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Anderson Forecast

I'he second

quarter of
2007 has largely lived up to
our expectations, showing
substantial job loss in real
and

estate-related  sectors

sluggish growth elsewhere.
Unemployment and mortgage
defaults
While

results may sound a lot like

continue Lo rise

these fairly dismal
the beginning of a recession,
overall job growth remains
positive, and personal income
growth remained strong in the
first quarter of 2007. In fact,
these are the beginnings of
exactly the economy we have
predicted for some time: slug-
gish, but no recession.
However, the  difference

between the two is getting
smaller all the time.

The continuing increase in
mortgage defaults and foreclo-
sures continues to occupy cen-
ter stage in any discussion of
local housing markets, with
much of the debate centering
on whether these
driven

trends are
by cut-and-run real
investors, or the
consequences of the predatory
exploitation of working class
families.

estate dire

According to the
results of our wide study of
national, state, and local data
on this topic, investors have
been a significant portion of
boom and the
defaults that have followed it.
However, the majority of
mortgage defaults have still
occurred in owner-occupied
homes.  Furthermore, the
counties in California with the

the sales

continued on page 5
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Ed Arambula re
the Temecula Valley Arts
Festival Poster Competition

ntly won

with this wonderful portrayal
of a musician at the Bel
Villaggio Center.

Temecula Valley Arts
Festival 2007
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Winchester Rd.
10/06/07-10/07/07
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SBCERA Earns Record $1
Billion for Fiscal Year

The San Bernardino County
Employees’ Retirement
Association (SBCERA) record-
ed earnings of more than $1 bil-
lion for its fiscal year ending
June 30, 2007.

“Our
can’t help but be proud of the

board and members
accomplishments of our Fund,”
SBCERA  Board
Chairman, Marvin Reiter. “This
year's performance speaks well

reported

to our core values.”

The total net return for the
Fund during this time period was
19.7%. This
ranked the Fund in the 6th per-
centile of the ICC (Independent
Consultants Cooperative) Total
Fund Universe for the year. As
an alliance of 18 independent
investment consulting firms and
State Street Bank, the ICC is
subscribed to by the Federal
Reserve and the Employee
Benefits Research Institute. It
boasts the industry’s largest and
most robust performance uni-
verse.

SBCERA's longer term per-
formance in the ICC Total Fund
Universe is in the top quartile,

performance

with three and five-year returns
ranking in the 9th and 21st per-
centiles, respectively.  Over the
one-year period ending 6/30/07,
the Fund outperformed its policy
index by 180 basis points and
bested the allocation index by
290 basis points.,

“While we are very happy
with the overall annual perform-
ance of the Fund, we are particu-
larly pleased by the fact that the
Fund had no down months dur-
ing the period. including those
difficult months of February and
June,” said SBCERA Trustee
and Investment  Committee
Chair Dick Larsen. “Instead, the
Fund was up 0.48% and 0.33%,
respectively, while the Russell
3000 broad stock market index
was down during those months.

SBCERA finished its fiscal
year with over $6.2 billion in
assets and has a current annual
actuarial rate-of-return assump-
tion of 8.0%. The plan’s 2007
fiscal year-end asset allocation
included 49.9% in public equi-
15.8% in fixed income,
11.3% in real estate and 8.2% in
private equity.

ties,
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Health Insurance
Industry
Contributions to
Politicians Block
Regulation,
Affordability in
Health Care Debate

New Analysis Shows $4
Million from Top Health
Insurers and HMOs

As the Democratic health
care bill goes to a vote, the
Foundation for Taxpayer and
Consumer  Rights  (FTCR)
released a new analysis of health
insurance industry contributions
to Sacramento politicians which
helps explain why they would
require Californians to pay for
private health insurance but
refuse to regulate what insurers
can charge for the policies.

Health insurers and their lob-
bying associations gave a total
$4,094,132 o Govemor

continued on page 12
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Veteran  venue operations
executive Steve Eckerson
will join AEG as the general
manager of Citizens Business
Bank Arena in Ontario, it was
announced by Bob Newman,
COO. AEG Facilities.
Eckerson’s responsibilities
will include overseeing the
facility’s operations, booking,
event and guest services, com-
munity and public relations,
and security at the AEG-oper-
ated and city of Ontario-
owned Citizens Business
Bank Arena, a state-of-the-
art, 11,000-seat sports and
entertainment arena  being
built in Ontario, (southern)
California, set to open in fall
2008. Eckerson has an exten-
sive background in the facili-
ties and venue industry and
joins Citizens Business Bank
Arena after most recently
serving as the director of
event sales and operations for
Qwest Field, Qwest Field &
Event Center and WaMu
Theater in Seattle. He has also
held executive and manage-
ment  positions  with the
Oregon Museum of Science
and Industry, Florida Expo
Park, Eastern States
Exposition and the
Cumberland County Civic
Center.. .Perry Design
and Advertising is celebrat-
ing their tenth anniversary,
and has expanded to a new
office in Rancho Cucamonga’s
business district -- Palmae
Business Center, 9431 Haven
Avenue, Suite 208, Rancho
Cucamonga. Since 1997,
Perry Design and
Avertising’s team has been
creating and implementing
strategic ~ campaigns  for
regional clients, and was fea-
tured on a 2006 cover of
Inland Empire Magazine,
helping to position their
agency as a leader in the
industry. Perry Design was
recently appointed full-service
agency for the following
Rancho Cucamonga business-
es: Terra Vista Town Center

and the Rancho Cucamonga
Quakes Professional Baseball

Club -- the CA League
Affiliate of the
Angels.......... Sperry Van Ness,

one of the nation’s largest
commercial real estate broker-

age firms, is pleased to

announce that Ruby Simpson.
CCIM, senior advisor, has
been selected to serve as the
president of the new Inland
Empire  Chapter of the
Commercial Real Estate
Women (CREW) Network.
CREW is the industry’s lead-

ing advocate for the success of
women in commercial real
estate.  The Inland Empire
Chapter will be the fastest ris-
ing chapter in CREW's histo-
ry, incorporating and affiliat-
ing less than six months after
its initial meeting.

Speculative Building Increasing Inventory

The Inland Empire’s strong
demand drivers are motivating
office developers to build in
advance of tenant demand, a
trend that is expected to contin-
ue in the coming months. While
vacancy has pushed higher in
recent periods, and pre-leasing
commitments for current under-
construction  inventory are
lower than in previous years,
the long term forecast remains
quite positive due to strong
employment growth forecasts.
In 2007, nearly 11,000 white-
collar jobs will be added.
despite recent layoffs by mort-
gage companies. This trend is
expected to be short-lived, how-
ever, and over the next five
years, office-using employment
is forecast to expand by nearly 4

percent annually, growth that
will drive office absorption
going forward. In addition,
while deliveries will be elevated
this year, construction is expect-
ed to slow in the coming years.
In the near term, strong growth
in metrowide asking rents and
rapid price appreciation for
existing properties will contin-
ue to support current owners
and offset the impact of higher
vacancy.

The competitive threats
associated with new develop-
ment have not stopped buyers
from increasing their invest-
ments in the Riverside-San
Bernardino metro area,
although the market could expe-
rience some modest slowing in
the near term. Investors contin-

2007 Annual Office Office

39%
increase in.

] total
employment

2.0 million

square feet

completed

110 basis

point

P gl increase in
vacancy

M- A R K.E T

ue to pursue listed properties,
pushing prices higher on consis-
tent sales volume. Cap rates
have remained in the mid-6 per-
cent range despite higher prices,
as strong rent growth has fueled
revenue gains. While the invest-
ment market may experience
some cooling as metrowide
vacancy skews higher, buyers
focused on the prospects for
sustainable long-term growth
will likely continue to find
opportunities that fit into their
investment strategies. Investors
may want to target properties in
the Palm Springs/ Palm Desert
area, where vacancy is tight,
and concessions are expected to
burn off in the coming quarters.

continued on page 7

Employment: Inland Empire employers are forecast to create 49,900
jobs in 2007, representing 3.9 percent growth. Office-using employment
will expand more rapidly, adding 10,800 positions. a 5.1 percent gain.

Construction: Developers will continue to build in advance of antici-
pated tenant demand for office space. New construction will total 2 mil-
lion square feet this year, up from 700,000 square feet in 2006.

Vacancy: Despite healthy absorption levels, the metro’s heightened
deliveries will drive vacancy up 110 basis points to 10.9 percent this

year.

Rents: New construction will push rents higher despite elevated vacan-
cy levels. Asking rents are forecast to increase 7.7 percent to $22.95 per
square foot this year, while effective rents are expected to gain 7.5 per-

cent to $19.84 per square foot.
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Ontario Convention Center
Optimizes Website

By J. Allen Leinberger

The Ontario Convention
Center has launched a brand
new Web site for both the con
vention center and Ontario
Convention and Visitors
Burcau

Visitors to the Web site,

www.ontariocc.com will enjoy

the ease with which they can
find information about the con
vention center and bureau
amenities. A view of the city’s
amenities can be found via
Google Maps, and people can
sign up for the RSS feed to get
the latest news on the conven-
tion center and visitors bureau
activities.

The new site provides an
enhanced experience by pro-
viding faster access to the
site’s content

“Our new sile 1S very easy
to navigate and will provide
our visitors with information
about the bureau and every-
thing the building offers.” the
Business Journal was told by
Bob Brown, general manager
and CEO. “We know that
meeting planners do much of
their research online, and our
site offers more information
about the convention center to
help them do their planning.
We geared our content toward
what we khow is important to
them.”
site was built on a

(Linux, Apache,
ySQL, PHP) development
platform allowing for dynamic
ability within the site. Through

the dynamic architecture, bet
ter utilization of natural search
(SEO)

gives easy access to Internet

engine  optimization
search engines picking up Web
site content.

I'heresa Moretti, director
ol marketing and public rela-
tions, tells the Journal, “We
will use the early test phase to
fully optimize our content, and
then moving forward, we’ll
apply extensive analytics to
continually fine-tune the site.”

Centric (www.centric.com)
in North Hollywood won the
bid to work with the Ontario
Convention Center and Ontario
Convention and Visitors
Bureau earlier this year out of
a field of four contenders.

“What won us over was
their vision for where we go
and how we could best utilize
Web technology,” said Moretti.
“Even though we're not yet
ready for some aspects of
social media like Second Life,
they have definitely paved the
path for us for when we are
ready to expand our reach in
that arena.”

The Ontario Convention
Center provides a full range of
technology services, including
Wi-Fi, Internet, DS3 and
video-conferencing capabili-
ties. To check out the new site
for the Ontario Convention
Center and Ontario Convention
and Visitors Bureau, please
visit www.ontariocc.com.
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highest foreclosure rates have
been those with a combination
of middle-of-the-pack home
prices, but extremely high
usage of adjustable rate mort-
gages (ARMs) — exactly the
combination expect
when working families stretch
beyond their means to buy a
home. But we find little evi-
dence that mortgage defaults
have led to wider financial
distress for consumers.
Overall, our forecast is
that California is in for at least
another year of these econom-
ic doldrums, with
unemployment, weak job
growth, and a slowdown in all
broad indicators. But barring
the emergence of a second
source of weakness in the
economy -- or a substantial

we'd
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worsening of the real estate

sector beyond what we're
already predicting -- we main-
tain our forecast that this slug-
gishness will not spiral into a
full-blown recession.

Labor Market Update:
The Chickens Come Home
to Roost

In last quarter’s install-
ment of the California Report,
we were waiting for the other
shoe to drop: payroll job
growth and unemployment
were starting to show some
signs of slowing, but were
actually holding up better than
we expected given the weak-
ness in real estate markets.

The second quarter of
2007 has largely lived up to
our expectations — and that’s
not good. The unemployment
rate has continued to increase,

continued on page 9
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Record-low Vacancy Rates for the West
Inland Empire Industrial Market

by Colliers International

MARKET OVERVIEW

Vacancy rates in Q2 2007
reached their lowest
record in the West Inland Empire
Industrial market. As of the end
of the quarter, the rate was just
2.7%, down from 3.6% last quar-
ter and from 4.0% a year ago.
This was despite a high level of
construction completions - 7.7
million SF in the past 12 months.
expanding the base by 3.4%. A
still-strong local economy and a
severe shortage of space in adja-
cent markets in Los Angeles and
Orange Counties fueled a wave
of demand for space in the West
Inland Empire.

Asking rental rates and sale
prices remained firm at $0.45 per
SF NNN and at $95 PSF. respec-
tively.

Construction activity has
picked up, to 7.7 million SF and
vacancy rates may climb slightly
as this space comes on-line, but
the market is projected to remain
tight nevertheless. The West
Inland Empire is starting to run
out of large parcels of vacant
land, and development and activ-
ity is generally shifting to the
eastern San Bemardino region
(Rialto, San Bernardino and
Redlands) and towards Moreno
Valley and Perris in Riverside
County.

level on

DEMAND

Sales and leasing activity in
Q2 2007 totaled 5.6 million SF,
down from 65 million SF the pre-
vious quarter.

When measured in absolute
terms, the highest level of activi-
ty was in Ontario, at 2.3 million
SFE. Marketwide, activity also
was highest (3.8 million SF) in
the big-box segment 100,000+
SF).

When measured in terms of
percentage of the base, activity
was highest in Fontana (11.9% of
the base, on an annualized basis)
and market-wide in the 20,000~

40.000-SF segment (18.3%).

In the 12-month period end-
ing Q2 2007, sales and leasing
activity totaled 24.7 million SF,
representing a “rate of chum”
equal to 10.7% of the base. This
is a strong rate for Southern
California, where the long-term
rate averages approximately 8%
annually.

Net absorption for Q2 2007
totaled 3.1 million SF, up from
2.0 million SF last quarter.

In the 12-month period end-
ing Q2 2007, net absorption
totaled 10.6 million SF, repre-
senting growth in occupied space
of 4.9%. This is a very high level
of net absorption, up from the
long-term average for the area of
85 million SF per year.

Assuming the
remains moderately strong, as
predicted by the Blue Chip
Economic Indicators Group, we
expect demand also to remain
strong. Activity and net absorp-
tion, however, may be somewhat
restrained due to a lack of avail-
able space.

Long-term, the West Inland
Empire industrial market will
continue to enjoy a high level of
demand based upon its: (1) large
supply of modern space; (2) rela-
tively low rents and property
prices; (3) immediate access to
the large and rapidly growing
Southern California economy
and market; (4) good rail, air and
highway infrastructure; and (5)
large labor pool. Further rein-
forcing its advantageous position
are very tight market conditions
in the adjacent counties of Los
Angeles, Orange and San Diego.

economy

CONSTRUCTION

New construction comple-
tions totaled 922,700 SF during
Q2 2007, down from the 2.3 mil-
lion SF per quarter average the
previous three quarters. In the
12-monrh period ending Q2
2007, completions totaled 7.7

million SF, expanding the base
very substantially by 3.4%

Construction activity at the
end of Q2 2007 totaled 7.7 mil-
lion SF, up significantly from 4.1
million SF last quarter. As this
space comes on-line over the
next six to nine months, it will
expand the base by an additional
3.3%. Vacancy rates may climb
slightly from their current very
low levels as this space comes
on-line.

Construction activity at the
end of Q2 2007 was very strong
in Ontario (3.5 million SF) and
Chino (2.0 million SF), as well as
in the big-box segment (6.6 mil-
lion SF).

Despite the recent up tick, the
long-term direction of the trends
is a slowing in construction
activity in the West Inland
Empire, largely due to a growing
scarcity of large parcels of vacant
land.

