
with a tribe of goathearders and she had brilliantly extrapolated her anthropological experience to some good
and some terrible aspects of the tribe’s shared behavior. From goathearders to avarice driven Wallstreeters.
The silo mentality, as Gillian Tett says, can be dangerous. And this can be applied to any of us as individuals
and to almost every company out there. It’s real.
We recall some of your initiatives within the Hispanic advertising industry, which of them remains
closer to your heart?
I’ve always believed in the power of education, before and as far back as when I headed AHAA and we were
able to forge a very strong pro-education initiative with The White House. But my passions include many
other causes: the arts, human rights, community support organizations, industry-related organizations. Many
of these are shared with my agency colleagues. Needless to say, this is a vision I share with my life and
business partner, Jorge Ulla. And perhaps, above all this, there is a calling to help mentor, guide and
empower young people coming into the communications industry. Some may argue I tend to favor women,
which I will not contradict, but I think I can be pretty inclusive as far as supporting people waiting for
opportunities. It’s our future!

A Manufactured Q&A May Result In A Real One!

Q & A with Featured Expert –
Steve Millerman
MMR: Tell us about Emcay, the agency services and your cultural focus.
Fundamentally, we are a full service multicultural advertising agency; however, all of our services are
customized for the pharmaceutical industry from a communication, clinical Steve Millerman, President &
Founder, EMCAY regulatory perspective. From a cultural perspective we cover various cultures such as US
Hispanic, African American, Asian, Russian, and other groups. Functionally speaking, we provide DTC as well
as healthcare professional services that we believe are required to have a successful pharmaceutical cultural
strategy. Examples are strategy and analytics, creative, traditional and digital media, production, medical
education, advocacy management, just to name a few.
MMR: When did Emcay open and why did you decide to focus on the cultural aspect?
We opened in 2013. Personally, I grew up in the pharma industry working from small to big pharma companies
in sales and brand leadership roles. I have always seen the opportunity within the US multicultural market
segment but could not believe how little pharma leveraged this highly targeted area. In 2013, I left Novartis,
where in my latest position I led multicultural marketing across Novartis brands, to pursue this passion across
the industry.
MMR: What do you mean by "pharma-cultural"?
That term came about naturally as we service the niche consisting of both industries, e.g. pharma and
multicultural, and ultimately that's what we do: we are a pharma-cultural ad agency from the inside out. It's a
term that we coined.
MMR: What do you feel differentiates the agency the
most?
Well, our overall agency capability is specifically designed to service pharma companies focusing on cultural
market segments. It's a double specialty merged into one. Whether it's creative, media or anything else, we
are specifically designed to correlate Rx dynamics with cultural landscape. Everything we do is designed for
this pharma-cultural niche. Our Strategy and Analytics are truly one of a kind. We don't just do campaign
strategy, we help design the entire pharma-cultural capability.

Q & A with Featured Expert –
Steve Millerman (page 2)
MMR: While many agencies are taking the opposite approach and are looking to expand their expertise
as well as focus across industries, you seem to be going the other way with your laser focus. Why did
you decide to take this approach?
I am a big believer in being really really good at one thing vs pretty good across the board. I think focus is
everything and that's something that is reflective in our thinking, our team, and our work.
MMR: Tell us about your team and culture.
Our culture is highly entrepreneurial, visionary and energetic. The team is everything. The team makes the
agency. We all know what happens to the account when key people are no longer on it. You can be the biggest
agency in the world, but if you don't have the right people on the account the work will suffer. We have a great
balance of client and agency experience coupled with significant experience in both pharma and cultural
advertising. We also provide quite a bit of training around our capabilities to ensure that unique aspects of the
services are reflected in everyone's work.
MMR: What does the name Emcay mean? Is that an acronym?
Actually, it's not, I named the company after my kids Emma, who I call "Em" and Caden, who I call "Cay". We all
put in some crazy hours sometimes, but never want to lose sight of what's most important.
MMR: We know that Emcay has expanded this past year. How do you feel the agency is doing?
Yes, we are having a very good year with some great new clients as well as bringing some terrific people on
board. I believe our highly specialized offering has really resonated with the industry. In just over two years, we
have had the chance to service many very large brands either through other agencies or directly. When we do
get the time to present our case live and the opportunity for the brand, there is a very strong positive response.
MMR: What's next for EMCAY?
Our goal is to continue to evolve our role in this pharma-cultural world. There is still a lot to do and there is
never a shortage of ideas, new capabilities and opportunities. I know that given the opportunity we can make a
tremendous difference for our clients and in turn patient lives and that makes it a worthwhile journey.
Contact information for Steve Millerman: 201-868-8867, steven.millerman@emcay.net

