Trademark Trial and Appeal Board Electronic Filing System. http://estta.uspto.gov
ESTTA Tracking number: ESTTA565879

Filing date: 10/18/2013

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

Proceeding 92058032

Party Defendant
Paradise Media Ventures, LLC a/k/a d/b/a Interactive Media Ventures, LLC a/k/a
Social Media Marketing University

Correspondence PARADISE MEDIA VENTURES LLC
Address 4755 WEBB BRIDGE ROAD, BOX 5394
ALPHARETTA, GA 30005

UNITED STATES

Submission Other Motions/Papers
Filer's Name Ryan L. Isenberg

Filer's e-mall ryan@isenberg-hewitt.com
Signature /ryan isenberg/

Date 10/18/2013

Attachments Motion for Filing.pdf(857006 bytes )



http://estta.uspto.gov

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

NATIONAL INSTITUTE FOR )
SOCIAL MEDIA, ) Cancellation Proceeding
)
Petitioner, ) No.: 92058032
)
V. )
) Registration (Supplemental)
)
PARADISE MEDIA ) No.: 4208089
VENTURES, LLC, )
)
Registrant. )

MOTION TO SUSPEND PROCEEDINGS
AND EXTEND TIME TO FILE ANSWER

COMES NOW, Paradise Media Ventures, LLC. (“Registrant”) and herein
files this Motion to Stay proceedings, and shows the Board as follows:
1. Trademark Rule§2.117(a) provides that
Whenever it shall come to the attention of the Trademark Trial and
Appeal Board that parties to a pending case are engaged in a civil
action which may be dispositive of the case, proceedings before the

Board may be suspended until determination of the civil action.
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The rule stated above is the long standing policy of the Board. 2003 TTAB
LEXIS 11 (Trademark Trial & App. Bd. Jan. 16, 2003).

Registrant filed an action against Eric Mills on March 27, 2013, in the
United States District Court for the Northern District of Georgia Civil
Action File No. 1:13-CV-01003-TWT (“the Complaint™). Registrant
subsequently filed an Amended Complaint on September 3, 2013 (ECF No.
7). A copy of the Amended Complaint is attached hereto as Exhibit “A.”
Mills has filed a declaration in the District Court action in which he avers
that he 1s the President and Founder of Registrant, and that the allegations in
the Complaint against him are really based on the activities of Registrant. A
copy of the Declaration is attached hereto as Exhibit “B.”

For purposes of claim or issue preclusion, Mills and Petitioner are in privity.

See John W. Carson Found. v. Toilets.com, Inc., 2010 TTAB LEXIS 226

(Trademark Trial & App. Bd. Mar. 25, 2010) (4 person who is not a party
of an action but who controls or substantially participates in the control of
the presentation on behalf of a party is bound by the determination of issues
decided as though he were a party. See also 18A C. Wright, A. Miller & E.
Cooper, Fed. Prac. & Proc. Juris. § 4451 (2nd ed. 2009)).

The Complaint involves the mark Petitioner seeks to cancel. See Ex. A 2.
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10.

11.

12.

The Complaint alleges unfair competition under the Lanham Act. See Ex.
A. 941.

Petitioner filed the instant cancellation proceeding with the Board on
October 17, 2013.

Petitioner seeks to cancel the registration at issue on grounds that can be
raised and decided in the District Court action. See Petition 913, 16.
Because the outcome of the District Court case may be dispostive of the
issues raised in the cancellation proceeding, the Board should suspend this
proceeding pending a resolution of the civil case between the parties.

The Answer to the pending petition is due on or about November 26, 2013.
Registrant seeks a suspension of the proceeding under TMP §510.02(a) and
a stay of any requirement to plead in response to the Petition until further
order.

Respectfully submitted this the 18™ day of October, 2013.

/s/ Ryan L. Isenberg
Attorney for Registrant

Isenberg & Hewitt, P.C.