VACANCY

The total vacancy rate,
including sublet space, dropped
significantly during the quarter
to 2.7%, down from 3.6% last
quarter and from 4.0% one year
ago. The direct vacancy rate was
just 25%. These are very low
vacancy rates, particularly for a
market with as much construc-
tion activity as the West Inland
Empire. In fact, they are the
lowest rates on record for the
area.

Vacant sublet space totaled
466,100 SF or 0.2% of the base.
This was down from 638,700 SF
the previous quarter, and is sig-
nificantly below the long-term
norm for the area of 0.6%.

The vacancy rate was low in
all sub markets except Fontana
(65%), where 3.2 million SF in
completions took place over the
past 12 months. In Mira Lomna,
the vacancy rate was an excep-
tionally low 0.5%.

The big-box segment had a

low 2.4% vacancy rate.

RENTAL
PRICES

The weighted average asking

RATES & SALE

rental rate was firm during the
quarter at $0.45 PSF per month
Triple Net (NNN), the same as
last quarter but up from $0.4]
one year ago.

Weighted
rental rates for big-box space
Mira

average asking

were highest in Lorna
($0.50 PSF) and lowest in
Rancho  Cucamonga ($0.38
PSF). These were the lowest
rental rates in the Los Angeles
Basin, and were as much as 35%
lower than comparable product
in Los Angeles, Orange and San
Diego Counties.

The average sale price
remained flat at $95 PSE the
same as last quarter but up from
$83 PSF one year ago (an
increase of 14%). For big-box
space, they averaged $78 PSF,
the same as last quarter.

BEYOND THE NUMBERS

Market conditions are excep-
tionally tight in the adjacent mar-
kets located in Los Angeles and
Orange counties, where rental
rates have been on an upward
trend and where sale prices have
skyrocketed. Construction activi-
ty in these adjoining markets has
been restrained, due to lack of
available land. These factors will
continue to drive strong growth
in demand for industrial space in
the West Inland Empire, and
could result in explosive growth
in demand similar to what was
witnessed in this market during
the late 1990s and in 2000.

Due to the shortage of devel-
opable land in the western por-
tion of the valley, rents will like-
ly climb and prices to remain
firm. Activity will continue to
shift eastward and southward.

continued on page 27
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REAL ESTATE NOTES

Continued strong demand for
office space is the driving
force for new spec office
space in the Inland Empire, a
trend that is expected to con-
tinue in the coming months.
According to the second quar-
ter Office Research Report
from Marcus & Millichap,
although vacancy has pushed
higher in recent periods and
pre-leasing commitments for
current  under-construction
inventory are lower than in
previous years, the long-term
forecast remains quite posi-
tive due to strong employ-
ment growth forecasts. Some
of the most significant aspects
from the report include:

+ Inland Empire employers
are forecast to create 49,900
Jobs by year’s end, represent-
ing 3.9 percent growth.
Office-using employment will
expand more rapidly, adding
10,800 positions, a 5.1 per-
cent gain.

+ New construction will total
2 million sq. ft., up from

700,000 sq. ft. in 2006.

» Vacancy is forecast to hit
10.9 percent this year.

» Asking rents are forecast to
increase 7.7 percent to $22.95
per square foot this year,
while effective rents are
expected to gain 7.5 percent
to $19.84 per square foot.

* The median sales price has
gained 14.7 percent over the
past year to $190 per square
foot.

The following are some of the
latest real estate activities in
the Inland Empire:

A major office/retail project
in Ontario is underway, as

PCP Partners Inc. has bro-
Ontario
Airport Towers, a 25.2-acre
master-planned office/retail
project in PCP.
based out of Lake Forest, is
developing the project in a
venture with a
RREEF, the global pension
fund advisor owned by
Deutsche Bank. Ontario
Airport Towers will be built
in three phases and
include approximately
850.000 sq. ft. of office
space, making it the largest,
multi-tower, Class “A™

ken ground on

Ontario.

division of

will

office
building development within
the Inland Empire. The proj-
ect is strategically located
along the San Bernardino (I-
10) Freeway at Archibald and
Turner Avenue, allowing for
maximum freeway visibility
and access. As part of the first
phase of the project, which
recently began construction,
PGP will build the first six-
story steel frame office build-
ing, totaling 150,000 sq. ft.,
and two retail buildings repre-
senting 10,000 sq. ft. Phase
One is expected to be com-
plete in the Fourth Quarter of
Vil R Philips North
America Corp signed a five-
year, $5 million lease for
229800 sq. ft. ($0.36/sf/mo)
of space at Globe
Distribution Center, located
at 25300 Globe Street in
Moreno Valley, for expansion
of its regional distribution
center. This gives the compa-
ny over half of the concrete
tilt-up facility, which sits on
over 18.5 acres of land. The
building features 32-foot min-
imum interior clearance,
above-standard trailer park-
ing, 72 dock-high loading
positions, and easy
ingress/egress to the I-215

continued on page 37

market report...
continued from page 3
ECONOMY

« Early estimates show that
Inland Empire employers have
created 40.800 jobs over the
past 12 months, a 3.2 percent
increase. Employment growth
is slowing, however, as only
8.000 positions were added dur-
ing the second quarter, accord-
ing to preliminary data.

» Employers in the Riverside-
San Bernardino metro area con-
tinue to create office-using jobs
more rapidly than total nonfarm
employment.  Approximately
9.900 positions
have

office-using
been created year over
year, a 4.7 percent gain. Growth
has been strong so far in 2007,
with the addition of 6,000
office-using jobs.
» The professional and business
services sector, a key driver for
office demand. has created
4,200 positions through the sec-
ond quarter after adding more
than 7,000 jobs in 2006.
* Outlook: Inland Empire
employers are forecast to create
49,900 jobs in 2007, represent-
ing 3.9 percent growth. Office-
using employment will expand
rapidly, adding 10,800
positions, a 5.1 percent gain.

more

CONSTRUCTION

» Office construction in the
Riverside-San Bernardino
metro area continues to acceler-
ate, as developers have brought
1.1 million square feet to the
market over the past 12 months,
resulting in an increase to
metrowide inventory of more
than 6 percent.

* An expanding local economy
and strong prospects for future
tenant demand are keeping the
construction  pipeline  full
despite recent vacancy increas-
es. More than 8 million square
feet of new office space is cur-
rently in various stages of plan-
ning.

+ Approximately half of this
year’s new development will be
delivered to the Rancho
Cucamonga/Ontario/Fontana
submarket, where the triangle
created by the 1-15, 1-10 and 1-

815 serves as the metro’s core
growth center.
* Outlook:

continue to build in advance of

Developers  will

anticipated tenant demand for
office space. New construction
will total 12 million square feet
from 700,000
square feet in 2006.

this year, up

VACANCY

» The delivery of new office
space has driven vacancy high-
er throughout the metro. Early
estimates show that vacancy has
increased 220 basis points over
the past 12 months to 11.2 per-
cent.

* As new construction has come
premium
increased. Class A

online, vacancy in
assets has
vacancy closed the second quar-
ter at 13.2 percent, 240 basis
points higher than at the same
period one year ago.

*« While
moved into newer spacg, vacan-

some tenants have
cy has also risen in the lower
tiers. Class B / C vacancy has
increased 180 basis points year
over year to 9.2 percent.

* Outlook: Despite healthy
absorption levels. the metro’s
heightened deliveries will drive
vacancy up 110 basis points to
10.9 percent this year.

RENT TRENDS

» Early second quarter estimates
put asking rents at $22.06 per
square foot, an 8.3 percent
increase year over year. Rising
vacancy has prevented owners
from easing concessions, but
effective rents have recorded
impressive gains, advancing 8
percent over the past 12 months
to $19.01 per square foot.

* Asking rents ended the second
quarter at $25.56 per square
foot for Class A properties and
$18.72 per square foot for prop-
erties in the lower tiers. Over
the past 12 months, asking rents
for premium assets have gained
7.9 percent, while Class B/C
properties have advanced 8.6
percent.

* Average revenue has increased
5.4 percent over the past 12
months, as rising vacancy has

continued on page 12
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Vietnam:

The New Asian Tiger

Look out your window, the economic engine you see humming
away is being driven by globalization. And like any period of eco-
nomic change, there are going to be winners and losers. You can
read the handwriting on the wall, and are aware that you must also
incorporate international distributors and suppliers into your opera-
tions.

It can seem like a daunting task: committing company
resources, acquiring local business connections and knowledge.
overcoming language and cultural barriers. While the rewards are
compelling, the risks are there: you can waste a lot of time and
money chasing leads, trying to separate the players from the stay-
ers, making sure things get done.

The following is a complied report of the benefits of doing busi-
ness with Vietnam whether it be direct outsourcing, factory reloca-
tion, or direct investment. Not only do we claim Vietnam is the next
Asian Tiger, we provide proof to allow you to come to the same
conclusion.

Vietnam Today - The way forward

Vie;nam has grown by a record 8.2% last year second only to
China. Foreign direct investment is set to double this year to a
record $20 billion after a 47% increase in 2006 from prior years.
The Vietnam Stock Exchange has seen over 100% growth in 2006
and is up over 45% this year (as of July 2007 ).

Let’s take a look at what the Vietnamese government has done
to attract foreign investment and lure multinational manufacturers
to Vietnam.

The List that keeps on growing:

« Vietnam joined the WTO on Jan. 11th, 2007

« Vietnam continues to privatize state-owned businesses. The
latest being the offering of 30% Sabeco in an IPO set to launch
this August.

« State-owned Mobiphone is expected to offer an IPO in 2008.

« Intel has started construction on a $1 billion dollar assembly
plant in South Vietnam.

« Samsung, IBM and Matsushita Electric are moving factories to
Vietnam.

« The country has enacted laws on bankruptcy. competition,
intellectual properties, and commercial guidelines have been
enacted in the last three years.

« As part of the government’s 2006-10 socioeconomic develop-
ment blueprint, The Bank for Foreign Trade of Vietnam and
Mekong Housing Development Bank will be equalized this
year.

« Vietnam was named 2006 Country of the Year by the U.S.
Commercial service.

« Vietnam will soon issue the first gambling license in Vietnam.
« Recent decrees passed allow for 49% ownership in Vietnamese
companies and projects by foreign investors for foreign indi-

rect investment. And 100% for foreign direct investment.

« The Vietnamese dong had gained up to 0.3 percent against the
U.S. doHar in 2007. Despite earlier predictions, the govern-

the Capital Ciry Hanoi

ment may look to a mild depreciation to maintain trading com-
petitiveness.

Attracting new companies to Vietnam

» Vietnam government has allotted for companies moving to
Vietnam up to a 50-year lease on land and buildings. Currently
offering a 70-year lease is under review.

« Tax incentives and relief are anywhere from 1-5 years depend-
ing on the size and employment of the proposed factories.

« Expatriates can purchase real estate after residing in Vietnam
for one year with land lease ownership for 50 years.

« No import duties on hard assets and machinery that are 80% or
newer.

« Vietnam adds between 40,000-50,000 graduated technical and
business professionals to the workforce per year.

= Vietnamese literacy rate is over 90%.

« Infrastructure improvement.

« Construction of 3 new container ports.

Vietnam at a Glance:

Total population: 84 million

Formal Name: Socialist Republic of Vietnam (Cong Hoa Xa
Hoi Chu Nghia Viet Nam).

Short Form: Vietnam.

Term for Citizen(s): Vietnamese.

Capital: Hanoi.

Major Cities: With 5.6 million people, Ho Chi Minh City (for-
merly Saigon) is the most populous city. Hanoi has a population of
3 million. Other major cities are Danang, Haiphong, and Can Tho.

Location: Vietnam is located in Southeast Asia, bordered by the
Gulf of Tonkin and the South China Sea to the east, China to the
north, Laos and Cambodia to the west, and the Gulf of Thailand to
the south.

continued on page 15
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UCLA forecast...
continued from page 5

now standing at 5.3% in July
2007. We can no longer regard
this as simple “uptick™: both
the size and speed of this
increase since the end of 2006
are roughly on par with what
we saw at the beginning of
2001. While we still maintain
our position that we will not
see a full-blown recession
over the life of the forecast,
this recession-like increase in
unemployment obviously
introduces more doubt into the
equation.

Non-farm payroll job cre-
ation has from
slightly sluggish to downright
anemic:

also moved
seasonally-adjusted
annualized payroll employ-
ment growth from QI to Q2
was only 0.5%. Even worse,
the biggest source of job cre-
ation in the second quarter
was the Government sector.
The news wasn’t all bad —
Education / Health Care,
Professional/Technical
Services, and the Information
sector all posted faster job
growth in Q2 relative to QI.
Unfortunately, small gains in
these sectors were not enough
to offset the drag from real
estate-related employment.
Mortgage-related job loss
once again swamped the
Financial Activities sector,
leading to the biggest decline
in that sector that we’ve seen
since the end of the boom
(5500 jobs). Similarly, job
losses in the Construction sec-
tor accelerated to 11,500 jobs
last quarter. How big a bite out
of job growth are these 17,000
lost real estate-related jobs?
Total payroll job creation in
the second quarter was only
20,000 jobs — real estate job
losses offset nearly half of the
jobs created in the rest of the
California economy.

This combination of real
estate-related job losses and
sluggish growth elsewhere is
what we've been expecting for
some time. The overall impact
on the labor market has also

been what we've expected:
significant drag, but not
enough to generate outright
declines in total non-farm
payroll employment.
However, just like with the
unemployment numbers. the
uncertainty around this “no
overall job loss™ forecast has
risen. In particular, while we
have anticipating
Construction job losses of this

been

magnitude for some time. the
level  of job loss in
California’s real estate-related
finance has been more than we
expected. While we worry that
job loss in Financial Activities
could get worse, given current
trends, we still maintain our
forecast of very weak but pos-
itive payroll growth through
late 2008.

But while the employment
numbers are starting to look
ominous, the broader indica-
Aside
from some quarterly variation,
the overall trend in both nom-
inal and real personal income
growth has held steady since
2003, with 2007Q1 showing
no hints of any slowdown.
However, the combination of
weakness in every major
source of income (the stock
market, the job market, and
the housing market) and the
sluggishness  that  we've
already seen in national GDP
suggests that a slowdown in
California’s personal income
growth is almost certainly just
around the corner.

tors still look healthy

Lies, Damn Lies, and
Statistics: A Closer Look at
Foreclosures

Depending on who you
ask, you can get two very dif-
ferent takes on 2007’s explo-
sion of mortgage defaults.
Consider these two recent op-
ed pieces from Florida and
Illinois. The first argues that
these foreclosures are simply
a well-functioning market
punishing investors in a high
stakes game of musical chairs,
while the second argues that
the problem came from preda-
tory lenders taking advantage

of financially naive families
with dreams of home owner-
ship.

So which one of these sto-
ries is right? This section will
sort through some of the state
data on
defaults and
an attempt to decide which of
these stories is more consis-
tent with the data.

First, confront the
issue head on: are areas where

and local mortgage

foreclosures, in

let's

investors were a big share of
home purchases now the areas
with more foreclosures? A sur-
vey recently released by the

Banker’s
examines the
mortgage defaults
where the borrowers indicated

Mortgage
Association
share of

that they did not plan to occu-
py the house. Not surprisingly,
they find that these investors
were a bigger share of pur-
like
Nevada, Arizona. Florida, and

chases in boom states
California, and were also big-
defaults.
California’s share of investor
purchases in 2005 was below
the national average, but our
share of investor defaults is
higher. But even in Nevada,
which has the highest share of
investor defaults of all the
states, 68% of prime mortgage
defaults and 74% of subprime
defaults were not investor
owned. Investors are an
important part of the default
equation, but they are not the
majority of defaults.

