
While female DJs 
rarely receive top billing at 
major music festivals, local 
entrepreneur Tessa Young 
is trying to boost the role of 
women in the industry.

The 35-year-old in April 
founded Prism DJs, which 
quickly became L.A.’s largest 
boutique agency consisting 
solely of female DJs. Young 
estimated that the company, 
which counts 15 women on its 

roster, has grown revenue by 
50 percent in recent months.

“I started the company 
because a lot of people were 
coming to me and saying, 
‘There aren’t that many 
female DJs out there.’ And 
I said, ‘There are! No one 
knows where to find them,’” 
Young explained.

While Young had long 
played records on her set of 
Technics 1200 turntables, 
she didn’t set out to become 
a pioneering DJ. Previously, 
she worked as a paralegal 
at downtown L.A. law firm 
Sonnett & Associates, which 
was acquired by Lewis 
Brisbois Bisgaard & Smith, 
also in downtown. 

But after DJ-ing on 

weeknights at downtown’s 
Wurstkuche, she said she 
eventually left her day job; 
drafted a business plan; 
and acquired a roughly 
$25,000 Small Business 
Administration loan 
from downtown’s Pacific 
Asian Consortium in 
Employment, which she used 
for equipment, marketing and 
startup costs. She has since 
booked DJs for companies 
including mobile app 
developer Flipagram, Google 
Inc. and clothiers such as 
Lacoste and Free People.

Her DJs typically charge 
between $1,500 and $2,500 
for corporate events, and 
Young’s company gets 20 
percent. The stable of DJs 

includes, among others, 
Marion Hodges of KCRW 
(89.9-FM). 

But even though the agency 
has helped alleviate Young’s 
own client overflow, she is 
still in demand. Last week, her 
schedule included a booking at 
the W Hotel in Westwood and 
a Saturday-night gig at Sky 
Bar in West Hollywood.

Her vision, she said, is 
to continue bringing more 
women to the forefront of the 
DJ industry – and providing 
top-notch entertainment for 
her clients. 

“To push that percentage 
up a little higher is a very 
exciting thing,” she said. “It’s 
very empowering.” 

 – Natalie Schachar

DJ’s Agency 
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For Women
Tessa Young’s Prism
looks to turn tables on
male-dominated sector.

For the first time in 15 
years, the Loews Santa 
Monica Beach Hotel is 
revamping its rooms – 
splashing out $30 million on 
a renovation inspired by the 
hotel’s seaside location.

Managing Director Paul 
Leclerc said 
the new design 
flourishes and 
furnishings in 
cool blue, light 
tan and bright 
white, created 
by L.A. designer 
Rodrigo Vargas, 
aim to evoke 
water, sand and 
driftwood.

The 347-room hotel is 
replacing its wrought-iron 
balconies with glass patios 
and adding shutters to help 
frame views of the Pacific.

Fire pits will be added to 
35 rooms and suites that have 
outdoor terraces, partly in a 
bid to inspire room service 
orders from the hotel’s 
restaurant, Ocean & Vine.

With the hotel occupancy 
rate ranging from the mid- 
to high 80 percent range 
over the past several years, 
Leclerc said it was tricky 
to plan a time to launch a 
renovation that would keep 

a large number of rooms 
unavailable for an extended 
period. He decided to start 
the four-month process in 
the winter season, just after 
the American Film Market, 
which is hosted each 
November at Loews. 

This “refresh,” as 
Leclerc called it, is due to 
be completed by the end of 
March and will contribute, 
along with rising market 
rates, to lifting prices by 
roughly 5 percent. Rates 
currently begin around 
$350 a night in times of low 

demand or about 
$500 in peak 
seasons, and 
jump as high as 
$3,600 a night 
for a suite. 

Loews last 
year completed 
a facelift on the 
exterior and 
the pool deck, 
where guests 

can treat themselves to ice 
cream from L.A. Creamery 
and catch live music on 
weekends. 

Although Loews Hotels, 
headquartered in New York, 
operates more than 20 hotels 
in the United States and 
Canada, its spot in Santa 
Monica offers a unique 
allure.

“We are blessed with 
location … right on the 
beach beside the Santa 
Monica Pier,” said Leclerc. 
“It’s very serene and 
inviting.” 

– Daina Beth Solomon

When Paran Johar 
gets ready to drive to 
work, he has his pick 
of impressive autos: 
a Mercedes, Jaguar, 
Chevrolet Camaro 
convertible and custom 
Triumph, among others. 

The founder of Mobile 
Media Summit caught the 
bug for collecting classic 
cars 15 years ago.

“Back then I bought 
cheap, fun cars I could 
drive for a while then sell 
and make money,” said 
Johar, 45, who enjoys 
sprucing up aging models 
and racing sports cars. 
“Now I tend to buy a car and 
keep it, as they all have a 

special place in my heart.” 
Born in India and raised in 

Montreal, Johar has managed to 
blend this passion with his job 
of programming conferences 
about mobile advertising and 
marketing. In April, an event 
called Cars and Stars at the 
Beverly Hills Hotel will explore 
digital strategies that can be 
put to use within L.A.’s auto and 
entertainment industries.

These days, Johar said he is 
more confident about marketing 
than racing, recalling a race in 
Irwindale several years ago.

“I was invited to race a 
NASCAR (vehicle) on a very small 
oval with some friends,” he said. 
“Not sure if it was the small oval 
track, the car or the fact that I’m 
responsible now for my baby 
daughter, but after teasing my 
friends that I would win our race, 
I froze and came in dead last.”

Talking Up Podcast
What started as an email 

conversation among colleagues 
morphed into a monthly 
podcast for Jacqueline Liu, 
account manager at Pollack PR 
Marketing Group in Century City.

Liu, 34, said she and three 
other women in the office often 
sent each other funny stories or 
links and would talk about them 

during lunch.
“We’d be 

sitting there 
eating lunch 
and bantering 
back and 
forth and 
realized we 
had all the 
makings 
of a good 
podcast,” 
she said.

The podcast, “Reply 
All,” started in October and 
it even has two “New York 
correspondents” – female 
employees from the firm’s 
Big Apple office who submit 
recorded material.

But Liu said podcasting can 

be challenging as well 
as fun.

“Being on radio is 
hard because it’s not 
the same as normal 
conversation,” she said. 
“When we first listened 
to it we were laughing 
and talking over each 
other. That was one thing 
we had to learn. (But) 
we’re having a great time 

and everyone enjoys it.”

Staff reporters Daina Beth 
Solomon and Subrina Hudson 
contributed to this column. 
Page 3 is compiled by Editor 
Charles Crumpley. He can be 
reached at ccrumpley@ 
labusinessjournal.com.
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Fresh Spin: Tessa Young, founder of Prism DJs, plays records at an event in Griffith Park.
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Sea Change: Renovated room at Loews Santa Monica. 

Beach Hotel’s 
Revamp Aims 
For Big Splash
Santa Monica’s Loews
checks into $30 million
renovation project.
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