7000 Peachtree Dunwoody Road, NE
STE 15-100

Atlanta, Georgia, 30328
770-351-4400 (Voice)

770-828-0100 (Fax)
ryan@isenberg-hewitt.com

Page 3 of 4


mailto:ryan@isenberg-hewitt.com

Certificate of Service
This is to certify that [ have this day served the within and foregoing Motion
by delivering a copy of same via electronic mail and regular, first class mail with
adequate postage affixed thereto, and addressed as follows:

Christopher M. Dolan
Andrew J. Avsec

Brinks, Gilson & Lione

455 N. Cityfront Plaza Drive
Chicago, IL 60611-5599
cdolan@brinksgilson.com
Aavsec@brinksgilson.com

/s/ Ryan L. Isenberg
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IN THE UNITED STATES DISTRICT COURT
FOR THE NORTHERN DISTRICT OF GEORGIA
ATLANTA DIVISION

PARADISE MEDIA
VENTURES, LLC

d/b/a Interactive Media Ventures
a/k/a Social Media Marketing
University

CIVIL ACTION FILE

NO. 1:13-01003TWT

Plaintiff,

N N N N N N N T N N N

ERIC MILLS

N—r
SN— N

Defendant.

FIRST AMENDED COMPLAINT FOR UNFAIR COMPETITION
AND DECEPTIVE TRADE PRACTICES

COMES NOWParadise Media Ventures, LLC d/b/a Interactive Media
Ventures a/k/a Social Media Marketing Univerditylaintiff”’) in the abovestyled
action, and herein files this First Amended Complaint for Unfair Competition
and Deceptive Trade Practices against Eric Mills (“Defendant”) and shows this

Court the following:
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The Parties, Jurisdiction and Venue

1. Plaintiff is a Georgia Limited Liability Company. Plaintiff's sole member is
a citizen of the State of Georgia.

2. Plaintiff is the owner of the service mark CERTIFIED SOCIAL MEDIA
STRATEGIST, registered on the Supplemental Register of the United States
Paent & Trademark Office with registration number 4208089.

3. Plaintiff operatests businessnd uses the CERTIFIED SOCIAL MEDIA
STRATEGIST service marglobally on the Internet.

4. Defendant is an individual who is a citizen of the State of Minnesota.

5. The condut of Defendant has caused great harm to Plaintiff's business well
in excess of $75,000.00.

6. Defendant has, as more fully described herein, created and maintained an
active websitéand internet presence targeted to harm Plaimiffdivert
Plaintiff’'s potential customers

7. Defendant has transacted, and continues to transact business in Georgia by
marketing its courses to Georgia residents

8. Specifically, Defendant has offereghd/or & offering,directly, or through

agentsgcourses relating to its Social Media Strategist certification at Atlanta

1 Seehttp://nismonline.org/certification/
2
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Technical College located in Georgia, and Columbus State University in
Georgia. Copies of online marketing materials relating to these courses are
attached hereto as Exhibits “B” af@d.”

9. Defendant has prominently promoted its course offering at the upcoming
Social Media Shak&lp Conference at the Atlanta Hyatt Regency Hotel.
See Exhibit “D.”

10.As a result of the allegations set forth herein, this Court has personal
jurisdiction over 2fendant.

11 As a result of the allegations set forth herein, this Court has federal question
subject matter jurisdiction und2s U.S.C81338

12 As a result of the allegations set forth herein, this Court has diversity of
citizenship subject matter jurisdicti under 28 U.S.C. 8B2(a)

13.As a result of the allegations set forth herein, venue is proper in this Court

under 28 U.S.C. §1391.
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PLAINTIFF'S BUSINESS AND USE OF THE SERVICE MARK

14. Social Mediarefers to the means of interactions among people in which
they create, share, and exchange information and ideas in virtual
communities and networks

15.Social Media include populavebsites and services such as FACEBOOK®,
TWITTER®, PINTEREST®LINKEDIN®, etc.

16 LINKEDIN® was launched in 2002, FACEBOOK® was launched in 2004,
TWITTER® was launched in 200@ndPINTEREST®waslaunched in
2010.

17 Plaintiff hasbeen at the forefront of developing methods forube and
management of Social Mediacluding traning and certifying individuals
that use and manage Social Media.