While the national delin-
quency data does not indicate
widespread consumer distress,
the bankruptcy data is more
ambiguous, and requires more
care. At first glance, it looks
great news — in spite of a slow
increase since 2006, bankrupt-
cy filings in the US and
California are near historical
lows. This is somewhat decep-
tive, since the bankruptcy
reforms passed at the end of
2005 made it significantly
more difficult to qualify for
bankruptcy. As we’'ve seen
with previous legal changes,
there was a mad rush to file
before the new law came into

ger share of

effect, leading to a signature
spike and crash pattern. It is
hard to whether the
steady increase in bankruptcy
filings since 2005 represents

know

an actual increase in financial
distress, or is simply a return
to normalcy after the legal
change artificially depressed
bankruptcy filings by pulling
them forward in time.

But while this legal change
makes the comparisons across
time difficult, it should still be
that with a
higher level of financial dis-
tress in the economy should be
the ones that have higher
bankruptcy rates when scaled
for population.

The majority of
sures are occurring in owner-

the case states

foreclo-

occupied housing (though
there are some who argue that
many investors claim to be
owner-occupants). The coun-
ty-level data from California
that foreclosure rates
are highest in counties which
relied heavily on ARMs, but
had below average home
prices — which strongly sug-
gests working families who
stretched their finances to
afford a home, and now feel-
ing the burden of payment
resets.

But while owner-occu-
pants are bearing the brunt of
the foreclosure epidemic,
there is little sign that it had
spilled over into trouble pay-
ing back other loans. States
with high foreclosure rates
also tend to have high bank-
ruptcy rates, but recent legal
changes and the simple fact
that investors declare bank-
ruptcy too makes interpreting
that trend difficult. However,
the lack of wider financial dis-
tress in the economy suggest
that this spike in foreclosures
is fundamentally different
than previous cycles — the
days when homeowners ate
Top Ramen and let the repo
man take the car before miss-
ing a mortgage payment may
be a thing of the past. But this

shows

continued on page 12
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ExpressJet is Off the Ground at LA/ONT

By Joe Lyons

It was barely more than six
months ago when Expresslet
Airlines Chief Executive Officer
Jim Ream stepped out of a jet at
LA/Ontario International Airport
to announced flight service
beginning in April of 07. That
was when the Inland Empire got
its first look at the livery of
ExpressJet, with the airline’s
new paint scheme and interior
upgrades. The fleet of 50-seat
Embraer ERJ-145 jets would
soon fly from Los
Angeles/Ontario, Sacramento,
San Diego, Austin, Tucson,
Spokane, San Antonio and New
Orleans, to a growing list of
cities. Ream had arrived here in
Ontario to formally open ticket
sales. ExpressJet was new, but
definitely not a start-up.

“Expresslet Airlines operat-
ed as one of the world’s most
reliable regional airlines for
more than 10 years on behalf of
Continental,” Ream told the
Business Journal. “Today, we are
building on the foundation of our
experience and strong base of
relationships, to expand beyond
our past. We are pleased to begin
serving 24 cities under our own
banner, as ExpressJet Airlines.”

Ream said that ExpressJet
Airlines planned to serve more
than 150 destinations across the
U.S., Canada, Mexico, Central
America and the Caribbean with
world-class Continental Express
service. Expresslet’s branded
flying is concentrating on mar-

kets that are the right size for its
50-seat jets, with convenient air-
ports, growing local economies
and non-stop flights to the mar-
kets it now serves. “We are
pleased to offer our brand of fly-
ing to more customers,” Ream
said on opening day. “ExpressJet
is diversifying its services, but
will not depart from the princi-
ples of customer service and reli-
ability that allowed us to com-
plete over 3 million departures in

the past 10 years.”

Since its inception,
ExpressJet focused on efficien-
cy, professionalism and running
an exceptional regional jet serv-
ice as Continental Express.
Several of Expresslet’s execu-
tive management worked their
way up as airline maintenance
technicians and crew members
learning the business from the
inside. They concentrate intently
on the details of running a suc-
cessful operation. That focus has
driven ExpressJet to continually
find ways to streamline opera-
tions, as they did in 2002, retir-
ing all turboprop aircraft to focus
exclusively on a faster and
smoother all-jet fleet. Attention
to detail also eamed ExpressJet
“Regional Airline of the Year”
honors from Air Transport
World.

With 75 percent of its all-jet
fleet committed to a capacity
purchase agreement, allocating
25 percent into markets that
offer more strategic control and
a greater potential for future
growth, is the right mix for
Expresslet. “We recognize that
to operate at the level of service
and financial performance that
earned us a spot on Fortune
Magazine’s ‘Most  Admired
Airlines’ list two years running,
we must diversify and expand
our operations beyond an exclu-
sive focus on Continental
Express,” Ream said.

Part of that diversification
and expansion meant starting
service under its own brand,
deploying some of the youngest
aircraft in the airline’s current
fleet. It included upgrading their
in-flight service, with valet
carry-on bag service; free XM®
Satellite Radio; redesigned and
more comfortable cushioned
leather seats, and complimenta-
ry, recognized brand-name
snacks, as well as full-service
meal options on longer flights.

Another part involved tuming
inward-focused operations into
moneymaking businesses serv-
ing third-party customers.

A wholly-owned subsidiary,
ExpressJet Services, LLC, and
Airlines’ own Training Services
division were certified by the
Federal Aviation Administration,
(FAA), allowing ExpressJet to
provide maintenance and train-
ing to other airlines or aviation
businesses.

“We have operated a first-
class maintenance organization
since 1995, and maintained a
fleet of 274 aircraft. That gave us
a wealth of expertise that we
thought would be valuable to
customers ranging from a single,
private-aircraft owner to an
entire corporate or commercial
fleet,” Ream said.

Boasting one of the fastest
and most consistent turnaround
times in the industry, with a 99
percent maintenance reliability
rating, helped  Expresslet
Services attract new partners and
new revenue streams. Soon after
Expresslet Services earned FAA
certification to provide third-
party services, three major
European manufacturers of
thrust reversers, nacelles and
composite airline parts designat-
ed Expresslet Services their
North American maintenance
repair partner.

Similarly, as Expresslet
grew rapidly in its first decade to
operate a fleet of 274 aircraft, it
trained more than 3,800 pilots,
3,000 flight attendants, 4,000
ground personnel and more than
1,800 maintenance technicians.
Since starting up at LA/ONT it
has generated nearly 800 new
local jobs. “We knew what it
took to have crews well trained
and ready to go, because we
were making that happen more
than 1,300 times a day,” Ream
said.  Expresslet  Training
Services gained FAA certifica-

tion to provide third-party train-
ing to the corporate and com-
mercial aviation industry. It is
also recognized by the American
Society for Training and
Development. Today the air-
line’s flight simulators, automat-
ed classrooms and Cabin
Emergency Evacuation Trainer
deliver cutting-edge training to
third-party customers as well as
its own personnel.

Less than a year ago, in
December 2006, ExpressJet
entered the corporate aviation
market, creating a new division,
ExpressJet Corporate Aviation,
to provide charter service for
corporations, aircraft brokers,
hospitality companies, sports
teams, schools and others. By
summer 2007,  Expresslet
Corporate Aviation expects to
have grown to a dedicated fleet
of 15 aircraft.

Corporate customers have
responded enthusiastically to
Expresslet’s corporate charter
service. Clients appreciate the
ability to fly newer, cleaner,
more reliable jets with a first-
class amenity package on sched-
ules they determine.

“ExpressJet Corporate
Aviation gives them everything
they would want in a company
plane without the expense of
buying and maintaining it,”
Ream says.

At a hanger party to cele-
brate the launch in Ontario, the
Inland Empire Business Journal
asked Ream why, in fact,
ExpressJet chose to launch from
Ontario, rather than the larger
LAX. Ream explained that
Ontario is typical of the 24 air-
ports ExpressJet selected across
the country. “They are mid-
sized, conveniently located air-
ports that are also located in the
right-size markets for
Expresslet’s S50-seat  jets.”

continued on page 15
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You’ve Fallen... and Don’t Know How to Get Up
The Key to Surviving the Downtimes

by Monica Wofford

Leslie paid attention to the
trends in the market. At one
time she could almost stand
on the side of the road with a
sign that said “For Sale” and
she could make her quota.
Things were no longer that
way and she, as well as others
in her industry were now hav-
ing to work much harder and
much longer to make even the
smallest fact, it
seemed that many industries
were feeling this trend and the
morale, attitude, and action of
employees all
reflecting the apparent down
economy.
went people complained; sell-
ers were fearful of trying to
sell; buyers were fearful of
making a big buy; and
employees were hearing it
from consumers daily. Yet, as
was the case in Linda’s office,
all upper management
focused on was the numbers.
There was nothing being done
about the extra hours she had
put in or the extra follow
through she had to do, or the
downright struggle she faced
in psyching herself up to
come to work another day.

The truth is our economy
has shifted. It has gone back
to normal some would say.
Others claim the GDP is still
rising and job placements are
up, both good things. But
when your staff starts to feel
the crunch and believe that
things ARE bad, what do you
think the impact on your
organization will be?
Employees who feel their job
is on the line may give up car-
ing what your business looks
like. Employees surrounded
by negative customers or
rejection day in and day out
may begin to believe all they
hear and pass it on, accurately
or otherwise.

sale. In

over was

Everywhere she

The time is now to help
those who feel they have fall-
en, to get up. Change the
morale from “it'’s all going
down™ to “we can turn things
around.” Your efforts don’t
have to rhyme, but they may
be the most important thing
you do to save your company,
your department and your
employees from making a
dash to the door for
greener pastures. If you feel
your team has fallen... and
doesn’t know how to get up,
try these steps:

mad

Rally the Troops

Much of what is begun as
grapevine fodder in organiza-
tions is a function of miscom-
munication. One look or one
memo can create an ava-
lanche of damage control and
attitude issues. Rally the
troops and openly discuss
what is going on with your
business. What are the trends?
What is affecting your busi-
ness economically? Why are
you changing a product line
or lowering or raising prices?
If they are a part of the
process and have all the infor-
mation they need to know,
employees are much less like-
ly to create their own answers
to keep from feeling in the
dark.

Refocus Training

Part of what helps an
organization is training to
keep up with the new skills
needed and new advance-
ments made. However, train-
ing is a 51 billion dollar
industry and much of what
organizations offer is not
what will fix the problem. For
example, time management
training will not help employ-
ees overcome the fear of con-
tinued rejection, which may

be the real reason they are not
meeting their cold
quota. A refocused training

calling

plan that begins with a com-
plete analysis of where the
problems lie may incur a
slightly higher investment up
front, but will leave you with
lasting results far after the
downtimes have gone.

Get to Know Who They
Really Are

Under stress. a key prob-
lem causing element when the
media tells us the economy is
going bad, people will reach
for and use traits and behav-
iors that are not normally uti-
lized. If an employee shows
an attitude problem when the
stress is high and change is
frequent, but not when times
are good, it is possible that
mere raised awareness will
alleviate the problem. In fact,
one profile tool and 90 min-
utes in our business has been
known to clear up days and
hours of work in what could
have become a huge HR
issue. The awareness of what
an employee does under stress
will help you and that
employee to be more rational
and productive, at all times.

Bring in an Outside Source
If you have children, then
you have seen what happens
when they ask you a question.
You are just the parent and
cannot possibly have any
validity. Yet if the neighbor or
a complete stranger provides
the same answer you did to
the same question, that out-
side, unfamiliar party seems
to have real insight! The same
is true in your organization.
The voices of the familiar
faces lose their value over
time, and when an outside
source comes in and shares

similar information in a dif-
ferent way, their credibility is
automatically greater. Bring
in a consultant, an advisor, or
trust to
diagnose and deliver a solu-
tion to the problems that you
are facing in these times.

a trainer that you

Re-Motivate Middle
Management

No one seems to suffer
more than those in the middle
of any situation. Middle man-
when times are
tough, gets it from senior lev-

agement,

els in asking for more num-
bers and better results. But,
they also get it from the
employee level in complaints,
attrition, or personal issues
that prevent performance.
Give some thought to the
middle managers in your
ranks who could use a little
kudos, a little team spirit, and
a little pat on the back for
frankly, being the glue that
seems to hold it all together.

Whether you believe times
to be tough or just fine, the
perception of those you work
with is the reality they face
every day. What you do in the
downtimes shows character
and strength and conviction
of your beliefs. It is easy to be
happy and upbeat when things
are good, but who are you
when the chips are down and
how many people do you help
to pick up in the process.
They say when you make it
through the tough stuff that it
builds character, but you have
to make it through it to see all
the new character you now
have.

If you wish to contact Monica
personally, visit her Website at
www.monicawofford.com or in
her office at by dialing (866)
382-0121.
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San Bernardino Is Still
Getting Its Kicks.

By Joe Lyons

For too long the Inland
Empire has been seen as little
more than “the road to Palm
Springs.” Such destination sites
as the Ontario Mills Mall and
Victoria Gardens have changed
that perspective. So have our A
league ball teams, The Rancho
Cucamonga Quakes, The Inland
Empire  66ers  of  San
Bernardino, and the Lake
Elsinore Storm. Certainly the
semi-annual roar of NASCAR
in Fontana has been noticed on a
large scale.

But the annual Route 66
Rendezvous (sponsored by
Stater Bros.) is an important part
of this new list of attractions as
well. What started with 150 cars
and a couple of thousand people
has grown into a major event
among all people who love the
nostalgia of the muscle car era.
Granted older events like Reno’s
Hot August Nights still draws a
larger crowd, but the celebrity
and notoriety of Route 66 is an
event unto itself. Reno, after all,
has always been the divorce
capital of America, and a small
cousin to the lights of Las
Vegas.

San Bernardino, on the other
hand, is a part of the Route 66
song, which has lasted for better
than half a century. Everyone
from Nat King Cole to the
Rolling Stones has recorded that
song, written by Bobby Troup.
Holding the event in the town

listed right after Kingman and
Barstow just makes sense.

Even better now is the fact
that the event focuses on the
immediate area. For too long
the people in charge thought it
would be great to get some
blow-dried TV celeb from over
the hill in L.A. to come out and
MC the events.

Those people can’t even
pronounce the names of some of
our towns out here. They would
refer to Route 66 as “that thing
out in San Bernardino.” They
even got the dates wrong.

Today one local announcer,
KOLA's Vic Slick, can proudly
claim to be the “Voice of the
Rendezvous.” He works the PA
all weekend long letting folks in
attendance know what’s hap-
pening and where. The MC for
the Hall of Fame Brunch is also
a local radio personality, who
also happens to be on the San
Bernardino City Council.

I know I have sung this song
before in these pages, but I con-
tinue to believe that continually
pretending that anything we do
out here needs the imprint of
L.A. to make it worthwhile, is

just plain wrong. It says that we
aren’t good enough.

You can say what you want
about San Bernardino through
most of the year, but come
September, San Bernardino has
the ability to prove to the world
that it is good enough.

UCLA forecast...

continued from page 9

need not imply that today’s
homeowners are somehow
less conscientious about their
finances. It may be that the
mortgage payment has
become so large that Top
Ramen makes little difference,
or that the lack of refinance

opportunities and the adverse
incentive of a huge prepay-
ment penalty if you do refi-
nance simply make foreclo-
sure the least terrible of a set
of terrible choices.

