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Get Ready for the Good, the Bad and the Brutally Ugly
Marketing and Public Relations

Smart Girls: Did corporate just mandate you read a marketing book

and you're rolling your eyes? If you're one of our classified “smart girls”

— whether from corporate America or a business owner — then you

probably know that most marketing and PR books offer little excitement

or humor but do guarantee a “snooze-fest” or a trip to the “special

file” (a.k.a., the trash can). Here in the world of SMASH, we have a

wonderful surprise for you. Our marketing and PR book promises to
make you laugh, snicker, smirk or at the very least smile as we discuss the good, the bad and
the brutally ugly marketing perpetrated by the average professional. Drawing from years of
inspirational material, we are ready to educate executives, business professionals and owners
about every aspect of marketing, from online to social media — and from public relations to
business etiquette. SMASH provides practical takeaways, strategic marketing tips, inspirational
ideas and loads of laughs. One more thing, if you think we have referenced “you” as an
example of “bad” marketing you are most likely mistaken. Oh, no! Not us. Either way, we will
have security at all book signings.

U.S. $14.95
Canada $15.95
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3L Publishing offers a unique business model for authors, individuals and businesses interested
in publishing a fiction or non-fiction book or custom manual, guide or white paper. Our staff

of award-winning authors, writers and editors provides unsurpassed expertise to deliver an
end-to-end publication. We specialize in business, technical and engineering, education,
memoir, self-help, motivational, and inspirational books guaranteed to sell.

Our publishing services include:
Full-Service Writing
Ghost Writing
White Papers
Annual Reports
Manuals and Guides
Custom Publications
Magazines
Newsletters

Our marketing and public relations programs include:
Full-Service Marketing
Complete Public Relations
Comprehensive Media Relations
Marketing Collateral (e.g., brochures, postcards, etc.)
Graphic Design
Web Development

Call us today to set up an appointment at 916.300.8012
or send e-mail to info@3LPublishing.com.
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Meet Michelle Gamble-Risley (2L)
Michelle Gamble-Risley, Principal, M Communications, is an award-
winning author, speaker, marketing and public relations expert with over
20 years of experience in the communications field. She has worked as a
publisher, executive editor, director of custom publications and director of
marketing and public relations for a number of corporations. She fled the
corporate world (a.k.a, the loony bin) in 2006 to launch MGR Consulting
that recently merged with M Communications. She co-wrote SMASH to
give women entrepreneurs and executives a down-to-earth, humorous and inspiring guide to
thinking about marketing in a refreshing light. Michelle’s first book Second Bloom (www.second-
bloom.com) recently won the self-help category in the National Independent Book Awards and
placed in two categories of the Indie Book Awards.

Meet Michele Smith (1L)

Michele Smith, Principal, M Communications,

With over 10 years experience in high level marketing positions for

Fortune 500 companies, Michele specializes in project management

and strategic marketing plans for small businesses. As a Public Relations

expert, she has contacts at every regional and national broadcast media

outlet, including Harpo, the Today Show, and ABC National News.

Michele is an award-winning marketing professional, writer and public
speaker. As a public relations and marketing expert, Michele co-wrote SMASH because she
became tired and slightly annoyed with all of the redundant questions and mistakes small
businesses owners make in the marketing arena and thought by poking fun at the no-no’s out
there, she could help a vast majority of the business community who are clueless.
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FOR IMMEDIATE RELEASE Contact: Michele Smith
Tel: 916.230.8569
E-mail: michele@mcommunicationsinc.com
www.mcommunicationsinc.com

LOCAL RETAILER MARKETING SMART THROUGH STRATEGIC PARTNERSHIPS
A twist of fate, good fashion sense of a “smashing” new book bring together strategic partners

Roseville, CA July 8, 2009 — Sometimes stumbling onto good fortune combines dumb luck,
great fashion sense, and a really good book. Michelle Gamble-Risley and Michele Smith,
authors and owners of local marketing agency M Communications, recently had good fortune
shine upon them all because they love fashion — but not just any fashion. They love clothes
produced by national retail chain White House Black Market (WHBM).