18 Plaintiff providestraining, certification, and consulting to individuals and
companies usin§ocial Media tananage and improvenage perception,

visibility, leads, sales and market share

? http://en.wikipedia.org/wiki/Social_media#cite_1e{Ahlqvist, Toni; Back, A.,
Halonen, M., Heinonen, S (2008). "Social media roadmaps exploring the futures
triggered by social mediaV/TT Tiedotteita - Valtion Teknillinen Tutkimuskeskus
(2454): 13 Retreved 9 December 2012

4
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19.n addition to providing Social Media consulting services, in 2009, Plaintiff
createchumerous courses, programs, and trainingthersof themethods
and strategiets has developed

20.The purpose of the training, programs, and courses was to cstatelard
in the marketplacby which others couldsePlaintiff's knowledge,
methods, and strategieBlaintiff identified those who completéid
comprehensive prograns a CERTIFIED SOCIAL MEDIA STRATEGIST

21 Plaintiff has been continually using the seevmark CERTIFIED SOCIAL
MEDIA STRATEGIST since at least May 2009.

22.In August 2009, Plaintiff registerexbitifiedsocialmediastrategist.com,
which has continuously identified Plaintiff's training and certification
programsunder the CSMS mark

23 Plaintiff owns thetrademark registration for the design and word mark
CERTIFIED SOCIAL MEDIA STRATEGIST SMM UNIVERSITY
CERTIFIED, which was filed in May 2010See USPTO Serial No.
850410830nly CERTIFIED SOCIAL MEDIA STRATEGISTwas
intended to be registergdutthrough a miscommunication with counsel, the

entirety of the logo itself was submitted for registration.



Case 1:13-cv-01003-TWT Document 7 Filed 09/03/13 Page 6 of 11

24 Plaintiff offers a rigorous and structured certification course for which it
charges tuition of approximately3®9700.
25.Plaintiff has expended significant time, effort, and resources in promoting its
CERTIFIED SOCIAL MEDIA STRATEGIST“CSMS”) certification
course, which has acquired secondary meaning in the minds of the relevant
public.
26 Approximately 115,000 people hagempleted Plaintifis CSMS traimg
and certification program since 2009
27. Plaintiff has won numerous accolades and been recognized for its programs
relating to the CSMS mark, including:
a. Winner of the International Business Awards "Best Global Training
Site
b. Votedby MASHABLE® asone of tle Top Social Media Services for
Small Business Globally
c. Awarded Social Media Marketer of the Yearthg Technology
Association of Georgia
DEFENDANT'S USE OF THE CSMS MARK
28.Defendant operates a business under the name National Institute for Social

Media.
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29.Defendant registered its domain nismonline.org in July 2011.

30.nitially, Defendant referred to its Social Media program &=Hified
Master of Social Medias demonstrated in Exhibit “A.”

31.In 2012, prior to starting to use the CSMS mark, Defendanawase of the
Plaintiff's certification course and Plaintiff's lorgjanding use of the CSMS
mark.

32 Defendant had considered other possible names for his certification course
graduate, but despite being aware of Plaintiff's use of the CSMS mark,
decided to dopt CSMS to identify his course certification.

33.Defendant has been using the CSMS mark on his website, and in various
Social Media outletsDefendant offers its CSMS course for as little as $295.

34 Moreover, Defendant promotes and sells his course thratixgin education
providers. For example, the course is available at Merced College for as
little as $395

35.Individuals are using the CSMS mark in identifying themselves. For

example, Kay Roseland identifies on her TWITTER® profile that she is a

*http://merced.augusoft.net/index.cim?method=ClassInfo.ClassInformation
&int_class _1d=27105
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CSMS. Adlitionally, Nick Rosener similarly claims to be a CSMS in his
Linkedin® profile?

36.While Plaintiff spends considerable time training its program participants in
the various facets of Social Meafore conferring the CSMS designation
Defendant is effectely selling its certifications as a commodagdfurther
causing confusion by selling a course allowing others to then certify their
own students.

37 As a result of the foregoing, Defendant’s use of the CSMS mark is likely to
cause confusion among current students, prospective students, program
graduatesgducational institutionand businesses that identify Plaintiff’s
CSMS certification as an industry standard.