The end of 2007 will mark
the peak of subprime ARM
resets, so we expect to see

continued on page 22

market report...
continued from page 7

been offset by the metro’s
robust rent growth.

* Outlook: Asking rents are
forecast to increase 7.7 percent
to $22.95 per square foot this
year, while effective rents are
expected to gain 7.5 percent to
$19.84 per square foot.

SALES TRENDS**

» Investors continue to pursue
opportunities in the rapidly
expanding Inland Empire office
market. Year over year, sales
activity has remained fairly
steady, declining approximately
7 percent; however, fewer prop-
erties have changed hands in
recent months, as investors are
weighing the competitive pres-
sures of increased construction
on existing properties.

* The median sales price has
gained 14.7 percent over the
past year to $190 per square
foot, although price growth has
plateaued in recent transactions.
Cap rates have remained steady
over the past 12 months, aver-
aging in the mid-6 percent
range.

* Outlook: The Inland Empire
features one of the most dynam-
ic demographic profiles in
California, a trend that is driv-
ing investment activity, as buy-
ers pursue assets poised for
growth. Velocity will likely
continue to cool this year, as

many properties will experience
some fundamental softening
due to increased competition
from new construction.

SUBMARKET OVERVIEW
« Investors may find properties
with upside potential in the
Palm Springs/ Palm Desert sub-
market where concessions are
currently above the metrowide
average despite boasting the
market’s highest
rate. Owners are expected to

occupancy

leverage tight conditions to
burn off concessions going for-
ward, which should result in
solid effective rent gains in the
coming years.
» Investors seeking relative
value have concentrated on the
Corona/Riverside/Moreno
Valley submarket, where sales
velocity has remained fairly
steady. Properties in this sub-
market currently trade at
approximately 10 percent below
the metrowide median, while
cap rates average in the high-6
percent range.

« The impact of increased devel-
opment will be felt most dra-
matically in the Rancho
Cucamonga/Ontario/Fontana
submarket, where approximate-
ly 1 million square feet of new
space is under construction and
another 1.5 million square feet
is in the various planning
stages, by far the most in the
metro.

healthcare...
continued from page 1

Schwarzenegger, members of the
California legislature, and politi-
cal parties between January 2001
and June 2007.

Assembly Speaker Fabian
Nunez and Governor Arnold
Schwarzenegger, the architects of
a potential health care deal in
Sacramento, have led the pack in
contributions from the industry.
Schwarzenegger has received
$719,600, and Nifiez has taken
$136,300. “No one can say, or
will admit, how much health care
will cost or who will pay. With $4
million from health insurers and 6
dozen fundraisers in the last three

weeks, no one in the capital
wants to offend the health insur-
ers,” said Jerry Flanagan with
FICR.

AB 8, by Assembly Speaker
Niifiez, benefits insurers at the
expense of Californians by
requiring workers and taxpayers
to pay for coverage but does not
cap what insurers are allowed to
charge. Under AB 8:

*If the cost of coverage
exceeds 5% of income, the work-
er is not required to buy coverage
but will be uninsured or under-
insured (forced to buy a high-
deducible, low-benefit policy).
Those that currently receive cov-

continued on page 33
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Empower Your Employees to Make Smart Decisions

By Anne Houlihan

Most company leaders say
they want an
filled
makers: however, the reality is

organization
with great decision-
that the majority of employees
are not empowered to make
decisions. Instead, the compa-
ny policy and/or culture make
decision-making a multilayer
process that requires forms,
documentation, and numerous
signatures. As a result, few
decisions get made, and those
decisions that do get made are
typically slow to transpire.

Realize, though. that when
you empower your employees
to make decisions on the spot,
not only do decisions get made
quicker, but you also improve
overall organizational produc-
tivity and customer satisfac-
tion. That, in turn, leads to a
more positive work environ-
ment and increased revenue.

So why aren’t more
employees empowered (o
make decisions? Often, the
company executives don’t trust
lower level employees to make
decisions. Other times man-
agers are afraid to empower
employees to make decisions.
They think, “What if the
employee makes a wrong deci-
sion? What will that do to our
bottom line?"” Or, even worse,
“What if the employee makes a
really good decision? What
will happen to my job then?”

In reality, once you trust
employees, empower them,
and train them to be in align-
ment with the company’s val-
ues and mission, they rarely
make a wrong decision.
Additionally, when employees
are empowered to make deci-
sions, managers can then focus
on long-term goals and strate-
gic planning rather than day-
to-day operations.

Use the following guidelines
to foster a culture of empow-
erment in your organization.

1. Establish decision-making
parameters for various levels
of employees.

Even though you want a
company of empowered deci-
sion-makers, not all employees
should have equal authority for
every single decision. For
example, you may establish
that front line employees can
make a decision up to a certain
dollar amount, say $500, and
any decision that would exceed
that amount needs to go to a
manager. Then the manager
may have authority to make a
decision up to $2.000, and any-
thing more than that needs to
£0 1o an executive team mem-
ber. Such a structure empowers
people, because they know
their boundaries and what
guidelines to follow when the
decision is too big for them to
handle. Now there’s no guess-
ing or confusion about whether
they are allowed to make a cer-
tain decision. When people
know what they can and cannot
do, they feel freer in their deci-
sion-making capabilities.

2. Conduct weekly training
sessions with your employ-
ees.

Your employees can’t be
empowered if they’re not prop-
erly trained on all aspects of
the business. Therefore, have
weekly training sessions with
front line employees and man-
agers to allow for role playing
and discussion. During these
sessions review such things as
the company’s goals, mission,
vision, and culture. Role play
possible decision-making sce-
narios so employees get a
sense of what may transpire
and how their decisions impact
the company. Be sure not to
berate or embarrass anyone for
making a bad decision during
these role play exercises.

Remember, this is a time for
learning. Also realize that just
because the decision the
employee made isn’t the one
you would make doesn’t make
Often,

more than one solution exists

the decision wrong.

for a problem.

3. Teach your employees the
lifetime value of a customer.

A big part of the training
educating
employees on the

involves your
lifetime
value of a customer. That is,
explain to them that part of
their decision-making process
should involve looking at how
much business that customer
has given or could give the
company in the future. For
example, if a customer is
unhappy because something
didn’t ship on time, and the
employee learns that it will
cost the company $100 to
overnight the product to the
customer, the employee needs
to determine if that $100 ship-
ping fee is warranted. If it’s a
big customer who gives the
company thousands of dollars
of business each year, then the
$100 shipping fee is definitely
warranted to keep the customer
happy. For other scenarios, the
$100 shipping fee may not be
warranted, especially if you
know this is a one-time sale of
an inexpensive item. The key
is for employees to give this
factor thought as they decide
what to do.

4. Acknowledge the special
skills and talents your
employees possess.

Everyone has special skills
and talents that they bring to
the table. Know what those are
for each member of your team.
For example, one company
wanted to do a mailer to cus-
tomers, so they assembled their

employees together to brain-
As they talked,
their

storm ideas
they
tomer service manager liked to
draw. They let him run with an
idea he had and sketch out a
flyer. The company agreed that
his flyer was creative, and they
sent it out to their customers.
Turns out it was one of the best

learned that cus-

mailers the company ever did,
bringing in lots of new busi-
ness. The point is that when
you allow your employees to
use their strengths and creativ-
ity, they will often amaze you.
The key is uncovering what
those strengths are. Therefore,
make it a p(HHl to meet with
employees as people, and not
as employees, from time to
time. Use those informal get-
togethers as a time to find out
more about them. By doing so,
you're empowering your peo-
ple to take an interest in the
company and feel more confi-
dent with their decisions. And
confidence is essential to mak-
ing good decisions.

5.  Consistently
appreciation and
rewards to people.

express
give

The greatest human desire
is the need to feel appreciated.
When people feel truly appre-
ciated, they are eager to take
on responsibilities and they
want the company to succeed.
Therefore, make it a habit to
thank people, even for small
milestones. The thank you
could be a simple handwritten
note or a big party for a job
well done. Also, recognize spe-
cial events, such as birthdays
and anniversaries, and give
rewards when appropriate.
Some companies give monthly
or quarterly bonuses based on
company performance, while
others give time off or tangible

continued on page 15
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OMA LIND,

'CHAMBER OF COMMERCE

"Diversity For A Better Community”
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SunDAY, OCTOBER 21, 2007

The Public is invited to the Annual Loma Linda Community
Parade and Fair on Sunday, October 2Ist. The festivities begin at
10:00 a.m. with the parade starting on Anderson Street near l’m\p,“
in Loma Linda, winding down Anderson to the Loma Linda Academy
for the Fair immediately following. The Fair activities will continue unil
4:00 pm

This event is sponsored by the Loma Linda Chamber, coordi
nating the parade, and Loma Linda Academy, hosting the Fair. The
theme for this year's parade is “Diversity For A Better Community.”

Applications for participants are still being accepted. Ribbons
will be awarded in several categories. Call the Loma Linda Chamber
of Commerce for an application and information, and reserve your spot
in Loma Linda’s greatest event.

There are four business levels of sponsorship that are offered,
and advertising opportunities are available for
businesses and organizations. Call the
Chamber at 909-799-2828 for details and the
Loma Linda Academy at 909-796-0161 for fair
booth reservation information, and gain valuable
visibility for your business or organization.

USINess joumna

GET A JUMP ON YOUR -
COMPETITION...

secure your space in the Inland Empire’s
premier reference tool

TODAY.

Sponsorship Packages...$6,000
Full Page...$3,750 e Half Page...$2,750

For details, contact your account manager at

usiness J ourna

TRITON

ications, Inc.

Please allow us to introduce ourselves: Triton Communications, Inc.. a full
service telecommunications company. Originally formed in 1981, and
Incorporated on August 12th 1982. We began as a contractor providing
installation service for Rolm of California. In 1985, Triton
Communications, Inc. became an interconnect and began o serve its own
customers

We are very proud to say that many of our original customers are still with
us today. Please review the list of services and qualifications below. We are
certain you will find that Triton Communications, Inc. can be of assistance o you and your company. We have
a very well trained technical staff and our installation and service technicians have an average of fifteen years
experience cach. The following is a list of our services

* Sales and Service of refurbished (Nortel, Toshiba) & new (NEC) telephone systems and equipment.
+ Complete System cabling of voice, data, and computer networking.

* Voice Mail and Paging systems to Video conferencing and Call Accounting systems.

+ Providing Local Dial Tone, T1, Long Distance and 800 numbers

« VolIP solutions.

e P T

Triton Communications, Inc.
663 Brea Canyon Road Ste. 4
Walnut, CA 91789
Phone:909.594.5895
Fax:909.598.2832
www.tritoncomm.com
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empowering
employees...
continued from page 13

gifts. Find out what types of

appreciation and rewards will
motivate your staff. and dole

them out freely. This shows
employees that you value
them, which will make them

eager to go the extra mile and

make smart decision

Decide on a More Profitable
Future
decisions

I'he more your

employees make., the more
productive everyone will be.
As the leader, you'll have more
time to work on the business
rather than in it, and your man-
agers will be able to focus on
their initiatives
rather day-to-day
minutia. Additionally, empow-
ered employees demonstrate a

long-term
than the

stronger work ethic, and they

hold themselves accountable.
They treat the company as if it
were their own, and they make
that

the company’s goals and mis-

smart decisions advance
sion. But perhaps the biggest
benefit of having empowered
employees is the loyalty they'll
show the company. When they
valued,
they 1l be eager team members,
dedicated to making a positive
difference on the company’s
bottom line.

feel respected and

For more information visit
Anne  Houlihan's  Website
www.goldenkeyleadership.com
or call 951-235-5405.

When Planning Your
2007 Advertising Budget,
Consider

INLAND EMPIRE

EDITORIAL FOCUS

ExpressJet...
continued from page 10

Immediate gate availability at
the Los Angeles/Ontario

International airport allowed
Expresslet to get up and running
quickly.

Ream also explained that
Ontario’s facility focuses on pro
viding a convenient air travel

LAX

Expresslet a warm welcome. Its

alternative to and gave
city leaders were eager to gain a
new fleet of planes under experi-
enced management. Expresslet’s
entry immediately garew
LA/Ontario’s regional airport
service from 20 destinations to
34, and expands its own capaci-
Ly to serve passengers by anoth-
eér 10 percent;
Sacramento. San Diego. Austin,
San Antonio and New Orleans,

Expresslet will primarily serve

From there,

business customers in the bread-
basket states. Routes across the
West, Midwest and South bring
needed non-stop flights to
Omaha, Boise, Tulsa, Oklahoma
City, El Paso and more than a
dozen others.

LA/ONT
Maria Tesoro-Fermin agrees that

spokesperson

Expresslet has been good for the
airport. Its growth has continued,
it has brought jobs and. although
nothing can be released yet, new
destinations are planned out of
LA/ONT.

“Expresslet Airlines has
always been ‘ready for prime-
time,” and it has been no secret to
those who follow the industry,”
Ream concludes. “But the thing
about success, particularly in the
airline industry, is that the only
way to keep it is to keep chang-
ing.”

2007 EDITORIAL SCHEDULE
SUPPLEMENTS

Vietnam...

continued from page 8

Length  of  Coastline:

Vietnam’s coastline along the

Gulf of Tonkin. the South
China Sea. and the Gulf of
l'hailand measures 3.444 Kilo-

meters

Climate: Vietnam’s climate
is tropical and monsoonal:
humidity averages 84 percent
Annual
1,200 to

3,000 millimeters, and

throughout the year

rainfall ranges from
annual
temperatures vary between 5°C
and 37
Natural
Vietnam’s

Resources:
natural

main
resources consist of coal, cop-
per, crude oil, gold. iron. man-

ganese. silver, and zinc.

Demography: In 2004,
Vietnam’s age distribution was
estimated as 0t 14
years of age, 29.4 percent: 15 to
64, 65 and 65
older, 5.6 percent. This age dis-
tribution signals slower popula-
tion growth than in the past.
According to 2005 estimates,
Vietnam’s birthrate was 17.07
births per 1,000 people, and the
fertility rate was 1.94 children
born per The infant
mortality rate was 2595 per
1.000 live births, and the death
rate was 6.2 per 1,000. Also
according to 2005 estimates,
life expectancy was 70.61 years
for the total population, con-
sisting of 67.82 years for men
and 73.6 years for women.

follows

1

¢

percent; and

woman.

Education and Literacy:
In 2003 Vietnam’s literacy rate
was 94 percent, including 95.8
percent for men and 92.3 per-

LISTS

cent for women. However. edu-

cational attainment is less

impressive. Although five years
of primary school education are
considered compulsory and 92
percent of eligible children
were enrolled in primary school
in 2000, only two-thirds com-
pleted the fifth grade. The cost
of tuition, books. and uniforms
and the need to supplement
family income are the two main
reasons for dropping out. A
huge disparity exists in primary

school enrollment between the

cities and rural parts of
Vietnam. In some rural areas,
only 10 to 15 percent of the

children progress beyond third
grade, whereas almost 96 per-
cent of pupils in Ho Chi Minh
City complete fifth g

ade. In

2000 enrollment in secondary

school was only 62.5 percent,

much lower than in primary
school. One of the govern-
ment’s goals is to expand

access to secondary education.
ECONOMY

Overview: Beginning in
the 1980s. dire economic con-
ditions forced the government
to relax restrictions on private
enterprise and sharply cut back
on labor camp prisoners, many
of them entrepreneurs. In 1986,
Vietnam launched a political
and economic renewal cam-
paign (Doi Moi) that intro-
duced reforms intended to
facilitate the transition from a
centralized economy to a
“socialist-oriented market
economy.” Doi Moi combined
government planning with free-

continued on page 20
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Why Good Employees Leave - And How to Retain More of Them

By Gregg Gregory

Vickie left the mortgage
company she worked with for
several years for a competitor
and a promotion. No one could
blame her for leaving; after all,
she had dreams of her own to
pursue.