Gamble-Risley, a regular WHBM shopper, came into the Roseville outlet to purchase a dress
— the gown she would wear on the cover her and Smith’s new book SMASH: A Smart Girl’s
Guide to Practical Marketing and PR. As she was checking out, the store manager recognized
her from a recent television appearance to promote her first book Second Bloom. This spark of
recognition prompted Gamble-Risley to share that her beautiful new black dress would not only
adorn the cover of SMASH , but also each book cover in the forthcoming series would feature
Gamble-Risley and partner Smith dressed from head-to-toe in WHBM clothes, shoes and
accessories.

This admission prompted the manager to ask if Gamble-Risley would allow WHBM to use

the book cover in an advertising campaign — and it snowballed even further. WHBM saw the
SMASH'’s book cover and quickly extended an invitation to host a book launch party. In fact,
WHBM will host the celebration on Sunday July 19, from 5pm - 8pm at the Fountains location
based in Roseville, Calif.

SMASH is not your typical marketing book that authors Gamble-Risley and Smith label as
“snooze-fests.” “We wrote SMASH because the world needs an entertaining marketing book,”
said Gamble-Risley, SMASH co-author and principal of M Communications. “We work with
many startup companies and wrote our book to educate by defining marketing and pointing out
the brutal disasters that are out there.”
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SMASH is laced with humor and sarcasm to help define in a playful but informative way all
marketing media from websites to public relations to social media. The authors wrote SMASH
for the entrepreneur, marketing professional, small business owner, and generally anyone in
need of a good laugh. At the WHBM launch party, guests will enjoy hors devours, champagne,
as well as the first opportunity to purchase SMASH and meet the authors.

“White House Black Market is our official company wardrobe,” said Michele Smith, SMASH
co-author and principal of M Commmunications. “We are thrilled to celebrate our first book
launch in a White House Black Market store.”

“Our store has been busy despite the current market conditions,” said Jen Brewster, store
manager, White House Black Market. “We are very excited to throw the SMASH launch party
in our store. Both authors our huge fans of our product line and even wore our clothes on their
book cover.”

Gamble-Risley and Smith also wish to acknowledge and thank other event sponsors:

Domino Events, which offers business events, training, special events, fundraisers ...
Domino Events will make them fall into place. Let us create and deliver your next successful
event. For more information, call Tamara Wilson at 916.737.1499 or log onto their website:
www.DominoEvents.biz.

And Exquisite Esthetics by Cheryl offers customized skin treatments, microdermabrasion, lactic
acid and enzyme peels, body wraps, cellulite treatments, make-up, spray tanning, and waxing
services. Call Cheryl today to set up an appointment at 916.721.6500 or send her an e-mail
at cmullick@surewest.net.

The party is open to the general public and press. If you would like to conduct an interview,
contact Michele Smith at 916.230.8569.
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Q. What is SMASH: A Smart Girls Guide to Practical Marketing and Public Relations?

A. SMASH is a marketing book designed to help marketing professionals, small business
owners, and anyone in need of a really good laugh understand the fundamentals of the business
without putting them to sleep. Unlike most marketing books, SMASH is guaranteed to make
readers snicker, laugh or at the very least smile as they read about real-life marketing disaster
stories and then discover what “smart girls” would do make their campaigns winners.

Q. What takeaways will readers get from SMASH?

A. SMASH defines all marketing media, outlines key strategic principles, and discusses how to
effectively create winning marketing and PR campaigns. The authors use humorous examples
of really bad marketing gone wrong and then present down-to-earth concepts that show how to
fix it. They blend common sense, humor and plenty of sarcasm to make their points and steer
SMASH away from becoming another one of those boring, dry and useless business books
people use to adorn their book shelves but never really read.

Q. Where can | buy a copy of SMASH?
A. SMASH can be purchased online at the following websites: www.smartgirlsguideonline.com,
www. 3lpublishing.com, www.amazon.com, and www.barnesandnoble.com.

Q. Are the authors professional comedians?

A. No, but they think they are pretty funny and so do their readers of the weekly newsletter
M-Dash and First Word. Both authors are qualified speakers with a dash of entertainer thrown
in to keep audiences engaged or at least mildly amused. Their presentation highlights real-life
marketing disasters and provides plenty of tips of how to fix the mess.