COUNT ONE -UNFAIR COMPETITION UNDER THE LANHAM ACT

38 Plaintiff incorporates paragraphs3¥ above as if fully set forth herein.

39.Defendant’s unauthorized use of Plaintiff's CSMS mark has caused
confusion among those consumers who are interested in CSMS certification
coursesr rely upon Plaintiffs CSMS designation

40.As a result of the confusion, Plaintiff has been, and continues to be,

irreparably harmed. If Defendant is not compelled to cease and desist from

4 See https://twitter.com/ KayLoirehttp:/Mww.linkedin.com/in/nickrosener
8



https://twitter.com/KayLoire
http://www.linkedin.com/in/nickrosener

Case 1:13-cv-01003-TWT Document 7 Filed 09/03/13 Page 9 of 11

further use, the value of Plaintiffs CSMS mark and associated goaaill
be severely reduced.

4115 U.S.C. 8125(a) provides remedies to pastwhose unregistered marks
are infringed or confusingly imitated by others

42 In additionto injunctive relief,Plaintiff is entitled to recover damages in an
amount to be proven with certainty at trial.

COUNT TWO - Georgia Uniform Deceptive TradePractices Act

43 Plaintiff incorporates paragraphsi2 above as if fully set forth herein.

44 Defendant’s use of the CSMS mark in connection with its certification
course is likely to cause confusion as to affiliation, connection, association
or certification with or by Plaintiff.

45 Defendant’s use of the CSMS mark in connection with its certificati
course is likely to cause confusion with Plaintiff's CSMS nmasko source,
sponsorshipor approval

46.The use of the CSMS mark by Defendant constitutes a false representation
that its course certification is of a similar quality or grade as Plaintiff's

CSMS certification.
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47 As a result of the foregoing, Plaintiff has been, and continues to be
irreparably harmed, and Plaintiff is entitled to relief pursuant to O.C.G.A.
810-1-373.

WHEREFORE, Plaintiff demands judgment against Defendant as follows:

As to Count One, Plaintiff prays for the following:

(A) Temporary, Interlocutory, and Permanent Equitable Relief, and,

(B) All damages as allowed by law, and;

(C) All other relief deemed necessary and just.

As to Count Twoplaintiff prays for the following:

(A) Temporary, Interlocutory, and Permanent Equitable Relief, and;

(B) All costs as allowed under O.C.G.&10-1-373, and,;

(C) All other relief deemed necessary and just.

Respectfully submitted this t18¥' day of Septembef013.
/$ Ryan L. Isenberg
Attorney for Plaintiff
Georgia Bar No. 384899

Isenberg & Hewitt, P.C.

Attorneys at Law

7000 Peachtree Dunwoody Road

Building 15, Suite 100

Atlanta, Georgia 30328

770-351-4400 (Voice)

6789907737 (Fax)
ryvan@isenberdnewitt.com

10
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Certificate of Service

This is to certify that | have this day filed the within and foregoing Amended
Complaint using the CNECF System, which will electronicalbjeliver notice to
the following counsel of record:
W. Scott Creasman, Esq.
Taylor English Duma, LLP
1600 Parkwood Circle, Suite 400
Atlanta, Georgia 30339

This the & day of September, 2013.
/s/ Ryan Isenberg

11
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Thisimage is a screen capture from archive.org taken on September 26, 2011.

el

http://nismonline. org/certification Go |
16 captures ‘J

The MISM Certified Blogger (CB) examination is our entry-level competency evaluation and is designed for those who are active in the
blogosphere, and would like to add a professional credential to their resume or portfolio

The NISM Certified Community Manager {CCM) examination is designed those who have already obtained their Community Manager (CCM)
credential and are interested in demonstrating that their skills are up to the standards of our professional-level competency evaluation

Certimed Master or 50 | Viecha (LIS

The Certified Master of Social Media® (CMSM) certification examination is an elite designation for those who have already earned the SMP
designation, are highly experienced and will lead the social media industry into the future

EXHIBIT “A”



Atlanta Technical College

1of3

http://www.yougotclass.org/courses.cfim/Atlantatech/NISM-Sociathi..