Vickie was well-respected
by her coworkers, therefore
them contacted

almost immediately wanting to
come work for her. Vickie
knew the talent each possessed
and brought them both on
board.

Several weeks later, Vickie
ran into the president of her
previous company. He was out-
raged, screaming across the
parking lot and warning her not
to steal any more employees.
While Vickie didn’t appreciate
the verbal abuse, she knew she
had done nothing wrong. After
all, she could not steal someone
who didn’t want to leave in the
first place, and both employees
sought her out for employment
initially.

In Vickie's case, the
employees joined her because
she had gained their respect
during her tenure.

While employees leave for
a variety of reasons, the reality
is the company simply failed to
keep them. Many employers
believe the ultimate secret to
retaining employees is offering
more money; however, studies
continually show that while
money is important - and may
be the first answer given in an
exit interview - it’s rarely the
number one reason for leaving
a company.

So why do good employees
leave? Often times, it’s diffi-
cult to get a direct answer.
However, each person who
moves on can tell a story, and
it’s important to build as much
of the story as possible.

The most undervalued tool
in determining why employees
leave is the exit interview.
When someone leaves, who is
the best person to conduct this
interview? If the immediate

two of her

manager is responsible, the
interview will not likely result
in honest answers. The inter-
view needs to be conducted by
a neutral party, usually some-
one from human resources.

There are certain questions
to ask, such as, “Why are you
leaving?” While on the surface
it seems like a simple question
with a simple answer, nothing
could be further from the truth.

Think of it this way: when
in a department store and the
sales asks, “Can 1
help Our  prepro-
grammed response is always,
“No, I am just looking.”

Well, the same is true for,
“Why are you leaving?” The
preprogrammed response is,
“More money.” What is the
underlying question? Is money
the reason the employee went
looking in the first place; that
answer is usually no.

To breakthrough the pre-
programmed response, there
are a series of questions to ask.

Begin with, “What is the
reason you have chosen to
leave our organization?”

Avoid asking “why” in the
opening statement because it
sets off the defense mechanism
immediately.

The first reason may very
well be more money. If so, pro-
ceed by thanking the person
and asking if he/she feels as
though they were underpaid in
the current position.
Regardless of the answer, ask
how important money is to the
person. This will feel uncom-
fortable, but the interviewer
will begin to uncover whether
money is actually the number
one motivator for leaving.

Next, ask what other fac-
tors brought on their desire to
leave? This could result in
many answers - shorter com-
mute, nicer office, etc. -
regardless, the next question
must be, “Why is this impor-
tant to you?” Finally, the most
important question gauges
overall importance: “Which is

associate
you?”

more 1mportant, money or a
shorter commute, nicer office,
ete.?™

The first question will bring
down the defenses and open the
person up for communication,
as well as opening the inter-
viewer up to a series of
employee needs.

The second question begins
the  prioritizing
Usually money is the
answer given - as in the exam-
ple - and then when asked
which is more important, that
first answer may be pushed
down the list. This process
be continued until the
employee says there are no
other reasons for leaving.

Beyond a spousal reloca-
tion, personal family issues and
medical issues, why do good
employees leave? While they
often tell the exit interviewer
it’s money-related, a good exit
interviewer can
sons, including poor leader-
ship, conflict with others -
including immediate supervi-
sors - lack of potential to
advance, boredom with the
responsibilities, or
recognition from management.
Even still, there are three main
reasons why employees leave.

process.
first

must

uncover rea-

1. Money
Whether it’s the first
response or not, money is

always a factor in leaving a
job, and often with good rea-
son. Are employers paying
their employees fair market
value in today’s market? If so,
money is a scapegoat answer
because it’s likely the person
will not make significantly
more in a new position. As an

employer, resources like
www.salary.com can relay

accurate and appropriate infor-
mation. Managers must reeval-
uate their employee’s salaries
on a regular basis to stay com-
petitive.

2. Conflict
Behavioral or personality

lack of

conflicts with coworkers or
supervisors are also commop
Job,
Conflict with projects can be
healthy, yet conflict between
people styles can be deadly,
Too often people try to get their

factors in leaving a

point across without under-
standing the other person’s
point-of-view. Thus, conflict
arises on a regular basis. This
can be addressed with training
on how to adapt to different

behavior styles.

3. People SKkills

A big reason why employ-
ees leave ultimately boils down
to poor people skills in man-
agement. An employer must
ask, “Are my front line leaders
good with people?”  Many
managers were promoted to
their position because they did
their first job well, but that
doesn’t mean they know how
to lead others in the position.
When employees are asked for
the top three favorable traits in
their best boss, 90 percent are
people-based skills.

Determining the underlying
causes for an employee's
departure is vital to the success
and evolution of every compa-
ny, large or small. The exit
interview is the most underrat-
ed yet efficient method in gath-
ering this information, and it
needs to be continued time and
time again to build statistical
information on an organization.
Each organization is different
than the one across the parking
lot, therefore, the more infor-
mation gathered, the more
informed senior management
will be about strategic deci-
sions down the road.

A job-hopping market is
about to take off and retaining
good employees will be cru-
cial. Are you ready?

For further information,
please contact Gregg at: 866-
764-TEAM or visit:

www.GreggSpeaks.com
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The Super-simplified 401(k) Plan:
A Good Choice for Today’s Self-employed

By Naseem Qader

As a small business owner,
you should be both interested
and concerned about two pre-
vailing trends coming together
in the American workplace:
the job growth
small
responsibility of

created by
and the
individuals

businesses

for their own retirement plan-
ning. If you are a business
with
than
spouses, then you may wish to

owner, no employees

other co-owners  or
consider establishing a Super-
401(k)
I'hat’s right.

simplified plan  for

your business
As a

you can enjoy the same 401(k)

small business owner,
retirement plan benefits cur-
rently provided to millions of
other Americans.

If saving as much as you
can for retirement 1S a prime
concern, a Super-simplified
401(k) may be an appropriate
choice for you. With a Super-
simplified 401(k) you are per-
mitted to make profit-sharing
contributions up to 25% of
your compensation for incor-
porated businesses or 20% for
unincorporated  businesses,
subject to a $225.000 compen-
sation cap in 2007. Plus, you
may make an additional
$15,500 salary-deferred con-
tribution, and if you are over
age 50. that amount increases
to $20,500. The combination
of profit-sharing and salary-
deferral contributions for
2007 may not exceed $45,000
($50,000 if you are age 50 or
older). For many business
owners, a 401(k) allows for
larger annual contributions
than other retirement plans
including SEP IRAs, SIMPLE
IRAs, and Keoghs.

The Super-simplified
401(k) plan can make saving
for retirement easier. Some
fully self-directed plans, for
example, may allow for a
wide range of investment
opportunities including

bonds and mutual

funds, provide a loan provi-

stocks,

sion, and allow you to transfer
other retirement accounts
including Keoghs, SEP IRAs
and traditional IRAs (exclud-
ing after-tax nto
your Super-Simplified 401(k)

balances)

account.

A good place to start is
with our complimentary pub-
lication, The Super-simplified
401(k) Plan, which contains
information helpful for under-
standing the options a Smith
Barney Super-simplified

401(k) can offer you.

Naseem Qader is a finan-

cial advisor with

Barney located in Claremont,

Smith

CA and may be reached at

909-625-9702.

[
|

This Holiday Season,
ve The Gift Of

G

Name

City

Telephone

Charge my gift to my credit card: 3 Visa
Account No.

Today. millions of children in developing countries are suffering with cleft lip and

Inutrition, shame and

palate. Condemned to a lifetime of
The good news is that virtually all of these children can be helped. This is the
mission of The Smile Train. We empower local surgeons to provide this life changing
free cleft surgery which takes as little as 45 minutes and costs as little as $250. It
gives desperate children not just a new smile—but a new life.

100% of your donation goes toward programs — 0% goes toward overhead.

3 $125 Covers half the cost of one surgery. O §

YES, I want to give a child a second chance at life.
7 $250 Provides cleft surgery for one child. [ $ 50 Provides medications for one surgery.

Address
State Zip

eMail

0 AMEX
Exp. Date

O MasterCard

with your donation to:

Send this coupon
The Smile Train
P.O. Box1979
Rancho Cucamonga, CA, 91729-1979

We'll gratefully accept any amount.

0 Discover

205121008ZFBNO4 X

Make check out to
“The Smile Train.”

B

NS\
TheSmileTrai

Changing The World One Saibe At A Tine.

1-877-KID-SMILE
www.smiletrain.org

ers. The Senile Train s 8 501 (cX3) noapeofit

SAll nomprogram expenses, such as overbesd and fund- are pasd for with start-up from our ‘eupporiers.
m—dmmn.n.nmnmu;:-m ‘m sccordance with IRS regulations. © 2005 The Smile Train.
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DUFF & PHELPS/INLAND EMPIRE BUSINESS JOURNAL
STOCK CHART

THE GAINERS THE LOSERS
Top five. by percentage Top five, by percentage
Company Current  Beg.of Point %Change Company Current Beg.of Point %Change
Modtech Holdings Inc. 173 1.17 0.56 47.9% National RV Holdings Inc. 0.55 0.80 0.25 31.39%
Hansen Natural f‘urp. 51.90 4491 6.99 15.6% Channell Commercial Corp. 4.20 4.61 0.41 -8.9%
Watson Pharmaceuticals Inc.  31.70 29.82 1.88 6.3% Fleetwood Enterprises Inc. 8.53 9.32 0.79 -8.5%
American States Water Co. ~ 40.89  39.06 .83 4.7% PEF Bancorp Inc. 1674 1752 078 -4.5%
CVB Financial Corp. 12.43 11.91 0.52 4.4% HOT Topic Inc. 8.11 R 37 0.26 -3.1%
Ticker 9/21/07 8/31/07 %Chg. 52 Week 52 Week  Current P/E Exchange
Close Price Open Price  Month High Low Ratio

_American States Water Co AWR 40.89 39.06 47 44.84 33.57 28.6 NYSE
Channell Commercial Corp CHNL 4.20 4.61 -8.9 6.01 2.38 NM NASDAQ
CVB Financial Corp CVBF 12.43 11.91 44 14.15 9.46 16.0 NASDAQ
Fleetwood Enterprises Inc. FLE 8.53 9.32 -8.5 11.41 6.33 NM NYSE
Hansen Natural Corp.(H) HANS 51.90 4491 15.6 52.30 24.75 47.2 NASDAQ
HOT Topic Inc. HOTT 8.11 8.37 -3.1 14.45 7.47 224 NASDAQ
Keystone Automotive Ind. Inc.(H) KEYS 47.67 46.95 13 47.78 29.80 25.6 NASDAQ
_Modtech Holdings Inc. MODT I578 {:17 47.9 S.72 1.03 NM NASDAQ
National RV Holdings Inc.(L) NVH 0.55 0.80 -31.3 4.46 0.43 NM NYSE
Pacific Premier Bancorp Inc. PPBI 10.79 10.50 2.8 12.70 8.51 14.6 NASDAQ
PFF Bancorp Inc. PFB 16.74 17.52 -4.5 38.24 14.53 10.2 NYSE
Provident Financial Hidg. Inc. PROV 22.63 23.22 -2.5 32.80 17.51 15.1 NASDAQ
Watson Pharmaceuticals Inc. WPI 31.70 29.82 6.3 33.91 24.31 25.6 NYSE

Notes: (H) - Stock hit fifty two week high during the month,

Duff & Phelps, LLC

One of the nation’s leading investment bank-
ing and financial advisory organizations. All
stock data on this page is provided by Duff &
Phelps, LLC from sources deemed reliable.
No recommendation is intended or implied.

(310) 284-8008.

| Stock » Month Volume

| Hansen Natural Corp. 18,972,864 !

| Fleetwood Enterprises Inc. 11,992,105

} Watson Pharmaceuticals Inc. 11,816,856 |

| HOT Topic Inc. 8,478,992 |

| CVB Financial Corp. 4669333 |
D&P/IEBJ Total Month Volume $

66,072,327

Advances
Declines
Unchanged
New Highs
New Lows

ot > (=T~ SCS |

(L) - Stock hit fifty two week low during the month, NM- Not Meaningful

MANNERINO

L A W

o

F F |

C.E .S

“Laws were made to be broken”
Christopher North, May, 1830

“Had laws not been, we never had been blam ‘d; for

not to know we sinn ‘d is innocence”
Sir William Davenant

10681 Foothill Blvd. Suite 280 Rancho Cucamonga, CA 91730

1606-1668

tel. (909) 980-0630 fax. (909) 948-8674
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A Brief History of the iPod Universe

By J. Allen Leinberger

Success, I am told, has many
fathers.

This is especially true in the
case of the 1Pod, the single most
successful item in the Apple
inventory.

My favorite story has to do
with an Apple engineer who was
watching an episode of “Star
Trek-The Next Generation.”
Data, the android, was listening
to several classical arias at the
same time from his computer.
The Apple engineer knew this
was not possible because com-
puters back then had neither the
bandwidth nor the hard drive
memory to hold and play back
grand opera.

He played around with an
existing program called Quick
Time in order to get it to hold
more music. Thus was born the
beginnings of the iTunes Music
Library.

So the story goes.

But there is more to the tale.
According to Leander Kahney of
Wired Magazine, there were
actually three people involved in
the initial development.

Steve Jobs, of course, is one
candidate; but engineer Tony
Fadell has also been named the
father of the iPod, as has Jon
Rubinstein, the former head of
Apple’s hardware division.
While they all played key roles
in the iPod's development, the
iPod was truly a team effort.

Here’s the story:

In 2000, Steve Jobs’ candy-
colored iMac was leading the
charge for Apple’s comeback,
but to further spur sales, the
company started asking, “What
can we do to make more people
buy Macintoshes?”

Music lovers were trading
tunes like crazy on Napster.
They were attaching speakers to
their computers and ripping
CDs. The rush to digital was
especially marked in dorm
rooms -- a big source of iMac

sales -- but Apple had no juke-
box software for managing digi-
tal music.

To catch up with this revolu-
tion, Apple licensed the
Soundlam MP music player
from a small company and hired
its hotshot programmer, Jeff
Robbin. Under the direction of
Jobs, Robbin several
months retooling SoundJam into
iTunes (mostly making it sim-
pler). Jobs introduced it at the
Macworld Expo in January
2001.

While Robbin was working
on iTunes, Jobs and Co. started
looking for gadget opportunities.
They found that digital cameras
and camcorders were pretty well

\p(.‘ﬂl

designed and sold well, but
music players were a different
matter.

“The products stank,” Greg
Joswiak, Apple’s vice president
of iPod product marketing, told
Newsweek.

Digital music players were
either big and clunky or small
and useless. Most were based on
fairly small memory chips, either
32 or 64 MB, which stored only
a few dozen songs -- not much
better than a cheap portable CD
player.

But a couple of the players
were based on a new 2.5-inch
hard drive from Fujitsu. The
most popular was the Nomad
Jukebox from Singapore-based
Creative. About the size of a
portable CD player but twice as
heavy, the Nomad Jukebox
showed the promise of storing
thousands of songs on a (small-
ish) device. But it had some hor-
rible flaws: It used Universal
Serial Bus to transfer songs from
the computer, which was
painfully slow. The interface was
an engineer special (unbeliev-
ably awful) and it often sucked
batteries dry in just 45 minutes.