Q. How can | get a signed copy of SMASH?

A. If you are a friend, you are most likely have been invited to the launch parties. If not, you can
meet the authors at book signing near you. If you are planning to harass the authors and accuse
them of writing about you be warned ... there will be security at the book signings.
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Cﬂmﬂaﬁm 5 - Sociad, Media Not
the Next Fronbion for Teen Sex

“Social media is like teen sex.
Everyone wants to do it. No actually knows how.
When finally done, there is surprise it’s not better.”
~ Avinash Kaushik

The marketing world is all a “Twitter” about the new hot viral marketing tool social
media. Like so many of our fair ladies, we have only recently put our arms around the
various social media so we won't flatter ourselves that we could rent to own MySpace.
We will put our own special marketing perspective on it and give you a few cautionary
tales along the way. And we want to officially coin the term “social-media-ize” right

here — because we can (we copyrighted SMASH ... so nah-nah).

We realize a small minority of Gen X and Baby Boomer women tinker with social
media and for the most part, the majority of women still don’t know if a “Twitter”
comes from a bird. So for the record, what is social media? Social media offers gen-
erally a free Internet-based place to share and discuss information among friends,
colleagues and associates. Some big-head marketing gurus suggest social media sites
take the place of websites (ah, that would be a “big” NO ... because as you know
from our ranting your website is a must-do priority). Social media can add to your
Web presence asin: 1 + 1 = 2 and maybe 3 or 4 if you hang out at all of the social
media joints.

What are the social media joints? The big ones include:
* MySpace

* Facebook

* LinkedIn

* Twitter

We've tried them all and will share our reviews from a marketing perspective in a
moment. The primary takeaway: Choose your social media site with great care toward
your purpose. Do you want to use it to play, flirt and post salacious photos of yourself
dancing and kissing other girls (won’t your boss be proud)? Then we're going to steer
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you toward the safe “place” to be risqué (and we don’t recommend posting any sort of
controversial pictures of yourself dancing on tables or kissing donkeys). Oh, we're not
goody-goody so please don't be thinking, “You're bores!” No, girlfriends we're smart!
We know better. We kiss our donkeys in private!

MySpace - The Great Teen Sex Panty

How old do you have to be to figure out that posting your teen sex party on MyS-
pace could get you expelled from school? Seriously, we marvel over teenagers who
quit wrecking cars and start crashing their images instead ... on MySpace. Oh, and
our personal favorite: the girl-on-girl fight action. Yeah, baby! Oh, wait is that You-
Tube? No, the absolutely irresponsible and dare we say stupid teenagers who use
MySpace to do everything from hook up to make a list of who will get pregnant with
Joe's baby.

So what's our point about using MySpace to market and teen pregnancy, you ask?
Do | have to tell you? Okay fine. Teenagers and Gen Y adore MySpace. Older folks who
have a MySpace page go for the “pick-up” scene. How do we know? Well, we posted
a MySpace profile and within a few hours old boyfriends showed up, wondering what
ever happened to us? Yeah, right buddy. Go take a hike to Classmates.com. We don’t
recommend MySpace for serious-minded business2business marketing unless you
want to reach a much younger demographic. And then it should be business2con-
sumer marketing since most people under the age of 20 don't own businesses. On
MySpace, you will have a pretty interested target market crashing on their buddy’s
virtual sofa and shooting the breeze with other Hush Puppies (see ... they wouldn't
even know a Hush Puppy from a Daf Marten).

Your primary marketing tool on MySpace involves one thing: MySpace advertise-
ments (think Google ads) for the Gen Y set. MySpace ads much like Google ads may
confound your marketing person. It's not a simple pay-for-play situation ... well, sort
of. You “bid” on ads and the number of hits determines the cost. So (if this makes any
sense) you bid $500 for an ad and once the hits reach that value, they turn the ad off
like a faucet. Got it? Hard to grasp ... and we don't know how valuable, as we avoid
MySpace. With that let's move on to the perennial favorite.
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3L is... NOT Sharing Ridiculous Facebook Minubia

Oh, Facebook we love you. Unlike its forefather, Facebook generally does not ap-
peal to the “tweens” or sex-crazed singles looking for hot bods. Scary! We once
searched for an old friend who turned out to be gay and to our shock (and some might
say “horror”) our now-homosexual old friend had some ... how shall we say this deli-
cately? Explicit male photos on his page. Why does this matter? Whether on MySpace
or Facebook, which does attract business-minded Gen Y, X and Boomers, you might
want to rethink such “candid” photography ending up on your page.