New Client Wins
The Bravo Group Becomes Hispanic Agency of
Record for Del Monte
New York, NY, November 4, 2002 – The Bravo Group, the nation’s leading Hispanic integrated
communications agency, has been selected by the Del Monte Foods Company (NYSE: DLM) as its
agency of record in the Hispanic market. The Bravo Group will be responsible for all strategic planning,
creative, production, media and consumer promotional activities, building on Del Monte’s already robust,
multi-layered Hispanic marketing program.
Bravo and Del Monte’s business partnership became effective September 1, 2002. The scope of Bravo’s
assignment will be national, with a focus on the top U.S. markets. “We are delighted to be working with Del
Monte, a respected and well-recognized household brand name,” said Daisy Expósito-Ulla, Chairman and
CEO, The Bravo Group. “The business was won through the intelligent teamwork of our San Francisco
office – headed by Christine Hahn, VP General Manager, in collaboration with our Miami office, led by
Isabella Sanchez, VP Media Director,” she said. Bravo San Francisco, a full-service 9-year-old branch
office, will manage Del Monte, whose corporate headquarters is also in San Francisco. “We were
impressed with Bravo’s experience in the Hispanic market and look forward to a successful partnership”,
said Apu Mody, Vice President, General Manager, Vegetable Strategic Business Unit.
Del Monte Foods is the largest producer and distributor of premium quality processed fruit, vegetable and
tomato products in the U.S. Its primary Del Monte brand is over 100 years old, its products are found in
over 80% of U.S. households and additional information is available at www.delmonte.com.
The Bravo Group creates Spanish-language integrated marketing communications programs, which are
designed to establish strong product positions in the Hispanic consumer segment. Established in 1980,
the Bravo Group had billings of $280 million in 2001.
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Press Pitches
Lisa,
When a homeowner is trying to sell, conventional logic says that December is a challenging time because of the holiday season. But Real Estate mogul
Samantha DeBianchi, one of the stars of Bravo’s Million Dollar Listing Miami, and founder and CEO of DeBianchi Real Estate in South Florida, says the
holiday season is actually one of the best times to sell your home because you can use the holidays to your advantage. How do you do it?
Samantha says:
1. It all starts with the exterior. The exterior is the very first impression a potential buyer is going to have of the property. I encourage people not to hold
back on holiday decorations, but at the same time not to go overboard. Go for classier decorations which show the true potential and warmth the home has
to offer. Even more important, it’s all about curb appeal so make sure the house is freshly painted, the landscaping looks good and the overall appearance
from the street looks clean and inviting.
2. On the inside, it’s a similar story. Put up the Christmas tree because it shows a potential buyer just how nice the home can look during the holidays.
Don’t go overboard and make your home look like the North Pole, but focus on decorations that show class and elegance. Rich golds, silvers and red done
right can emphasize the home’s grace, style and sophistication. The idea is to convey the message to the buyer that this home is where they want to have
the family spend next holiday season.
3. Don’t overlook the small touches. It’s amazing how people will go out of their way to decorate a home beautifully for the holidays, but neglect the
simpler details. While it doesn’t sound like a big deal, an unmade bed is going to make a bedroom look messy. Chipped paint is going to send a message to
the buyer that the home hasn’t been properly maintained. A squeaky door sends a message of poor upkeep. A leaky sink says there could be a plumping
problem. Pet hair and dust flying through the air sends the message of a dirty home. Make it look nice for the holidays but also take care of the basics.
4. Candles and light: You want your home to smell like the holidays. Light some holiday scented candles 30 minutes before a potential buyer walks in the
door. This will create a warm and relaxed atmosphere. Turn on some lights and leave window treatments open to let in the natural light. This will make the
space look brighter and larger. Some soft holiday music playing in the background also sets the mood.
5. Use accessories: Accessories are an inexpensive way to make your home go from mundane to beautiful in no time. Add a fleece throw to the couch or
recliner. Photo albums and books on the coffee table add a touch of warmth. Curtains that frame a window add class and beauty to a home. Create a nice
dining room table centerpiece that is holiday focused and includes a bed of twigs, birch bark and touches of greenery.
6. Don’t minimize the selling points: While adding holiday touches to your home is smart, never take away from the key selling points. Don’t overdo the
decorations on the beautiful fireplace mantle. Don’t add too much clutter to your beautiful kitchen countertops. Don’t stuff decorations all over the beautiful
built in in the living room. These things need to stand out and should not be overdone with holiday features.
“If you’re going to buy a home, now is the time. Closings in January provide the best discounts for home buyers. Get the home under contract in December
when possible. Don’t see the holiday season as a hindrance. Use it to your advantage.”
Please let me know if you would like to speak to Samantha about selling a home during the holidays or feel free to use her tips with proper attribution. She
is also happy to provide you an article on the topic.
http://www.debianchirealestate.com/

