
Josh Altman, a 33-year-old real estate bro-
ker to the stars and cast member of the Bravo
reality TV series “Million Dollar Listing,” recently
landed the ultimate celebrity client: Barbie.

Altman, who works with residential real
estate agency Hilton &
Hyland in Beverly Hills,
said El Segundo toy
company Mattel Inc.
approached him to put
up a joke listing for the
doll’s Malibu Dream
House.

“I had just finished
selling (Hollywood pro-
ducer) Richard
Zanuck’s place, the

largest one-bedroom home ever sold, for $20
million,” he said. “Seeing as how Barbie’s house
is a one-bedroom, maybe it was a good fit.”

Altman wrote up a description of the three-
story “mansion,” including made-up numbers for
square footage and price, and posted it online.

To determine a faux price for Barbie’s pink

abode, he combined the square footage of a
typical three-story Malibu home with a typical
price per square foot in the area, plus a premi-
um for beachfront property and distinctive char-
acteristics such as a pink elevator. 

His estimated price: $25 million. Mattel will
reveal a new toy home for Barbie this fall.
Altman said Barbie has been a great client.

“Just like with any megacelebrity, it’s a great
opportunity for me,” he said. “She’s just been a
doll … literally!” 

German Connection
Marie Ebenezer left the small town of

Freiberg, Germany, three months ago to start a
big-city internship at the L.A. public relations
firm Olmstead Williams Communications Inc.
But some of her friends and family back home

were confused to see
that instead of just
pumping out press
releases, she was
writing personal blog
posts on the company
website.

In the posts, with
titles like “5 Things a
German Might Miss
in America” and “The
Cultural Differences

Between U.S. and Germany,” the 23-year-old
Ebenezer detailed standing next to Ben
Affleck while buying persimmons at a farm-
ers market or losing weight because
Angelenos are more averse to carbohydrates
than the bread-loving Germans.

“People always ask you if you’re from
somewhere else, what you miss most or what
you like best,” she said. “You can’t help but
notice what’s different and your own culture is
always there with you.”

The blog posts had more shares on

Facebook and Twitter than any of Olmstead
Williams’ others in the last year. Chief Executive
Tracy Williams was so taken with one post,
about what Ebenezer had learned about public
relations, that she sent it out in an email blast
to clients. But not everyone understood what
an explanation of German beer gardens had to
do with PR.

“She gives Olmstead Williams a personality,”
Williams explained. “Today with social media, part
of what is important to do for any company or
organization is to establish your personality online
so people know who you are what you stand for.”

Ebenezer, who is set to return to Freiburg
this month, just saw her first Super Bowl.

“It was strange to me,” she said with a
laugh. “I couldn’t relate to anything that was
happening and I didn’t even realize when the
game was over.”

Staff reporters Bethany Firnhaber and Alfred Lee
contributed to this column. Page 3 is compiled
by Editor Charles Crumpley. He can be reached
at ccrumpley@labusinessjournal.com.
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Seems like there’s a
cruise theme for everyone
and everything these days:
The Coachella music festival
has a cruise, Kid Rock has a
cruise, and even Barbie fans
and Harley-Davidson riders
have their cruises.

Now Harry Potter is tak-
ing to the high seas. Those
who love the tales of the teen
wizard can book a cabin on a
wizard-themed cruise.

The cruise is a production
of Whimsic Alley, a Miracle
Mile shop that sells wizard
gear. The store also hosts par-
ties, and conducts wizard
training camps and other
themed events.

The shop started accept-

Hogwarts
Heads for
High Seas
Harry Potter fan shop
looks to make waves
with wizard cruise.

Although it’s better known
for its specialty nostalgic soft
drinks, Galco’s Soda Pop
Stop in Highland Park has
always sold beer. And while
Great Britain might be
famous for its pubs that serve
warm brews, the owner decid-
ed that warm beer just isn’t a
big seller in Los Angeles.

So in order to stay on top of
the wave of enthusiasm for
microbrews – and cold ones, at
that – John Nese boosted the
number of his fridges, going
from four doors to 10 so that
his customers can find their
pick of his 600 brands, includ-
ing 100 just from Belgium.