Facebook is a really great virus you want to catch. If you have enough “friends”
on your list you can make broad announcements — and these go out instantly to
your universe of current and prospective “friends” (a.k.a., clients and customers).
Your “peeps” can tell their “peeps” and you've spread the best virus ever. We used
Facebook to tell everyone about the day Oprah/Harpo productions called on 2Ls first
book Second Bloom to basic announcements about progress made on PR campaigns.
Drop the “O” bomb friends and watch the fire burn among your Facebookers. They
will react, dance and strip naked.

No worries about building your Facebook profile either. You need these handy tools
on-the-ready:

* A great headshot — and yes, it can be personable
* Clean copy to upload about you and your business
* Some fun photos — preferably no table-dancing shots

SMART GIRLS: Do not mistake a Facebook profile
uk _ for a website in terms of power and importance.

No joking here.

We also love the “groups” capability. You can form a group, post background in-
formation, invite friends, create announcements/events, and post comments (think
blog). We formed a group for Second Bloom, which came in handy when we held
workshops. We could rapidly announce and market to our friends. Speaking gigs ...
same thing. Facebook groups have a hair-trigger response, which is just perfect.
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Facebook offers fantastic ease-of-use. It guides you through your profile upload and
over time the tools become second-nature. Less computer-savvy girlfriends may hit
some stumbling blocks but tinker and overcome. Worst-case scenario, hire a social
marketing expert to give you pointers; however, you will need to maintain your profile
regardless so you might as well learn it.

Okay, so we shared the best of Facebook ... now let's cover the worst way to use
Facebook to push away business. Please with a cherry on top do not post horrible,
horrible drivel. Jane is drinking coffee. No friends. Coffee is let us spell it for you, b-o-
r-i-n-g. Who gives “a-you-know-what” if you're drinking anything at all let alone your
morning cup? Then our personal favorite, “Betsy is reading to her children.” Really? |
want to know what Betsy is reading her kids while she writes on Facebook ... hmm
... is she reading Facebook postings? Oh, we hope not.

Our point: You don't look terribly clever or interesting posting mindless minutia on
Facebook. Remember, a community of your peers and associates will read it and think
... you're not clever or interesting. Make your posts work for you like we described
earlier about Oprah. Attract positive attention and interested readers. Spread the word
about your business and increase visibility. Posts about your daily caffeine intake will
not be read much less commented upon. You waste your time and you waste your
short-lived reader’s time. Hey, do you think you can get in a fight and “un-confirm”
friends? | think in the real world that's called “rejection.”

And finally, this warning comes from an eWomen Network executive director: Face-
book should not be your sole place to do virtual business. In fact, you might want to
carefully consider how much you promote your profile if you have unwanted revelers
“tagging” your pre-professional party days. A picture of Sue chugging beer from a keg
won't go over well with Sue's prospective client or boss. Or even worse, Sue falling
down drunk in the bushes in front of Chico State frat house won't build Sue’s reputa-
tion as a serious business woman. So buyers beware: You could be tagged at any-
time and receive some unwanted attention. Considerable thought should be given to
whether you choose to keep your Facebook profile personal or professional, meaning
don't confirm professional associates as friends if you wish to keep it private — and
even then be careful.
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| read somewhere that everybody on this planet is separated by only six other
people. Six degrees of separation between us and everyone else on this planet. The
President of the United States, a gondolier in Venice, just fill in the names.
- Ifind it A) extremely comforting that we're so close, and B) like Chinese water
torture that we're so close because you have to find the right six people to make the
‘ right connection ... | am bound to everyone on this planet by a trail of six people.

~ Six Degrees of Separation

LinkedIn emerged around the same time as Facebook or maybe before. No histori-
cal relevance so we won't research that question other than to say LinkedIn offers
another business connection social-media gathering spot. LinkedIn is your “sensible”
business networking venue. You won't find frivolous banter or outrageous photos and
video. You will find an array of headshots and staid profiles to match. We would say
LinkedIn is more like an interactive resume.