Press Pitches
Mr. Tom Fredrickson, Staff Writer
Crain’s New York Business
Dear Mr. Fredrickson,
I would like to suggest Gene Stith, Esq. of Choe & Oh, PC law firm as an expert source
for you to call on as you cover immigration issues. As an immigration attorney and
specialist, Gene Stith, Esq., skillfully handles H1B Visas, L-Visas, E-2 Investment Visas
and Alien Immigration Employment or "Green Card" cases.
Choe & Oh, P.C. is a multi-lingual and ethnically diverse law firm specializing in
Immigration, Corporate/Real Estate and Personal Injury/Negligence Law. Choe & Oh is
uniquely qualified to handle the numerous and diverse legal needs of the multicultural
community because their attorneys and legal professionals are among the most qualified
in their respective areas of expertise. Their clients include multinational corporations and
individuals from the United States and Asia.
In the past I know that you have focused your writing on various immigration issues and I
think Gene would be an excellent candidate to profile or call on as an expert source in the
future.
We hope you will consider utilizing Gene as an authority.
I would be happy to schedule an interview with Gene at your convenience. Please call
me at 212-242-3351 to make arrangements.
Thanks for your consideration.

Press Pitches
Cheryl I hope you are doing well. I wanted to mention a possible guest for you for
1010 WINS this month, Wanla Cheng, President of Asia Link Consulting Group
for May, Asian Pacific American Heritage Month.
Here is a short profile of her company, below. She has a particular expertise in
the area of Asian American New Yorkers and can lend her insight to issues
affecting this group.
She is someone to focus on as a successful Asian American New Yorker, or as
an expert to comment on news this month.
Please let me know if you would like to speak or meet with her and me to
discuss possible ideas.
Best Regards

Press Pitches
Hi Mindy – Hope all is well!
I am contacting you to please consider for future coverage, story idea or as a source: Daisy ExpósitoUlla, Chairman & CEO of d expósito & Partners (NY), a Latina leader and Hispanic marketing expert
whose advertising agency received the Agency of the Year award from The Advertising Educational
Foundation (AEF) in NY earlier this month. This marks the first time a Hispanic agency has been
chosen for this honor. The press release about the award, with more details, is attached.
Please consider Daisy as an expert source on marketing, Hispanic / Multicultural / Total market
advertising and as a someone to provide a diverse voice in interviews you might do for your future
coverage. Daisy’s bio and photo are attached.
Among your outlets, these seem to be the most fit -- AARP , Deliver, Entrepreneur, Spirit magazine,
USNews.com, Adweek
In addition, this year d expósito & Partners is celebrating its 10th Anniversary.
d expósito & Partners clients list include McDonald’s, ConAgra Foods, AARP, Amica and Choice
Hotels.
An immigrant at the age of 11 from Cuba, who learned English from watching TV, Daisy has been a
major force in the architecture and growth of the U.S. Hispanic Market. She helped build the largest
Hispanic-centric ad agency of all times, The Bravo Group (Y&R/WPP). Ten years ago, she helped
build d expósito & Partners, an independent, woman- and minority- owned ad agency.
May I set up an interview with you and Daisy ?