Here was Apple’s opportuni-
ty.

“I don’t know whose idea it
was to do a music player, but
Steve jumped on it pretty quick
and he asked me to look into it,”
said Jon Rubinstein, the veteran
Apple engineer who’s been
responsible for most of the com-
pany’s hardware in the last 10
years.

Now retired, Rubinstein
joined Apple in 1997. He'd pre-
viously worked at NeXT, where
he’d been Steve Jobs’ hardware
guy. While at Apple, Rubinstein
oversaw a string of groundbreak-
ing machines, from the first
Bondi-blue iMac to
cooled workstations

water-
- and, of
course, the iPod. When Apple
split iPod and
Macintosh divisions in 2004,
Rubinstein was put in charge of
the iPod side -- a testament to
how important both he and the
iPod were to Apple.

Apple’s team knew it could
solve most of the problems
plagued by the Nomad. Its
FireWire connector could quick-
ly transfer songs from the com-
puter to player -- an entire CD in
a few seconds, a huge library of
MP3s in minutes. And thanks to
the rapidly growing cell phone
industry, new batteries and dis-
plays were constantly coming to
market.

In February 2001, during the
Macworld show in Tokyo,
Rubinstein made a visit to
Toshiba, Apple’s supplier of hard
drives, where executives showed
him a tiny drive the company
had just developed. The drive
was 1.8 inches in diameter --
considerably smaller than the
2.5-inch Fujitsu drive used in
competing players -- but Toshiba
didn’t have any idea what it
might be used for.

“They said they didn’t know
what to do with it. Maybe put it
in a small notebook,” Rubinstein
recalled. “I went back to Steve
and I said, ‘T know how to do

into separate

this. I've got all the parts.” He
said, *Go for it.”™

Thus was born the little
music device first reviewed here
in the Inland Empire Business
Journal nearly six years ago. Its
development since then has been
in proverbial leaps and bounds.
Every generation gets more
memory, hence more capacity,
and it gets smaller as well.

As the Journal has reported,
it has new functions and features
as well. The firewire connection
has been replaced with a 30-con-
nector plug, which allows it to sit
up in a base for connecting to the
computer or a boom box. Color
has been added, allowing for
album art to accompany each
song. Video has been added,
allowing people to load movies
and TV shows. The Apple TV
device lets you play your iPod
videos on your TV. Games, con-
tacts, memos and podcasts are
now a part of the library.

If Cleopatra had had an iPod,
her famous library at Alexandria
would not have been lost.

The most recent edition has
two new looks. The iPod Touch
looks just like its brother, the
new iPhone. In fact several peo-
ple referred to the iPhone as the
new iPod. The pity is the iPhone
has a very limited capacity for
music. Both the iPhone and the
new iPod Touch can hold only
about 8G of music. The new
iPod Classic has a maximum
memory of 160 Gigabytes. This
allows you the capacity for some
40,000 songs. The average radio
station library has about 2,500.

Meanwhile, all of the new
generation of iPods have a short-
er wider look to them. This pro-
vides a bigger sharper video pic-
ture. MacAlly, a periferal com-
pany in Ontario has to retool to
supply covers for all of the new
devices. On the day I had visited

continued on page 33
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Vietnam...

continued from page 15

market incentives. The program abolished agricultural col
lectives, removed price controls on agricultural eoods, and
enabled farmers to sell their goods in the marketplace. It
encouraged the establishment of private businesses and
tore mvestment, mcludmg forg owned enlerprises

By the late 1990s, the success of the busi and
cultural reforms ushered in under Doi Mo viden
More than 30,000 private businesses had been cr ind
the economy was growing at 1 e th
percent. From the ea 990)s 0S5
from about 50 percent 1« 9 percent of the populatior
However, progress varied geographically, with most pros %
perity concentrated urb: ireas, particularly in and ‘e‘:"
around Ho Chi Minh City. In general, rural arcas also
made progress. as rural households living n poverty
dechined from 66 percent of the total in 1993 to 36 percent

in 2002. By contrast, concentrations of poverty remained
in certain rural areas, particularly the northwest, north-central coast,
and central highlands

In 2001 the Vietnamese Communist Party (VCP) approved a 10-
year economic plan that enhanced the role of the private sector
while reaffirming the primacy of the state. In 2003 the private sec-
tor accounted for more than one-quarter of all industrial output, and
the private sector’s contribution was expanding more rapidly than
the public sector’s (18.7 percent versus 12.4 percent growth from
2002 to 2003)

Despite these signs of progress. the World Economic Forum’s
2005 Global Competitiveness Report, which reflects the subjective
Judgments of the business community, ranked Vietnam eighty-first
in growth competitiveness in the world (down from sixtieth place in
2003) and eightieth in business competitiveness (down from fiftieth
place in 2003), well behind its model China, which ranked forty-
ninth and fifty-seventh in these respective categories. Vietnam's
sharp deterioration in the rankings from 2003 to 2005 was attribut-
able in part to negative perceptions of the effectiveness of govern-
ment institutions. Official corruption is endemic despite efforts to
curb it. Vietnam also lags behind China in terms of property rights,
the efficient regulation of markets, and labor and financial market
reforms.

Workers at a garment factory

US$45.2 billion. Per capita gross national income was US$550).
However, based on purchasing power parity (buying power for g
basket of goods without regard for market exchange rates),
Vietnam’s per capita GDP was approximately US$2,700. In 2004
the contributions to GDP by sector were as follows: agriculture,
21.8 percent: industry, 40.1 percent: and services, 38.2 percent,
Reflecting Vietnam’s hybrid economy. industry ownership was
mixed, as indicated by percentage of output, as follows: state-
owned, 40 percent and dechining: privately owned, 25 percent, but
employing four times as many workers as the state-owned sector;

and foreign-owned, 35 percent

Government Budget: In November 2003, Vietnam’s National
Assembly approved a total state budget of about US$12 billion for
2004, corresponding to about 26.5 percent of estimated gross
domestic product (GDP). The government’s budget deficit, current-
ly targeted not to exceed 5 percent, is rising but remains under con-

trol in the view of independent observers.

Inflation: In 2004 inflation was 9.5 percent, higher than the 3.4
percent rate measured in 2000 but down significantly from 160 per-
cent in 1988. The long-term decline reflects the beneficial effect of
fiscal and monetary reforms aimed at stabilizing the economy.

Compiled by: Lance McBride, Eric Stevens of LI. Lorachel
International has conducted business in Vietnam since 1999,
Widely considered experts in this country, many U.S. businesses
and media alike turn to Lorachell for expert advice on the business
climate

Lorachell International works closely with both government
and private entities offering over $2 billion dollars in the follow-
ing investment rypes

* Real Estate Projects
* Infrastructure
o Tourism Projects

s Company financing

Lorachell has the assets in place to continue facilitating direct
investment, factory relocation and outsourcing to Vietnam. We
have had the vision for over seven vears of doing business with
Vietnam, and now we are in the right place to push Vietnam
towards its foreseeable growth aspirations.
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MidState 99 Distribution Center

JoAnn
Stores

Blsernatin ———— 50,000 SF
Available

VF Corporation

Worm's Way
Workflow One
DATS Trucking

139,590 SF

International
Paper Available

Company

__——— 140,700 SF Available
Rall Service

MIDSTATE 99

Lookingfortheperfect DISTRIBUTION CENTER
western U.S. distribution

site? MidState 99

Distribution Center, with

available space and

large build-ready

sites, is the perfect

location for your distribution

needs. Strategically located

in the Central California city of Visalia, you can reach over 98% of the state
overnight at ground rate through the UPS regional hub — that's over 35 million

consumers within a 300 mile radius!

For more information,

visit our new

interactive website at
www.MidState99.com
or contact Jon Cross

at 858.764.6800

i ; s A DEVELOPMENT BY
With 480 acres master-planned, rail-served and adjacent to State Highway 99 — P
3 A . X . e . T BTy

the major north/south trucking corridor for California, you can join companies N e

like JoAnn Stores, VF Corporation, International Paper Company, Coast Distribution GROUP
and many others who call MidState 99 their distribution center of choice.
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UCLA forecast...
continued from page 12

mortgage defaults peaking
sometime in the first half of
2008. Coupled to a sustained
lull in building activity, we
predict that real estate markets
will continue to be a drag on
California growth for at least a
year to come. With no other
sectors picking up the slack,
we expect to see overall job
growth of less than 1%
through this time next year.
This prognosis is worse than
previous forecasts in part
because of the worse-than-
expected job loss in Financial
Activities. Unemployment
will reach a peak of 5.9% at
the end of next year, with cor-
responding weakness in per-
sonal income and gross state
product. A pickup in building
permits and a moderation in
mortgage problems in late
2008/early 2009 marks the
end of significant drag from
real estate, with the California

MEADOWBROOK
PARK LOFTS

12 live/work lofts
Up to 2,387 sq. ft.

2 master suites or
3 bedrooms

2-car attached garage
Private yard and balcony
Ground-level office or

economy returning to relative-
ly normal levels of growth by
the end of the forecast.

Conclusion

Net net, we forecast that a
further decline in housing
starts along with consumer
durables to take the economy
down to a near-recession GDP
growth pace of 1% in the
fourth quarter of 2007 and the
first quarter of 2008. Growth
thereafter will remain tepid
until the economy returns to
its 3% trend in 2009. The Fed
responds by cutting the Fed
Funds rate from 5 1/4% to 4
1/2% by year end. The econo-
my just misses going into
recession by strength in net
exports and business invest-
ment in equipment and soft-
ware. We forecast that it will
take years for the housing
market to recover to “normal”
and the situation will be exac-
erbated in the short-run by
changes in legislation affect-
ing the mortgage industry.

Live/ Play. va

And Live Well

Walking distance to downtown

Downtown
San Bernardino

San Bernardino, including the
courthouse and justice center

Enjoy the convenience, monthly
savings, and tax benefits of an
home work space

No morning commute to the office

In close proximity to the 10 and 215 freeways

From the high $300,000s « 909.241.9701

MeadowbrookPark Lofts.com

| gANR

®HoMES

Steve Jones

Decra Roofing Systems

Forensic
Accounting
Sleuth

909-798-2222
- WWW.Smc-cpas.com

Soren McAdam Christenson LLP €

Certified Public Accountants and Business Advisors ’
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Thank you to our sponsors
who have helped us give
over $2,000,000 to bUsiness journal
Loma Linda University !
Children’s Hospital HUB
over the past 12 years. International

RANCHO ; Gantion Mountos
(ﬁ i ) . = T ; & Associates, Inc
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)2
"
2
=

Southern Wine e Spirits

ED & CHARLOTTE CHIUMINATTA
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Bank OF
CALIFORNIA

Reid & Hellyer

Riverside Police Officers’ Association

Abbott Vascular Gless Ranch
Advent Resources Ing
Armour . Black
A zko Nobel
Bear Forest Products Vie & Carol Kandakes

I'he Inventory Company
Safety Compliance Company
Security Bank of Califorma

Shell Lubricants/Pennzoil

Irvine Pipeline Co
John Ginger Masonry
Soboba Band of Luiseno Indians

3iscomerica Corp. Life Brokerage Financial Group

Maggard Enterprises Taylor Apphances
Manhemm’s Riverside Auto Auction
Painting the Town
Park, Guptill & Co
Prudential Overall Supply
Ray's Mobil Auto Detail Service, Inc.

Blackmon Homes, Inc
I'he Busch Firm
George & Bonnie Champion

Fippy's Tow Service
Wells Fargo
Western Refining Wholesale

Chase Finaneial Corp
Mr. & Mrs. Gene Yeager

Double A Towing
Eric Fifer

For the Benefit of Loma Linda University Children’s Hospital
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IF WE SAID IT OURSELVES,
IT WOULD BE BRAGGING.

* ® * * *

HealthGrades, the nation’s leading independent health care ratings company, examines more than 5,000 hospitals
across the country. They have all kinds of great things to say about patient care at Pomona Valley Hospital Medical Center
For example, they say we're among the top 5% in the nation in treating strokes. We're among the leaders in the San Gabriel
Valley area in orthopedics, joint replacement, appendectomies, and stroke. We get Five-Star ratings in treating heart failure,

stroke, sepsis, appendectomy, and hip fracture repair. We're also mentioned among the top hospitals for specialty

excellence for women'’s health services, with high marks in cardiac, stroke, and maternity care—in fact, we earned
the HealthGrades 2006/2007 Maternity Care Excellence Award”™
The people at Pomona Valley Hospital Medical Center work long and hard to provide the best in health care
and treatment for our patients in the community. And we're pleased that an independent source says our efforts

and the results—are among the best. Because, after all, modesty forbids saying so ourselves

2007 HEALTHGRADES RECOGNITION:
Stroke Care Excellence Award (Top 5%)

Five-Star Rating - Congestive Heart Failure

Five-Star Rating - Stroke

HEALTHGRADES

GUIDING AMERICA TO BETTER HEALTHUARE™

Five-Star Rating - Sepsis

Five-Star Rating - Appendectomy www.healthgrades.com
Five-Star Rating - Hip Fracture Repair
Five-Star Rating - Women's Health Services

Five-Star Rating ~ Maternity Care

MEDICAL CENTER

1798 N. Garey Avenue, Pomona  909-865-9500 www.prhmec.org
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New Technology and Medical Breakthroughs at
Pomona Valley Hospital Medical Center

Pomona  Valley  Hospital
Medical Center (PVHMC) has
long been a front-runner in using
the latest technological advances
in the medical field o weat its
patients.  For over a century
PVHMC has maintained a repu
tation for acquiring medical tech
nology for the benefit of the com
munity it serves

I'he Intuitive da  Vinci
Robotic S

urgical System pro-
vides physicians a sophisticated
new surgical tool, translating into
less-invasive  procedures  and
potentially better outcomes for
patients. With patients tradition-
ally positioned for surgery, the
surgeon remotely controls four
robotic arms at the da Vinci con-
sole, allowing the physician to
use miniature EndoWrist surgical
instruments within the patient.
The surgeon manipulates the
robotic  “hands” in real-time
using master controls, allowing
him 1o see minute, 3-D details
inside the patient with the aid of
cameras located inside the
patient. With smaller incisions
patients can experience a faster
recovery time, as well as a low-
ered risk of infection or other
complications.

The swallowable PillCam™
or Capsule Endoscopy as it is also
known, is a non-invasive proce-
dure used to diagnose and treat
patients with gastrointestinal dis-
orders of the small intestine such

as Crohn’s disease. celiac disease,
gastromtestinal bleeding. inflam
matory bowel disease and small
bowel tumors. With a miniature
camera  on  one end, the
PillCam™ video capsule is swal-
lowed and glides down the Gl
track  taking  approximately
50,000 images of the small
bowel. The images are transmit
ted to and then stored on a
recorder belt wom by the patient
for eight hours. The physician
views the images at a later ime to
make a diagnosis.

The Aquilion 64-channel
Computed Tomography (CT)
System from Toshiba America
Medical Systems. Inc. was a first
in the region and for PVHMC.
Previously patients undergoing a
traditional one or four channel
CT would lie still for up to 30
minutes. These same CT studies
can now be done in less than 30
seconds with the new 64-channel
(or 64-slice) CT while producing
images more clearly than ever
before. These images can then be
manipulated in a variety of ways
using a Vitrea 2 workstation,
allowing the physician to choose
the style, angle and color of the
image in order to create optimal
viewing to analyze vessels,
bones, tumors or other anomalies.
The software offers images in
two, three or four-dimensional
views. Because of the speed of its
scans, the new 64-slice scanner

The Aquilion 64-channel Computed Tomography (CT) System 7]

has enormous implications in the
treatment of emergency, pediatric
and elderly patients.