What does LinkedIn have going for it? Safety, security and a steady paycheck ... no
wait! Sounds like a government job. Well, it comes off like a human resources depart-
ment where your name can be linked to your references. You can volunteer or ask for
a reference to be posted by clients. We do have our profiles posted but to this day —
and it's roughly a year from original posting — we can’t brag about any business won
from LinkedIn references. Maybe we're not using it right. (We probably just invited
a deluge of LinkedIn “fan” mail protests.) LinkedIn has a wide array of networking
groups you can join which helps you spread the word about your business. We were
able to market M Communications internationally. Like any networking group, the
main goal is to join groups that are a good fit for you and participate in online discus-
sions. Reminder: Business groups are to discuss business and not fall fashion.

We can't give you any LinkedIn cautionary tales. The media is just too humdrum to
invite wild photos and slightly obscene video posts. If you have little patience for what
“Sue is doing” at any given time and you want to avoid any unwanted “tags” being
connected to your name, LinkedIn offers the perfect RV campground. You will be able
to see your neighbors (maybe too closely) without having to socialize with them. If you
want you can peek out the window once in a while just to see what’s going on.
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We fﬂwu@“ "7wiff0\w@ " Meant, Yow were Parakeet?!

We want to give a callout to a dear friend of ours who introduced us to the term
Twitter. One evening during a networking event said friend mentioned her new pastime
playing on Twitter. Our ears perked and thoughts of birds chirping and Uncle Ramos
singing “Zippy Do Da” came to mind. What “twitters” anyway? We soon discovered
that when you “tweet” you pretty much chat in a vast public chasm where the “tweet
echoes throughout all eternity” (okay, are we bugging you now with movie references
... just tell us to stop). And apparently your friends become your “Tweeple” — this
according to friend and fellow writer J.T. Long.

So far we have no love-loss for Twitter. We're just not “Tweety” birds and need a
lot more room than quick snapshots of dialogue to make our point. We're marketers
and writers, what do you expect? So who “Twitters?” Not totally sure about the demo-
graphics quite yet. We can assure you men don't Twitter. Men don’t want anything to
do with anything related to “chirping.” Can you imagine this conversation?

“Hey, Fred | saw you on Twitter last night,” says Bob.

Bob folds his arms, eyebrows raised ...

Bob is from the NASCAR crowd and doesn’t go for “girly” stuff — and any word
with the syllables “twi” and “tter” does NOT attract “manly” men. So readers note:
Any intent to reach the male demographic will be wasted — and not because a few
do “Twitter” but none will admit it. Truth is young males in love with PC games such
as Ultima Underworld sure don't “tweet” to each other. So, we're left with young girls
and female Gen Y, X and a few Hip-to-be-Square Boomers. In fact, our friend who
introduced us to the term could be categorized in the Boomer demographic. We feel
completely confident to suggest that the majority of Twitter fans fall under age 25 —
better known as the “text” generation.

These gals love to text anything and “Twitter” definitely requires refined texting
skills complete with the non-words and gibberish. Text typing replaced good, old-
fashioned typing skills. Ever watch Gen Y text with their fingers moving in rapid
tempo, tiny keyboard memorized? Who has a clue how they do it. Now give “Gen-
eration Text” a quick-and-dirty medium to banter back and forth — and you've got
text heaven or better defined as “Twitter.”

In our ever-changing social-media world, we will probably Twitter and meet some
more “Tweeple”, but for now we'll just hang our shingle on Facebook, which leads
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to a major point. Not that you can’t “social-media-ize” in every outlet but for real re-
sults we suggest you pick one and stick with it. Why? If you disperse your marketing
efforts across different social media you will ultimately lose track of feedback and
response. It has become, “So many social media so little time.” Social media cre-
ates intimacy and friendships and builds relationships, much like business-relation-
ship building versus cold calling — especially for service industries. Commoditized
products are another story. So getting overwhelmed and lost in your social-media
outlets creates relationships that drift into mostly nothing — hence, no real results.
Whether you chose to Twitter or Facebook or LinkedIn, do make a choice and focus.
Warning: Do not spend all of your time online people! Do not forget you have a busi-
ness to run as well.
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