Press Pitches
Suzanne, I have a story idea for you: Marketing to Hispanics
50+ segment.
D Expósito & Partners handles the Hispanic
marketing/advertising for AARP. Daisy Expósito-Ulla, Chairman
& CEO of d expósito & Partners (NY) would be an excellent
interview about this topic.
In addition, as Hispanic Heritage month approaches (Sept 15 –
Oct 15) please consider Daisy as an interview source for related
topics or commentary.
Thanks,
Lisa

Publicity Club of New York
Events – Meet Reporters in Person
Publicity Club of New York
“TV talk show producers and talent bookers who promise to shed some light on
how best to work with their shows”
•LIVE WITH KELLY & MICHAEL - Scott Eason, producer
•PIX MORNING NEWS - Marcia Parris, senior producer
•WENDY WILLIAMS SHOW - Siobhan Schanda, supervising talent producer
•one or two more TBA
www.publicityclub.nyc

Class Exercise
Pitch email to a reporter
Think of a desired outlet
Write an opening and outline

HARO = Help a Reporter Out
http://www.helpareporter.com/
Sign up at:
http://www.helpareporter.com/subscriptions/
basic/?nav_location=main_menu
HARO on Facebook
https://www.facebook.com/HelpAReporter?n
av_location=footer
HARO on LinkedIn
https://www.linkedin.com/company/help-areporter-out---publicity-alerts-fromvocus?nav_location=footer
@helpareporter

Example 1
Summary: Nontraditional credit scoring and extended family
financing for home loan
Name: Aaron Crowe MortgageLoan.com
Category: Business and Finance
Email: query-59ge@helpareporter.net
Media Outlet: MortgageLoan.com
Deadline: 1:00 PM PST - 6 November
Query:
Looking for home loan experts to discuss recent decision by
Fannie Mae and Freddie Mac to accept nontraditional credit
scoring and extended family financing to qualify for a home
loan. Are other lenders doing this? Also want to talk to home
buyers in this situation.

Example 2
Summary: Looking for small businesses with great customer service
Category: Business and Finance
Email: query-5a4k@helpareporter.net
Media Outlet: Anonymous
Deadline: 5:00 PM EST - 5 November
Query:
For a major retailer's website, I'm looking for stories about
small businesses that excel at customer service. Specifically,
do you follow up after a purchase? Use surveys to find out what
customers want? Express gratitude in a unique way? Admit
mistakes? Or spotlight your staff on your website? Please tell
me what you do and how it helps your business grow. Thanks!

Example 3
Summary: People with business of fixing and flipping homes
Name: Priyanka Prakash FitSmallBusiness.com
Category: Business and Finance
Email: query-59w3@helpareporter.net
Media Outlet: FitSmallBusiness.com
Deadline: 7:00 PM EST - 7 November
Query:
Hi, I'm writing an article on financing options for fixing and flipping homes and
would like to talk to someone with a professional house flipping business. In
particular, I would like to know *How did you get into the house flipping
business?
How did you get capital for your first few projects? *What sets you apart from
someone just flipping homes to make some extra money? Do you make a
living from fix and flips?
Requirements:
Must be a professional house flipper with a registered business. Cannot be
just someone flipping homes as a hobby or to make extra cash.

Example 4
Summary: The terrible times you need title insurance
Name: Gina Roberts-Grey National publication/news site
Media Outlet: National publication/news site
Deadline: 12:00 PM EST - 6 November
Query:
For a real estate site: I'm looking for title and/or title
insurance experts to weigh in on scenarios homeowners might
find
themselves in that would warrant having to use title insurance.

Example 5
Summary: Fabulous (and luxurious) Bathtubs
Name: Melissa Gillespie Ocean Home magazine
Email: query-59hz@helpareporter.net
Media Outlet: Ocean Home magazine
Deadline: 10:00 AM EST - 7 November
Query:
For our Feb/Mar interior design issue, we are running a one-page
spread featuring five fabulous bathtubs for luxury oceanfront
homes. We are looking for high-end bathing beauties--bold and
colorful a plus. Please include a link to high res images,
product name and description, URL, price range, and company
name. www.oceanhomemag.com
Requirements:
High resolution images a must. Prefer style shots and silos.