Case 1:13-cv-01003-TWT Document 7-2 Filed 09/03/13 Page 1 of 3

#” ATLANTA TECHNICAL COLLEGE

Other Online
Certificates and

Courses

i..__ XTI
R4 Add Course

QCaII us at:

855-UGotClass or
715-503-4592

| Send email to:

leslie

lern.or

NISM Social Media Strategist Certification

The National Institute for Social Media
Social Media Strategist (CSMS) certification
preparation course will put you at the
forefront of social media in business today.
It will not only provide you with the
knowledge and skills you need to become
proficient in strategic social media
methodologies, but it will also prepare you
to take the NISM Social Media Strategist
certification examination.

This course will outline the strategic
qguestions that every business must consider
in order to find the right mix of tools and
engagement. Each organization is different,
and the social media strategy for any
business should reflect its goals in order to
succeed.

Before taking this course, you will need to
take the first two courses in the Social
Media for Business series and take the third
course before or while taking this course.

Six week course, Eric Mills, instructor.

$245

Course Outline

Unit 1

Strategic Planning in Social Media
-Understanding the broad strategies of
social media strategic planning
-Determining how social media can best be
leveraged for your organization

-Key performance indicators for social
media activities

-Evaluating social media tools for
effectiveness

Unit 2

Social Media Legal Com pliance and
Governance

-Developing policies and determining legal
limitations

-Defining when and where not to participate
in a conversation

-Monitoring your organization’s ‘Terms of
service’

-Protecting your organization’s intellectual
property interests

Next offering(s): .
September 3 - October 11 .,_?
$245

Ave. hours 24, 2.4 CEUs/ | LUs

About Your I nstructor

Throughout his career, Eric Mills has
been creating unique training experiences
that transform organizations, employees,
and students. As the founder of the
National Institute for Social Media, Eric
helps those who are passionate about social
media find the core skills and confidence
they need to develop a new career in the
social media industry.

Prior to founding the National Institute for
Social Media (NISM), he was an education
program director, responsible for
developing high-quality training programs in
a variety of industries including
manufacturing, health care and information
technology. An avid marathoner and
triathlete, he completed the Coeur D’Alene
Ironman triathlon, the world’s longest
triathlon event.

Course Objectives

The objectives of this course are to help
participants be well-prepared to:

8/22/2013 9:33 M
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-Coordination of social media projects and
campaigns

-Acquiring key talents

-Designating and delegating personnel for
social media activities and interactions
-Developing a daily action plan

-Adjusting activities in response to

com petition

Unit 4

Social Media Marketing

-Priming the marketplace and gauging
audience interest

-Preparing for campaigns via internet-
driven technology

-Segmenting your core audience

-Offering social media content perceived as
being valuable

Unit 5

Community Management

-Ensuring a smooth flow of communication
with your customers

-Gathering feedback for further products or
services

-Reacting to unexpected situations
-Interpreting customer needs and questions

Unit 6

Social Media Research & Analytics
-Real-time feedback and monitoring
solutions

-Monitoring appropriate analytics
-Quantifying online traffic/impressions
-Optimizing key performance indicators

®About online learning

Online learning is a fun, enjoyable and very
productive way to learn. Millions of people
are learning online each year. You will
engage with the instructor and other
participants. You will get to know your
instructor and other participants. You may
make friends. It's easy. It's fun.

=%
- How the Course Works

It is easy to participate in your online
course. After you register, you will be
given a web address to go to get into your
online classroom. You will have a
password and use your email address and
password to gain access.

Once inside the online classroom, here’s

_ Privacy | Terms @

e Sit for the NISM-certified Social N
Strategist (SMS) certification exam

e Use the tools and utilities of common
social media platforms

e Develop a social media strategy tied to
an organization’s goals

e Enhance an organization’s online
presence

e |nteract effectively on behalf of an
organization in an online environment

Course Outcomes

Participants who complete this course will
be able to:

e Use NISM techniques to create an
effective social media strategy

e Understand the legal and ethical
landscape as it pertains to social media

e Create a comprehensive social media
marketing plan

e Delegate and manage resources for a
social media campaign

e Build an online community around an
organization’s brand, product or
service

e Report results and demonstrate value
of social media to organizational
leaders

« Completion Requirements

8/22/2013 9:33 M
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what you can expect.
| = ]

——Participate when you want

You can participate any time of day or
evening. The online classroom is open 24
hours a day, 7 days a week.