“For the past 15 years
everyone has known us for our
soda pop,” Nese said. “I want-ing reservations and deposits

last week for the cruise,
which is scheduled for
Thanksgiving weekend.
Owner Stan Goldin said he
has room for up to 600 but
needs 200 attendees to make
money. Fares run from $650
to $1,200. Even though the
cruise is exclusively for
adults – that’s right, no one
under 18 – he said he thinks
he’ll have plenty of interest.

“I think we could get
enough people to fill a whole
ship,” he said.

Wizard cruisers will be on
board a Princess Cruise
Lines Ltd. ship along with
about 2,000 other passengers.
It’s a standard four-day cruise
from San Pedro to San Diego
and Ensenada, Mexico, with
special on-board programs
for Goldin’s wizard group.

Princess, headquartered in
Santa Clarita, offers a dis-
count for group cruises and
lets organizers such as
Goldin charge additional fees

ed to be able to say the same
for our beer. People always
said we had an amazing beer
selection but they would have
to go elsewhere for cold beer.”

He said it’s time for
Galco’s to boost its showcas-
ing of beer, given a new gen-
eration that has developed a
taste for unusual labels.

“You can’t expect them to
remain satisfied with
Budweiser,” he said.

The business dates to

Capturing the Magic: Owner Stan Goldin at Whimsic Alley on Miracle Mile.
RINGO H.W. CHIU/LABJ

The nightmarish crawling
traffic that plagues so many
L.A. workers’ daily commute
is good for at least one indus-
try: flexible office space.

Global workplace compa-
ny Regus Group PLC has
found that the congestion in
the region creates the perfect
environment for growth.
Since Jan. 1, the company has
opened 12 business centers in
Los Angeles, more than dou-
bling its presence in the area.
More are on the way.

Sande Golgart, regional
vice president at Regus, said
that unlike most cities that
have one or two central busi-
ness districts, the sprawling

Warm Beer
Generates
Little Heat
Soda vendor hopes
colder microbrews 
prove hotter sellers.

Positive Road
Conditions
Regus Group says
traffic drives interest
in its flex office space.

to pay for special programs.
Goldin is careful to avoid

copyright issues and
describes the cruise as a wiz-
ard-themed event for Harry
Potter fans. He hopes to have
performances by wizard-
themed bands, showings of
movie marathons and perhaps
appearances by actors from
the “Harry Potter” movies.

Potter fans already have a
number of events each year,
including a twice-annual con-
vention known as Leaky
Con. But Goldin said his
cruise, like his camps for
kids and adults, will be dif-
ferent in that the focus is on
fun, not on discussing and
analyzing the books.

“At Leaky Con, there might
be a panel discussion about the
changing role of women in the
Harry Potter books,” he said.
“This is not a symposium. We
do no symposing here. This is
allowing people to find their
inner child.”

– James Rufus Koren

L.A. traffic creates numer-
ous pockets of demand for
office space.

“It’s such an incredibly
vibrant market,” he said. “A
lot of people don’t even think
of downtown Los Angeles as
having the highest demand for
office space. They might think
of Century City or Glendale
or Santa Monica first.”

Regus leases unfinished
commercial space, equips it
with furniture and services
such as wireless Internet and

video conferencing, then sub-
lets to business and individual
tenants who need temporary,
intermittent or co-working
space. Rents run from $200 to
$2,000 a month, depending
on the size and type of space,
and to what extent the space
is shared with others.

“The need for what we do
is probably greater in Los
Angeles and in Southern
California than anywhere else
in the world,” Golgart said.

– Bethany Firnhaber

1897, but started selling old-
timey soft drinks in the mid-
1990s. Nese doesn’t want to
neglect that aspect of the
store, either. He plans to
install a soda-making
machine so customers can
whip up their own drinks. He
credits his grandchildren for
giving him the idea.

“They told me when they
turn 8 they want to be soda-
pop makers.”

– Funmi Akinyode

Open for Business: Regus’ flex office in Westwood.

Bottled Up: John Nese at Galco’s in Highland Park.

Ebenezer
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