Digital Mammography with
Computer-Aided Detection
(CAD) is technology on the cut-
ting edge of breast cancer screen-
ing. The New England Journal of
Medicine has highlighted the
accuracy of Digital
Mammography, stating that it is
more accurate than film in detect-
ing breast cancer in women under
age 50, those with dense breasts,
and in pre-and-perimenopausal
women. Although patients will
initially notice little difference
between digital and traditional
film mammograms, with the dig-
ital system patients no longer
must wait for their films, as the
digital images are available right
away for reading by a radiologist.

The Trilogy System from
Varian Medical Systems was
recently installed at The Robert
and Beverly Lewis
Family Cancer Care
Center at PVHMC.
The new image-guid-
ed radiation therapy
(IGRT) system for the
treatment of cancer is
the most powerful,
precise and versatile
treatment  solution
ever provided by one
product. In addition
to delivering conven-
tional forms of radia-
tion therapy, the

Trilogy system can be

The Intuitive da Vinci Robotic Surgical System

—l used for stereotactic

approaches (non-invasive radia-
tion treatment with the precision
of surgery, used for certain brain
conditions) for treating very
small lesions quickly and with
unprecedented precision. It can
also compensate for any move-
ments a patient might make dur-
ing the treatment, as well as nor-
mal respiratory motion. The
Trilogy linear accelerator was
designed to deliver high doses of
radiation very quickly, and with
great precision. That translates
into faster treatments, greater
patient comfort, and the potential
for better outcomes.

For more information on the
newest technologies at PVHMC,
call the hospital’s marketing and
public relations department at
(909) 865-9129.

Pomona  Valley Hospital
Medical Center is one of only 277
hospitals in the country to be
named a recipient of the
HealthGrades 2006
Distinguished Hospital Award for
Clinical Excellence, and is
ranked among the Top 5% in the
nation for clinical excellence.
PVHMC has also been recog-
nized nationally as a Benchmark
Hospital by Solucient for earning
the 100 Top Hospital designation
four times the list’s eleven-year
history; PVHMC is one of only
two California hospitals given
this Benchmark distinction, and
no California hospital has earned
the 100 Top Hospital designation
more than four times.
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Interconnect/Telecommunications Firms Serving the Inland Empire

Company Name

Ranked by Number of Employees in the Inland Empire

Employees:

Year

Offices:

Major Brands

Top Local Executive
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record-low
VAacancy...

continued from page 6

REPORT

Total Rentable Square Fe

Industrial space in buildings

sale, plus space that is vacant but
not available for direct lease or

sublease

based on Triple Net rents, and
excludes expenses such as taxes,
insurance, maintenance, janitori-

al service and utilities. Reported

Address Inland Empire Established in Inland Empire Carried Title with 10,000 SF or more of indus- Total Available: on a monthly. per SF basis
Gy ComBRATE M S Sompssates E-M ‘:h\mxv|“\ MARKET DESCRIPTION trial space. Includes speculative All space that is being cur
E-Mail Address = > s * " < &
The West Inland Empire con as well as owner-occupied build rently marketed for occupancy Average Sales Price:
Verizon 2,600 1952 5 Northem Telcom, Mike Sherburn tinues to stand out as one of the . : 5 e 3 : : = ' S ’ aio
1. 3633 Inland Empire Blvd., Ste. 600 25.000 3 Headquarters Fujitsu Business Comm General Manager, Branch Ops s . ings. Excludes Research & includes space which may be Calculated using a straight
Ontario, CA 91764 (562) 483-6262/483.6126 fastest growing industrial mar Development (R&D) buildings currently occupied or which may average of actual sales transac-
kets in the country. Comprised ot N o . Ao > y - 1eN0 y
st Toiespamnications S yitenis, Tic. @ iogi I Inter-Tel Larry Lavorgna s 3 I W (industrial buildings with at least be under construction or renova tions.
2. 549 W. Bateman Circle N/A | Toshiba, Tadiran President 233 million SE. it represents 19% 30% office build-out, 3/1000  tion
~oros A A e-Voice S 9. 2723 44 3 oy 7
SEARCATH PR = g B of the total industrial space in the  parking ratio and a high level of SF Added (Net):
orete g 8
Los Angeles Basin for buildings  finish). Excludes space that is  Net Absorption: Total square feet added dur
Triton Commaunications, Inc. 12 1982 1 NEC, Vito M. Tasselli 10,000 SI ind reater ) g $ ruc
. 1 3 ores S G . » > > oe g g : arter via construction
3. 663 Brea Canyon Rd 9% 2 Pttt President : § under construction or renovation. Net ;h‘n‘nk_x in - occupied ing the quarter via constructi
Walnut, CA 91789 (909) 594-5895/598-2832 Considered the premier big-box square feet from one period to  completions, including renovated
R i market in Southern California,  Direct Vacancy: the next (includes the impact of  space returned to market. less
Quintron Telephone Systems, Inc. 10 1982 1 Prime NEC Dealer Charles Minerd approximately 73% of the space Space in existing buildings change in vacant space available total square feet taken off-market
4. 500 Harrington St.c Ste. C-2 240 3 BMC/Call Processing/Voice Mail __ District Manager in this market is contained in that is vacant and immediately for sublease.) due to demolitions or conver
Corona, CA 91720 Syst., Simon by Quintron (951) 736-6790/736-6793 J
buildings 100,000  SF and  jvailable during the quarter for sions
Inter-Tel Technologies 2 1982 0 Inter-Tel Gary Giddings sreater. The {R¢ it
3 greater. The vast majority (86% ) > *ase or for sale, plus space Sales ar sing Activity:
€~ 1667 Basvia 930 2 AVT. Active Voice, B ranch Managte E ) direct lease or for sale, plus space ales and 1 ng Ac A ‘ . ]
Orange, CA 92867 - Toshiba, Mitel (714) 283-1600/283-2600 of its space was built in the past that is vacant but not available Square feet sold or leased for Under-Construction
20 years. The West Inland ) . ase o slease (fo W sactions comple /Renovation:
Phooe Systenss Phis o 1986 1 NEC, Ron Kokl ) for direct lease or sublease (for all known transactions complet Renovation:
5. 13741 Danielson St.. #A 12 2 Microsoft President Empire continues to attract large  example, that is being held for a ed during the quarter. Includes Includes buildings that are in
Poway, CA 92064 Novell (888) 552-2600/(858) 6793910 distributors, warchousers and future commitment) lease renewals. Excludes invest construction,

some  phase of
NIA = Not Applicable WND - Would not Disclose na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press
time. While every effort is made 1o ensure the accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead t0: The Inland Empire
Business Journal, RO. Box 1979, Rancho Cucamonga, CA 91729-1979. Researched by Janette Damian. Copyright IEBJ.

logistics firms seeking to consol ment sale transactions beginning with foundation work

idate their operations into large,  Total Vacancy: and ending with the issuance of a

state-of-the-art facilities Space in existing buildings Weighted Average Asking  Certificate of Occupancy. Also
Internet Sel'ViCC PI‘OVidEl‘S Sel'Villg the I. E. that 1s vacant and immediately Rental Rates: includes buildings that are under
DEFINITIONS OF KEY available during the quarter for Weighted by square feet going substantial renovation.
ki s IFERMS USED IN THIS direct lease, for sublease or for  available for direct lease. Data is

Company Name E-mail Address # Subscribers LE. Three Top Local Executive
Address http://www. Year Founded LE. Major Title
City, State, Zip. Services Phone/Fax
Cruznet webmaster@cruznet.net WND Unlimited Time 56K Dial-Up and ISDN Shahram Manighalam
1. 215 E. Orangethorpe Ave., Ste. 333 cruznet.net 1994 Service, Full Service Web Hosting and Design, Director Network Operations
Fullerton, CA 92832 E-Commerce, High Speed Corp. Access (714) 680-6600/680-4241
Services: T-1, T-3 Leased Lines
Infinity Internet DSL., Doug Palin
3. 1101 SE Tech Center Drive, Ste. 150 www iinet.com Wireless, President =
Vancover, WA 98683 1987 Company Location (888) 863-1682 searcn inr commerclal snace
Inland Internet info@inland.net N/A Unlimited Dial-Up Access, Nancy Kiren
4. 27192-ASun City Bivd. nland.net 1995 Web Design & Hosting, ISP Manager inr lease/sunlease
Sun City, CA 92586 Business/Personal Accounts (951) 672-6620 % .
A world leading company is located
Keyway Internet Services sales@keyway.net 1,000+ Dial-Up/DSL Services Travis Weden - .
5. 1030 N. Mountain Ave., Ste. 335 www_keyway.net 1995 Web-Hosting Services Sales Manager rlght In your backyard.
Ontario, CA 91762 TI/T3 Services (909) 933-3650/933-3660
e ot e 10,000 DSL/Hi-Cap Service, e Caaas For office, retail, industrial and executive suites And it’s looking for professionals like you.
6. 10427 San Sevaine Way, Ste. A linkline.com 1993 Dial-Up Service, VP/General Manager
Mira Loma, CA 91752 ‘Web Page Hosting (951) 727-5095
NetWebb.com admin@netwebb.com 700 Internet Access, Web Hosting, Arris Harwood
7. 9605 Arow Rie.. Ste. S netwebb.com 1997 Web Design, Shopping Cart President
Rancho Cucamonga, CA 91730 for E-Commerce (909) 980-2695/980-5105
Ultimate Internet Access, Inc. Broadband, Ray Mouton b L
8. 4120 Jurupa Street, Ste. 212 info@uia.net 10,050 - Managed Firewall, President s u e a s e sCom
Ontario, CA 91761 www.uia.net 1996 Hosting (909) 605-2000/605-2900

5 : - 3 JIt www.esri.com/careers (o
N/A = Not Applicable WND - Would not Disclose na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press

time. While every effort is made 1o ensure the accuracy and th ghness of the list, sions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire
Business Journal, P.O. Box 1979, Rancho Cucamonga, CA 91729-1979. Researched by Janette Damian. Copyright IEBJ. é 0kiNg
310/414-0404 sionals in the areas ¢

13101 Washington Bivd, #219 Los Angeles, CA 90066 « Accounting and Finance

GABRIEL ENVIRONMENTAL SERVICES www.sublease.com

~ Reliable & Timely Service Nationwide i e o
GABRIEL 866-4-PHASE I » 951-545-0250

380 New York Street. Redlands. CA 92373-8100
BVROWENALSBYIS W W W . gabriel-environmental.com

wer who we are and why we're

for qualified s0 excited about what we do

s Phase Il » Mold

Asbestos

o Lead
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Computer Retailers in the Inland Empire

Company 2006 Revenues
Address EE
City, State, Zip Total
Jaguar Computer Systems $22 Mil.

1. 4135 Indus Way $22 Mil.
Riverside, CA 92503

Burtronics Business Systems $16 Mil
2 216 S. Arrowhead Ave. $16 Mil
San Bemardino, CA 92408

Accent Computer Solutions, Inc. $3.5 Mil.
3. 8438 Red Oak St $3.5 Mil.
Rancho Cucamonga, CA 91730
Netseller.com $4.5 Mil
4. 7207 Arlington Ave., Ste. G $4.5 Ml
Riverside, CA 92503
Unitek Technology, Inc $3 Mil
s 2037 Pointe Ave. $3 Mil
Ontario, CA 91761
Inland Computer Center S2 Ml
6. 3811 Schacfer Ave. "A $2 Mil
Chino, CA 91730
Computer Nook $1.95 Mil
7. "965S."E"St. $1.95 Mil
San Bemardino, CA 92408
Western Data Ent., Inc. S$1.5 Ml
8. 6711 Sdio Place $1.5 Mil
Riverside, CA 925(0
Southwest Networks, Inc. $1.3 Mil
9. 19020 N. Indian Ave. Ste. 2B $1.3 Mil.
N. Palm Desert, CA 92258
Hollis Computer Corporation $250,000
10. 8401 White Oak Ave., #113 $250.000
Rancho Cucamonga, CA 91730
Advanced Micro Computer N/A
11, 6667 Indiana Ave. N/A
Riverside, CA 92506
Alpha Business Systems N/A
12. 30 N. Central Ave. N/A
Upland, CA 91786
CompUSA N/A
13. 625 Hospitality Lanc N/A
San Bemardino, CA 92408
Computer Resources N/A
14.  42-575 Melanie PL, Ste. F N/A
Palm Desent, CA 92211
990,000
15. 3678 Van Buren Bivd. 990,000
Riverside, CA 92503
Inland Computer Systems N/A
16. 740 S.“H" Su N/A
San Bemardino, CA 92410
~ Inter-Tel 7,000,000
17. 1251 E.E. DyerRd
Santa Ana, CA 92705
Riverside Computer Center $2 Mil
18. 3613 Canyon Crest Dr. $2 Mil
Riverside, CA 92507
Simplified Computer Systems & TrainingN/A
. 415 N. Central, #A, NA
- Upland. CA 91786
US Computer Solutions N/A
20. 23300 Sunnymead Bivd. N/A
Moreno Valley, CA 92553
NA = Not Applicable WND - Would nox Disclase na = ailable. The

Ranked by Inland Empire Revenue

Services

Networking
Connectivity,
Client Services

Novell, Microsoft Epson
IBM. H.P, Compag, Gateway
Xerox, Service Center

Network Services, Accounting Software,
Voice & Data Cabling, Telephone
& Voicemail Systems, WAN Design,
Remote Access Solutions, Hardware & Software

Computer Sales
Surplus, Excess, Closeouts

Own Warrant Support,
Limited Repair for
Regular Customers

Manuf. Networking-Reparr, Sales
Consulting

Network,
Computer. Printer Repair,
Technical Support

Network Services, Software Integration
Data & Voice Integration, Consulting

Salex/Service
of Computer
Networks

Networking. Repairs, Sales.
DSL, Remote Services, Technical
Support. Upgrades, Contracts

Sales, Service. Training,
Technical Support. Upgrades,
Networking

Sales, Service for
All Computer Products
Sold, Technical Support

Mail Order, Computer
Training, Technical and
Corporate Services

Microsoft, Network Gold/Unix,
Computers Repair/Service,

Products

Novell, Hewlett-Packard,
‘ompaq,
NT. WEB., ISP
Novell, Microsoft, IBM, Guteway

H P Compag, Xerox, Premio
Authorized Resellers

Microsoft Products, Masgo.Peach Tree
Acct. Sw Toshiba Phone & Voice Mail Sys.