There are no live real-time requirements
or meetings. You decide when you
participate.

For the best learning, participants should
log into the course on 2-3 different days of
the week.

E,yWhat you will do

For each Unit, you will:

e Read the print readings (about 20
pages a week)

e Have the option of accessing the online
readings

e Listen to the audio presentation for the
Unit and view the slides

e Have the option of taking a self-quiz to
see how much you have learned

e Engage in written online discussion
with your instructor and other
participants

For best learning, you should make one or
more comments at 2-3 different times each
week.

The content (readings, audio lectures,
slides) and self quizzes are accessible for
the entire course, so you can work ahead,
or go back and review again, at your
convenience.

L9
-~ Discussion

The Discussion for each Unit lasts one
week. All comments are made in writing
and can be made at any time of the day or
night.

Your instructor will log into the Discussion
area at least once a day and answer
questions, make comments, and respond
to comments by you and the other
participants.

We encourage you to make 2-3 comments
each week to maximize your learning and
enjoyment of the course.

It's easy. It's fun.

8/22/2013 9:33 M
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PROFESSIONAL DEVELOPMENT | Business

Inbound Marketing
Certificate @P

Inbound marketing is a way to help

poieniial customers find vou through

organic scarch, which is a process of
using your website in & way that it atiracts
visitars naturally through scarch engines, the
blogosphere, and social media. Inbound
marketing 18- more ¢lTective than outbound
marketing, where you push sales messages
to your polential customers.  Inbound
marketing is the future of the way we will
market in the 21st century. Discover how to
altract customers Lo your sile, whal kind of
content to share with them, how to use
landing pages and forms to collect names
and cmail address, and how lo implement
lead-nurluring campaigns that resull in sales.
Three  onc-month  courses,  available
separately or as a certificate, Visit www,
vougolclass.org catalog.cfm/ColumbusState
for more information.

Introduction to Inbound
Marketing
In Partnership with UGotClass
mnb-nund marketng s a process of
ptimizing your website in 3 way that
attracts wvisitors naturally through scarch
engines, blogs and social media, The average
human leday is inundated with more than
2,000 outbound markeling interruptions per
day — and customers are all figuring out how
1o block them. In this course, you will
discover how Lo organically allract customers
to your site, what kind of content lo share
with them, how to usc landing pages and
forms 1o collect names and cmail address
and how (o implement lead-nurturing
campaigns that resull in sales.

Sep3-Scp27  Online: UGoClass 5195

Gontent Marketing

In Parinaership with UGotClass

You have a website, but why will

your customers want to return? Do
you really know who vou are sclling to or
what you wanl to say to them and how to say
i? Discover ways to identify who vour ideal
audience is and create engaging and
meaninglul content. [n one month you will
be belier cquipped to create your own
conlenl markcting strategy and crealc a
conlent-rich wehsite that exceeds the needs
of your visitors,
Ot 7-Nov 1

Online: UGotClass ~ $195

SAVE MORE!

Pake all three classes in the Inboumnd

Marketing Certificate for only 5495
Call 706.507.8070

Advanced Inbound Marketing

In Partnership with UGotClass
Geét under the hood of inbound
s marketing and learn how o monitor,

measure and manage the integrated results of

your inbound markeling activitics at a more
advanced level. We'll locus on the data that
actally matters and how it is influenced by
visilor/user engagement. Gain decper insighis
into user behavior, lcarn how o track
meaningful conversions, measure  visilor
engagement énd how to use landing pages
more effectively-including how to create
forms that get results.

Nov 4-Nov 29 Online: UGotClass ~ $195

in Financial Planning.

=
o
o
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=
=
-
o
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Are you a working financial professional” Would you Ike to eam your credential proving
your competency in all aspects of the financial planning process? From general principles of
financial planning to risk management, investments, income taxes, estates, retirement and
more, this. comprehensive program will give you the tools needed to earn your Certificate

Email continuinged@columbusstate.edu 0 be added o the interest list for this exciting
new program and to receive updates as they are available!