Example 6
Summary: Neighborhood Features That Boost Resale Value
Name: Blake Miller Trulia's Blog
Category: Business and Finance
Email: query-5a7v@helpareporter.net
Media Outlet: Trulia's Blog
Deadline: 7:00 PM EST - 6 November
Query:
From proximity to restaurants and shopping to sidewalks and a
beautiful tree canopy, there are neighborhood features that can
definitely boost your home's resale value -- and they can be
important to know when you're house hunting. But it's also
important as a homeowner, especially if you're on the board of
the HOA and can have an impact on the neighborhood's plans.
Requirements:
Realtors please

Example 7
Summary: Buying a House That's a Disaster (Legal Rights)
Name: Geoff Williams U.S. News & World Report
Category: Business and Finance
Email: query-5a92@helpareporter.net
Media Outlet: U.S. News & World Report
Deadline: 3:00 PM EST - 6 November
Query:
I'm writing an article for "U.S. News & World Report," about one's legal
rights, when the house you purchase is a complete disaster. It's one thing to
buy a house that you know you have to fix up, but when you don't know
there are plumbing problems, or that the roof leaks, or that it's haunted
(there are laws saying you have to disclose that sort of thing), I'm wondering
what your legal recourse is. So I'd like to hear from some legal or real estate
experts but would also be happy to hear from homeowners who have taken
sellers to court, or looked into it. Also wouldn't mind hearing from any legal
or real estate experts on what your rights are if a buyer accuses you of
knowing your house had a problem when you didn't (since I'm sure that
occasionally happens... maybe the roof never did leak, and it finally starts
after the house is sold). Thanks.

Example 8
Summary: Paint Pros and Manufacturer Perks
Name: PAULA COHEN inPAINT Magazine
Category: Business and Finance
Email: query-5azk@helpareporter.net
Media Outlet: inPAINT Magazine
Deadline: 7:00 PM MST - 15 November
Query:
Looking for pro painters to discuss their favorite manufacturer
perks - i.e., products, services, etc., and why those perks are
important to them/their business.
Requirements:
Must be professional painters, either high-volume residential or
Commercial.

Example 9
Summary: Buying a 100 year old house
Name: Geoff Williams U.S. News & World Report
Category: Business and Finance
Email: query-5b05@helpareporter.net
Media Outlet: U.S. News & World Report
Deadline: 4:00 PM EST - 13 November
Query:
I'm writing an article for "U.S. News & World Report" about what one can
expect, if they purchase a house that's been around for a century or longer.
Obviously, you can expect that the house will probably be beautiful and
have a craftsmanship unlike the modern homes of today, but can you also
expect old plumbing, foundation issues and cramped closets? I'm looking to
hear from homeowners or real estate agents who wouldn't mind sharing
some of the pros and especially some of the cons of homes that tend to be
100 years old or older. (And I'm especially interested in the negatives, not
because I want to trash old homes -- not at all -- but just so readers who are
interested in century-old homes know what they're getting into.) Thanks.

Example 10
Summary: I need to speak with consumers/shoppers about what they'll spend
for the holidays.
Name: Joyce Rosenberg Associated Press
Category: General
Email: query-5bej@helpareporter.net
Media Outlet: Associated Press
Deadline: 6:00 PM EST - 17 November
Query:
I need to speak with consumers/shoppers about what they'll spend
for the holidays. Are you going to buy cheaper gifts? Spend
more? Less? The same? Is the economy/job market a factor? Are
you spending more money on your household budget or on things
like your smartphone?

Example 11
Summary: Female electrical engineer
Name: Amanda Wegner Woman Engineer
Category: High Tech
Email: query-5bcj@helpareporter.net
Media Outlet: Woman Engineer
Deadline: 7:00 PM CST - 18 November
Query:
Seeking a female electrical engineer to interview THIS WEEK for
an article featuring women engineers working in the field of
electrical engineering. Must work for a company employing at
least 3000 in the US.
Requirements:
Must work for a company employing at least 3000 in the US.

Example 12
Summary: Seeking small business owners who have successfully solved a
personnel problem in their business.
Name: Gillian Burdett http://cbspulse.com/
Category: Business and Finance
Email: query-5ben@helpareporter.net
Media Outlet: http://cbspulse.com/
Deadline: 7:00 PM EST - 22 November
Query:
This is for an ongoing series of micro-case studies (350-500 words) exploring HR
problems encountered by business owners. We are seeking real-world examples
of how business owners handle issues such as managing family leave time,
employee morale, retaining talent, employee theft, etc.
Requirement: To participate, please respond with full answers:
1. Introduce yourself & business 2. What was the problem? 3. What was the
solution? We will need your headshot, photo of business or business logo Please
include a link to your business website.
We will contact you via email if your pitch is a good fit for our project.