NISM Social Media Strategist {{,P
Certification '
In Partnership with UGotClass
mlc Nationa! Institute for Social Media
ial  Media  Strawegist  (CSMS)
certilication preparation course will put vou at
the forelront of social media in business today.
It will not only provide you with the knowledpe
and skills you need to become proficient in
strategic social media methodologies, but it
will also prepare you (o take the NISM Social
Media Strategist cenification  examination.
This course will outline the stralcgic questions
that every busincss must consider in order 1o
find the right mix of tools and cngagcment.
Each organization is differenl, and the social
media strategy for any business should reflect
its goals in order to succeed. Before taking this
course, you will need to take the first two
courses in the Social Media for Business series
and take the third course before or while taking
this course. Visit  www.yougolclass.org

catalog.cfm/ColumbusState for more
information.
Sep 2-Oct 11 Online: UGotClass ~ §245

A whole new way
to learn online.

UGotClass

Learn anytime,
anywhere,
from industry
experts.

4 ColumbusState.edu/CE | FALL 2013 | Register Now! | 706.507.8070
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WhatMakes The Social Shake-Up Unique?

Thare sre hundreds of social medis events out there. The Sccial Shake-Up is = one-cf-a-ind opportunity to
beesk down the silos and connect face-to-fane with Sociel Business Champions from sooss the enterprice,

=nd mingle with lise-minded pesrs.

The Social Shake-Up is the anly svent where you can leam snd netwerk with the bast and the brightest in
social media. You will lesm everything you need to develop & comprehensive social sirategy, Shake-Up your

tesm and revolutionize your business. Space is limited so REGISTER NOW

Social Media Today is a thilving friendly community with over 175,000 of your peers who asked us fo build
this event for you. They told us they wanted to connect with esch other face to facs, lsam from the best and
ta be inspired. We built this event from the ground up just for you
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IN THE UNITED STATES DISTRICT COURT
NORTHERN DISTRICT OF GEORGIA

ATLANTA DIVISION
PARADISE MEDIA )
VENTURES, LLC )
d/b/a Interactive Media Ventures )
a/k/a Social Media Marketing )
University )
)
Plaintiff, ) CIVIL ACTION FILE
) NO. 1:13-cv—01003-TWT
A )
)
ERIC MILLS )
)
Defendant. )

DECLARATION OF ERIC MILLS

Pursuant to 28 U.S.C. § 1746 I declare the following;
1.

This Declaration is given in support of my Motion to Dismiss or Transfer in the

above styled case.
2.
I am over twenty-one years of age, am competent to make this Declafation, and do

so based upon my personal knowledge of the facts stated herein.
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3
I am a resident of Minnesota. I have never lived in Georgia. I own no property or
assets in Georgia. 1 have no employees or customers in Georgia.

4.
1 am the president of the National Institute for Social Media, LLC (“NISM”) which
was founded September of 2011 in Minnesota. I have been in the position of
- president since it was founded. I do not personally own or use the marks that are at
issue in this Complaint. It is my understanding that the Complaint bases its
allegations on NISM’s activities. NISM is a Minnesota limited liability company.

5.
NISM'’s only physical location is in Minneapolis, Minnesota. NISM has no
facilities or employees in Georgia. NISM owns no assets in Georgia. NISM has
no customers in Georgia and have never done business with anyone who was a
Georgia resident at the time. No one living in Georgia has ever signed up for a
NISM course or class. None of the NISM instructors (regardless of technical
employment status such as employee or independent contractor, etc.) are located in
Georgia. NISM offers no classes at locations in Georgia. NISM has no
educational partners (educational institutions that offer NISM classes or

curriculum) in Georgia.
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6.

I am not aware of any witnesses as to my alleged activities that are the
subject of this suit who are located in Georgia. Moreover, I am not aware of any
witnesses as to NISM’s activities that are the subject of this suit who are located in
Georgia. All of my docﬁments related to Plaintiff’s allegations are located in
Minnesota. All of NISM’s corporate documents and/or documents related to

Plaintiff’s allegations are located in Minnesota.

I declare under penalty of perjury that the foregoing is true and correct.

Dated: August 20, 2013 g . /%

ERIC MILLS
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