Example 13
Summary: Preventing Home Heating Fires
Name: Lisa Roepe Nationwide Blog
Category: General
Email: query-5bob@helpareporter.net
Media Outlet: Nationwide Blog
Deadline: 9:00 AM EST - 23 November
Query:
I'm looking for a fire prevention expert to discuss ways to prevent home heating
fires, including key places in the home that are most vulnerable to home fires.

Example 14

Expert on Winterizing Roof
Name: Lisa Roepe Nationwide Blog
Category: General
Email: query-5boe@helpareporter.net
Media Outlet: Nationwide Blog
Deadline: 12:00 PM EST - 23 November
Query:
I'm looking for an expert to discuss how homeowners can protect
their homes by winterizing their roofs and preventing ice dams
that can lead to roof damage

Class Exercise

Pick a HARO example and write your response

Submit Executives and Company
for Awards
•

'CableFAX's Overachievers Under 30’

•

AdColor

•

CLIO Awards

•

The Mashies

•

Webby Awards

Crain’s New York Business
•

Crain's Hall of Fame

•

50 Most Powerful Women of NY

•

40 UNDER 40

•

Fast 50

SBA 2016 National Small Business
Week Awards
The U.S. Small Business Administration New York District Office
A Few Categories:
National Small Business Person of the Year (chosen from among State
award winners from each of the 50 states, the District of Columbia, Puerto
Rico, the U.S. Virgin Islands, and Guam)
Phoenix Awards (recognizing outstanding accomplishments during
disaster recovery)
Small Business Prime Contractor of the Year
Small Business Subcontractor of the Year
NYDO Young Entrepreneur Award
NYDO Veteran Small Business Champion
NYDO Women Small Business Champion
NYDO Minority Small Business Champion
NYDO Home-Based Business Champion
http://awards.sba.gov

Nomination letter for 40 Under 40
Emily I would like to take this opportunity to nominate Deborah Wainstein, president of Priority Staffing
Solutions, Inc. as a candidate for your 40 Under 40 feature.
Deborah, 26 years old, founded her company less than 2 years ago and is already having an
impact in the temporary staffing/recruitment services area. Her company provides companies
with employees on a short or long term assignment basis as well as permanent job placements.
For employees, her firm serves as a resource for candidates, offering career advice and personal
counseling.
In this time of a tight labor market, Deborah's company is providing an invaluable service to NYC
employers. Also, Deborah is not only the youngest staffing agency president in NYC but is the
only Hispanic president of such a firm. Deborah is Colombian-American, fluent in Spanish and
plans to expand her new business to make an impact among Hispanic employees and
companies looking to hire bilingual employees. Please visit her website at prioritystaff.com for
more information or give me a call.
Best regards,
Lisa Skriloff
Multicultural Marketing Resources, Inc.
212 242 3351

Press Release about 40 Under 40 Award
Deborah Wainstein, President & Founder of Priority Staffing Solutions, Inc,
Selected by Crain’s New York Business as one of New York's "40 Under 40,”
Rising Stars
NEW YORK CITY, FEBRUARY 5, 2001 – Deborah Wainstein, President & Founder of
Priority Staffing Solutions, Inc. has been selected as a rising star in Crain’s New York
Business “40 Under 40” annual special section. Deborah Wainstein is probably the
youngest staffing agency president in New York City and most likely the only Hispanic
President of such a firm.
Crain’s “40 under 40,” is an annual profiling of up-and-coming business people under
the age of 40 who have made an impacted on New York’s business industry. “It’s a
true honor for me to recognized by a prestigious publication such as Crain’s. I feel all
of my hard work and late nights have really paid off. ”
“I always wanted to own my own business and help others achieve their goals. After
working as an account executive at two other employment agencies, I realized that
there was great potential there to fulfill my life long dream. Employment agencies,
after all, help the client and the applicant. With an employment agency, I could do
both.”

Press Release about 40 Under 40 Award
Ms. Wainstein, a native New Yorker who is Hispanic American and fluent in
Spanish, understands the needs of a diverse New York and the employers in this
market. Her company has grown in just two years from a one-person operation
started out of a borrowed conference room at her brother’s partners’ law firm to the
2 floor- 9 person, 24 hour operation that it is today. To further answer the needs of
her clients, Priority Staffing is looking to further expand its business in the bilingual
sector. This program, which has proven invaluable in today’s labor market, has
helped fuel Priority Staffing Solutions’ rapid growth in its first year of business.
Many companies seek diverse employees and staff with language skills.
Currently Priority Staffing provides employees who speak Chinese, Korean and
Spanish. Priority Staffing Solutions, founded by Deborah Wainstein in 1999, is a
temporary and permanent employment agency which helps businesses staff for
peak periods and special projects, eliminate payroll tax collection, save on
administration costs and try out a good temp for possible hire. Areas of
specialization include administrative assistants, computer graphics, data
entry/clerical, legal office support, proofreaders, word processing and bilingual
secretaries. Priority fields include accounting, finance, banking/brokerage,
cosmetics industry, information technology support, legal, medical, public
relations/advertising and non-profit organizations.

AWNY Advertising Working
Mothers of the Year
Nomination submitted for Ingrid Otero-Smart in category Trailblazer mom
Born and raised in Puerto Rico, Ingrid Otero-Smart has over 25 years of
advertising experience in the U.S. and Puerto Rico.
She is the proud mother of 20-year old college junior Jordan who is following in
his Mom’s footsteps, studying advertising at Cal State Fullerton. He just
completed his first internship at Momentum Worldwide offices in New York.
At Casanova, Ingrid leads the agency operations, managing offices in New
York, Costa Mesa, and 4 field offices. Accounts include US Army, General Mills,
Cigna, Nestlé USA, Chevrolet, California Lottery, Denny’s and Janssen, among
others.
Ingrid launched the agency's internship program that was recognized as the
best internship program of 2014 by Cal State Fullerton.
Ingrid is a role model and inspiration to other working moms. Specifically she:
• Created a Women’s Manager Club at the agency which meets quarterly to
share issues and ideas on how to balance work and motherhood.
• Allows and promotes schedule flexibility so working Moms (and Dads) can
attend their children’s events.
• Encourages parents to bring their kids to work during the Summer so they
can see what the parents do and they get to share some time together.

AWNY Advertising Working
Mothers of the Year
•

Annual IPG survey shows that the agency (Casanova) has highest scores among its
working parents for how they are treated and flexibility.
• A Trailblazer Mom, Ingrid has held key positions in the advertising industry while
raising a wonderful son, mentoring those around her and contributing to her
community and profession.
• She is a founding member and current Board member of the Association of Hispanic
Advertising Agencies (AHAA). She serves in the Dean’s Advisory Board of the School
of Communications, Cal State Fullerton (and was recently elected to its Board of
Governors.)
• Ingrid has been named to Hispanic Business Magazine’s Top 100 Most Influential
Hispanics list and, by the OC Business Journal, Business Person of the Year and one
of 50 Most Influentials.
• In 2013 The Girl Scouts of Orange County recognized her in the Celebrate Leadership
Event.
She is a finalist for Ad Color Rock Star Award which will be presented September 19.
1. Grew agency's revenue by over 25% in 2014. Expect 18% growth in 2015
2. Expanded agency footprint to Detroit and Dallas and grew employee base from 65 to
110 in the past 12 months.
3. Helped Nescafé achieve an 80% share growth last year.

Submit Executives as Speaking
Engagement Candidates
•
•
•
•

Visibility in the Industry
Client Outreach
New Business
Retweeting

Submit Executives as Speaking
Engagement Candidates
Hi Lorianne,
I’m Nadia of Multicultural Marketing Resources. I saw that you are involved in
the upcoming 2014 IMG World Congress of Sports Conference, and wanted to
recommend the head of a prominent Hispanic agency-PM Publicidad, Eduardo
Perez as a panelist or substitute panelist.
Eduardo is a Hispanic sports marketing expert, and would be a great
addition to any of the Sports related programming on the second day. I’ve
attached to this email, an article recently published by the Atlanta Business
Chronicle on Eduardo Perez.
He is also a local of Dana Point, and lives just five minutes away from the
conference location. I know you may have already selected panelists, however
let us know if you might consider Eduardo as a back-up, and I’d be happy to
make the arrangements with Eduardo.
Looking forward to hearing from you.

List of Speaking Engagements
Wanla Cheng - Speaking Engagements
2004
Citigroup, New York, New York
2004
National Association for Multi-Ethnicity in Communications, New York, NY
2004
Sears Diversity Day, Chicago, Illinois
2004
Proctor & Gamble - Asian American Market, Cincinnati, Ohio
2004
Association of Performing Arts Presenters, Pittsburgh, Pennsylvania
2004
Smith Barney/Citigroup – National Conference, New York, New York
2004
International Quality & Productivity Center – Multicultural Branding, NY, NY
2003
Wells Fargo Diversity Conference, Dallas, Texas
2003
Institute of International Research - Marketing Financial Services to Multicultural
Markets, New York, NY
2003
Strategic Research Institute - Multicultural Pharmaceutical Marketing, Princeton, NJ
2002
Folio - Annual Conference, New York
2002
Strategic Research Institute - Multicultural Pharmaceutical Conference, Princeton, NJ
2001
Strategy Institute – Marketing Wealth Management Services, Toronto, Canada
2001
Institute of International Research - Multicultural Marketing Research Forum, Coral
Gables, Florida
2001
Institute of International Research - Marketing Financial Services, New York
2000
5A's Conference - Research Panel - New York, New York
2000
Institute of International Research - Marketing to Generation X - New York

Plan, Execute and Host Events
• Entertain
• Educate
• Exposure

Plan, Execute and Host Events

Plan, Execute and Host Events
Zee TV to Hold Mini-Upfront Lunch & Learn Event to Inform Advertisers and Agencies
about the South Asian Consumer Market, June 24th, NYC
NEW YORK, June 14, 2011 -- Zee TV will hold a Mini-Upfront Lunch & Learn event in New
York City on Friday, June 24th, from 10:30am-1pm for advertisers and agencies to inform
them about the South Asian consumer market.
Participants will enjoy a sumptuous Indian buffet as they learn about the culture and
demographics of the South Asian/Indian market, the most affluent consumer group in the U.S.
A lively panel discussion will be held at the start of the event featuring experts from Nielsen, the
US Census, MetLife, DraftFCB and Kang & Lee. Then lunch, live entertainment, music, dance,
cooking demonstrations, henna hand painters and interactive displays will follow.
The event is programmed specifically for advertisers and agencies new to the South Asian
market. The panelists will address the value of the South Asian consumer segment: Growth,
Measurement, Demographic and Opportunity.
This highly educated consumer group, with a median annual household income of $90K, over
indexes the U.S. national average in every meaningful consumer category.
Nielsen-rated Zee TV serves as the ultimate source for all South Asian entertainment: gripping
dramas, engaging reality shows, cricket, Bollywood blockbusters and special events.
Zee TV recently hired top multicultural television sales executive Tom Marsillo as Senior Vice
President to oversee the network's efforts to expand into the general market.
For more information contact Lisa Skriloff, President, MMR, Inc. at
lisa@multicultural.com or 212-242-3351 or Tom Marsillo, Senior Vice President, Zee TV
Networks at tom.marsillo@asiatvusa.com or 646-745-9020. Visit www.zeetvusa.com.

Your Website – Suggested Content
•
•
•
•
•
•
•
•
•
•

About your Company
Bio
Q&A
Portfolio
FAQs
Press
Clients
Testimonials
Your Certifications
Contact

Class Exercise

Essentials on your website

Publish a Free Guide/Article to Offer

A Philosophy - For Current and Future Clients

A Philosophy - For Current and Future Clients

In Conclusion

Pick one idea to Implement every 3 months

THANK YOU!
Lisa Skriloff, President | lisa@multicultural.com
Multicultural Marketing Resources, Inc.
150 West 28th Street, Suite 1501 | New York, NY 10001 |212-242-3351
www.multicultural.com

Multicultural Marketing Experts www.linkedin.com/groups?mostPopular=&gid=143673
Multicultural Marketing Resources, Inc. https://www.facebook.com/multiculturalmarketingresources
Multicultural50 - http://twitter.com/#!/Multicultural50