Siemon & Levitan Cabling Sys..
Citrix Solutions, HP & Dell

Computer Hardware
Surplus

HP, Compag, IBM. Apple,
Unitek Brand Hardware,
Software, Peripherals
Microsoft NT & Novell Networks

Computers

Novell, Windows 2000,
DTK Computers,
Okidata Printers

Servers, networking products,

Telephone systems

Compag,
Hewlett-Packard.
Novell, Microsoft

Intel. H P Epson

All major brand hardware

IBM Compatibles, other names
on request.Custom-Built
Systems

1BM, Macintosh, AST,
Compag, Packard Bell
Compatibles, Printers

Hardware. Software,
Peripherals. All
Related Products

Novell/Unex, Compag, Okidata,
Microsoft, Hewlett-Packard,

Training Epson
Computer Sales, Networking, IBM Compatibles
Hardware/Software
Repair
Local/Wide-Area Networking, MS/ IBM. H.P., Compag,
Novell Gold Solution Providers, Cisco Lexmark,
Design & Support, Web programming Epson, Apple
3 Computers,
Maintenance Networks.
C Sales, Novell i Software

In-House and On-Site Service,
Printer and System Repairs,
Full Upgrade Service

Repairs, Business Services,
Training, Computer Classes,
Upgrades
Microsoft Network Installation

HP Warranty Support, Repair
Maintenance Services

Custom-Built Intel Pentium
Systems, Hewlett-Packard
and Epson Printers
IBM, Compagq, Novell,
Custom-Built Systems

Microsoft, Hewlett Packard
Cisco, Novell Network

#Empl. Inland Empire

Marketing

#Stores Inland Empire Director
Yrs. in Inland Empire
50 George F. Hoanzl
1
2
81 Greg Gray
42
23 Marty Kaufman
I
20
29 Bruce Nicklin
1
5 Eugene D. Rossel
1
12
5 John Incontro
20
I
20
8 David Dennis
1
R Valerie Bizier
1
3 John Hollis
N/A
12 James Nguyen
1
9
3 Mahmood Khan
I
6
60 Rick Fountain
1 Sr. VP. Operations
12 Western Division
10
1
12
5 Mike Brewer
3
1
15 Ray Nieves
1
5
& Susan Cable
0
25
8 Dave Scharffenberg
1
24
6 A. Harry Panagiot
2
13
7 Michael Deveso
1
14
swplied is Whil

Top Local Exec.
Title

Phone/Fax
E-Mail Address

George F. Hoanal
Vice President

(951) 273795077 34.5615
ghoanzi@ jaguar net

Tom Thompson
President
(909) 885-7576/885.74 16

Marty Kaufman

President
(909) 481-4368/48 14376

Bruce Nicklin

Owner
(951) 637-0460/637-0463
sales@netseller con
Yubo Ho

President

(909) 930-5700/230-57 10
uti@worldnet att.net

Steve Incontro
Owner

John Hohensee
Owner/General Manager
(909) 381-3446/381-0882

nook@cnook.com

Rick Wright
General Manager
(951) 360-0558/360-0065

wright@ westerndata.net

Mike Bizier
President
(760) 288-2200/288-4988

Adam Daniels
Lead Tech

909 483-0042/483.029

carla@holliscomputers.com

James Nguyen
General Manager
(951) 682-1455/682-9940

Mahmood Khan
Owner
(909) 608-7660/9%2-2252

Sam Sindha

Regional Manager

(B00) 849-4622/447-3085
(909) 381-1636/387-1598

Fran Yaquinto

President

(760) 328-4158/568-3907
compuresources com

John Lim
Vice President
(951) 343-2800/343-2869

Sergio Guevara
President

(909) 383-3450/383:3451
Ross A. Jones

(714) 283-1600/283-2600
Dave Scharffenberg

General Manager
(951) 787-0200/787-9932

A. Harry Panagiot
President

(909) 981-9535/981-9525
Larry Min

Branch Manager
(951) 242-34432/485-2138

h S

oughoness of the lia,
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Retention: Your Most Important Competitive Edge

No matter what source you
choose, Department of Labor,
Bureau of Labor
Department of Commerce, etc.,
the forecast i1s the same for the

United States:

Statistics,

+ By 2010, there'll be 10 mil-
lion more jobs than workers;

« By 2013, there’ll be a short-
age of 6 million degreed
workers;

« By 2020, the shortage of
workers will be 14 million

And these numbers are net of
the talent we import and the jobs
we export!

The implications of
shortages are numerous and seri-

these

Ous.

First, the competition for
workers will be intense. Losing
good employees to “better offers™
will be a constant problem, result-
ing in 30 percent tumover being
comparatively low.

Second, in addition to a quan-
titative deficit, we're facing a qual-
itative deficit. The US currently
ranks 7th among the world’s 30
most industrialized nations in pro-
ducing college graduates from the
25-34-year-old age group. This
exacerbates the coming shortage
of over 6 million degreed workers,
threatening organizational ability
to sustain both the pace of project
execution, and the volume of val-
ued services.

Third, these projections reveal
a significant and tough-to-manage
gap in the ages of workers. Our
workforce will include those under
30, and over 49, but very few
workers who are age 30 to 49.
Managerial talent will have to be
sufficient to manage each group
effectively, and have the skills
needed to get the groups to work
together productively.

Fourth, as technological
advances continue to allow the
automation of physical and techni-
cal jobs, remaining positions will
increasingly require the “high

By Francie Dalton

touch” style of management tradi-
tionally attributed to females.
Current and aspiring male execu-
tives will have to achieve fluency
with “high touch™ management to
compete successfully with women.

Well informed businesses are
already aware that retaining talent
1S NOW a lop strategic priority. As
your firm engages in this highly
competitive endeavor, success will
be determined by whether you can
offer alignment to existing and
potential employees in three work-
place arenas: (1) between job con-
tent and the developmental aspira-
tions of individuals: (2) between
work environment and the needs
or preferences of individuals, and
(3) between managerial style and
the needs of a diverse work force.

Let’s look at how to achieve
each.

Aligning Job Content and
Individual Aspirations

Job content is typically
expressed in some combination of
position description and specific
outcomes discrete to a given
period. The position
description isn’t usually nego-
tiable, and no effort is typically
made to customize the job descrip-
tion to the specific interests of the
employee. Further, although one
can be promoted into or out of the
position, the job of the hiring man-
ager has always been to find a can-
didate who, for the foreseeable
future, wants the position
described.  Today, retaining
employees means being willing to
revise and reformat positions, to
mix and match duties, to clarify,
from day one, the path from one's
initial position to one’s desired
position. This requires ongoing,
substantive communications with
resident employees and applicants,
integrating their input into both the
design of new positions and the
redesign of existing positions.

I'm not suggesting that you
just snap up any and every candi-
date and let them design their own

review

jobs, but I am su

sting that you

be more flexible about who does
what. True, there will always be
specific functions that must be per-
formed, and yes, all of us will
always have to shoulder some
complement of less than delightful
duties, but giving employees more
control over a significant portion
of their job content will make the
difference between attracting or
keeping them, and losing them.
Here's how.

Relevant to existing positions:
Allow groups of employees to col-
laborate to determine how each
might, or what might enhance the
work product of the other; how
each might, or what might help the
other grow: and how each might,
or what might enrich the overall
work experience. (2) Allow
administrative support personnel
1o review a comprehensive list of
all the duties required for all the

such positions, and let them divide -

up the responsibilities consistent
with their preferences, ensuring
that each has their fair share of the
more mundane functions.

Relevant to new positions.
Let’s assume a candidate has inter-
est or experience in two different
openings for which you're current-
ly hiring. Why not allow them to
work a week or two in each job to
determine which they prefer? Or,
let’s assume you have a candidate
who is qualified for a job in your
accounting department, but whose
real interest is in your legal depart-
ment. Consider collaborating with
the managers in both departments
to structure the position such that
some mix of work becomes rea-
sonable and useful.

Sound impractical? Are you
thinking that you can’t hold multi-
ple job openings hostage for weeks
while a candidate makes a choice
between the positions? Are you
thinking that managers in different
departments won't be willing to
restructure jobs to accommodate
candidate interests? Think again.
Economists are predicting a short-

age of 6 million individuals with
four-year degrees by the year
2016. Organizations will be turn-
ing somersaults to get and keep

employees.

Aligning Work Environment
With Individual Preferences

You'll be ahead of the game if
you recognize now the need to
offer a smorgasbord of work envi-
ronments to align with individual
preferences. The more of the fol-
lowing your organization can offer,
the better positioned you'll be to
attract and retain talent.

Work Hours: 35-hour work
weeks: flextime; telecommut-
ing: job sharing; sabbaticals

Education: full tuition reimburse-
ment; mentoring; coaching;
corporate universities and
certification programs

Professional Services: legal;
mortgage and other financial;
medical

Personal Services: concierge and
personal assistant services

Family Services: onsite or paid
day care for children; after
school programs; elder care

Facilities: onsite or paid gym;
health and recreational facili-
ties; food services; personal-
ized work stations; employer-
supplied home offices

Benefits: cafeteria style; tempo-
rary/emergency/back-up
transportation; child or elder
care; phased retirement plans;
long-term care insurance; five
weeks vacation from first year
of employment

Technology: state-of-the-art equip-
ment; home offices paid for by
employers multi-lingual serv-
ices

Aligning Managerial Style
With the Needs of a Diverse
Workforce

All this collaboration and cus-
tomization will necessitate consid-

continued on page 35
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As a thoracic (chest) sur-
geon, Aaron was used to work-
ing on hearts and lungs.

He’s a gifted surgeon. with a
wonderful bedside
impeccable skills, and true car-
ing for his patients’ lives and
families. But the truth was. his
case volume was down, and so
too was his income. What to

manner,

do?

Aaron was surprised to real-
ize that he had a sales problem.

In the medical community
that deals with America’s epi-
demic of heart disease, the car-
diologist is king. When surgery
is indicated, the cardiologist
recommends a surgeon, and
most patients, firmly bonded to
the cardiologist, accept those
recommendations. Aaron need-
ed better relationships with car-
diologists who could appreciate
his skills and special talents.
And a program of targeting spe-
cific cardiologists. and system-
atically and methodically build-
ing relationships with them,
improved his income.

So_what about you? You
may not cut open people’s
chests for a living ... but if
you're a consultant, or an
accountant, or an attorney, or a
banker, or any of a variety of
professions that rely on refer-
rals, could you benefit from a
sales approach like Aaron’s?
Here are 10 tips to help you
improve referrals without dam-
aging your professional image:

1. Know who you'd like to
have sending business your
way. A Prospect List is not a list
of organizations; it's a list of
human beings who could send
clients to you, but are not cur-
rently doing so. Do you have
such a list? There is data saying
that writing up a list of those
with whom you would like to be
doing business, and reading the

I’'m Not a Salesman ... Or Am I?
10 Tips for Maintaining Your Professional Image While Selling Your Services

By Lenann McGookey Gardner

list daily, increases the likeli-
hood that you will actually
establish those relationships!

2. Work your Prospect
List. Don’t let a single week go
by without completing a mini-
mum of two activities related to
your Prospect List. Sometimes
you can attend a meeting that is
likely to put you face-to-face
with targeted prospects: failing
that, you may have to send an
article of interest, and suggest
an in-person meeting to discuss
matters of mutual concern.
Aaron chose to suggest coffee
with the cardiologists he
encountered when doing his
rounds at the hospital with
which he was affiliated.

3. When you speak with
your prospects, use the word
“*you™ often, and the word *‘I"
(or **'we”) seldom. Making the
conversation more about your
prospect and less about you will
make conversations longer —
perhaps long enough for trust to
develop.

4. Begin every conversa-
tion with a prospect by adopt-
ing a “Clean Heart Position™
— a sincere desire to see your
prospects get what they want,
whether or not they get it
from you. Try to understand
their practices/businesses, and
what they're trying to accom-
plish; ask questions about that
rather than turning the discus-
sion to the fact that you want
them to refer people to you.
Once you feel you understand
their objectives for their prac-
tices/businesses, restate their
objectives, and be sure that the
prospect agrees that you under-
stand. If they do agree, then you
can introduce the notion that
you may be able to assist them
in achieving those objectives, if

you legitimately feel that you

can.

5. At all stages of the
process of cultivating refer-
rals, be sure you are focused
on the prospect, rather than on
your objectives, your message,
or your agenda. The way to
make meaningful connections is
to understand what your
prospect is trying to achieve, and
the extent to which he or she has
PAIN that you may be able to
alleviate.

For example, if you are an
accountant seeking referrals
from attorneys, you would want
to focus a great deal on an attor-
ney sharing with you that she has
just had a bad experience refer-
ring one of her valued clients to
an accountant who failed to
return phone calls, thus angering
the attorney’'s client. If that’s the
PAIN. then talk about that: “Oh
no! The accountant you referred
your client to didn’t even bother
to return your client’s calls?
“Gee, that can’t reflect well on
you! Unbelievable!” Let the
prospect know that you
HEARD, and that you under-
stand how this behavior works
against what he’s trying to
achieve, rather than talking
about yourself and saying some-
thing like, “Well, I always return
MY calls before sundown.”™ Of
course, if you are asked your
own protocol for returning calls,
answer the question.

6. Keep your voice at the
same volume level, and speak
at the same pace as your
prospect does, to build rap-
port. Research from Dr. Genie
Laborde suggests that these may
be the most powerful things you
can do to help others to like you,
quickly!

7. Express continued inter-

est in your prospect. As Brian
Iracy has said. listen as if he
could speak for the next eight
years, and you would still be
here. listening attentively
rather than trying to make your
pomnt.

8. When speaking with
prospects, make an effort to
avoid using words that are
rooted in the word *no,” such
as not, won't, can’t, don’t or
aren’t. There's evidence that
such negativity will drive

prospects away from you.

9. If the conversation gets
to the possibility of working
together, express enthusiasm
for that, without going over-
board or losing your profes-
sional demeanor.

10. Don’t forget the people
who ARE currently sending
you referrals. In addition to
conveying your thanks after
every referral, have a regular
program of base-touching with
them, and put it into your sched-
uling program so you're remind-
ed when to make the calls
monthly, quarterly, or, at mini-
mum, twice a year. And be sure
to send business to them when-
ever you can — the best referral
relationships are two-way!

Developing  relationships
with those who can refer others
to you is possible, but it requires
thought about whom you'd like
to serve as referral sources — and
action to cultivate these relation-
ships. Follow these principles,
and develop the referral sources
who will support your organiza-
tion’s growth for years to come!

For more information,
please contact Lenann at
i om or at

505.828.1788.
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Forest City
Commercial
Development

Recognized for Partnership

Acknowledging Forest
City Commercial
Development for its partner
ship with Lewis Retail Centers
and the City of Rancho
Cucamonga, the International
Economic Development
Council (IEDC) recognized the
Los Angeles, California-based
entity with an honorable men-
IEDC’s  Annual

Conference last month.

ton at
“Economic development
efforts have always played a
vital role in shoring up the
nation’s economy, one locality
at a time.” said Ronnie L
Bryant, IEDC chairman. “As
our population grows exponen-
tially and as we continue to
overcome challenges, both
new and longstanding. these
efforts have taken on an even
greater importance. The award
serves as a salute to paceset-
ting organizations like Forest
City for leading the charge.”
Competing in the category
of partnerships by organiza-
tions serving areas with popu-
lations 200,000,
Forest City was a clear stand-
out. Forest City and Lewis
Retail Centers, with the City of
Rancho Cucamonga, partnered
to create a regional downtown
for Rancho  Cucamonga.
Victoria Gardens is the center
of this downtown, generating
jobs, taxes, and economic
growth illustrated in an array
of retail, residential, office,
and civic uses. The city and the
developers mutually planned,

exceeding

Victoria Gardens speaks vol- and the Forest City/Lewis
Retail Centers team,” added

Bryant,

financed, and crafted this con-
tinually growing downtown umes about the success of the

into a reality. “The success of partnership between the city
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The After Action Review and
Your Sales Team: A Great Match

by Bryan Feller

The problem with many
sales organizations is not lazi-
ness, lack or selling skills or
the myriad of other issues
CEOs point to when sales are
down. The problem with most
sales organizations is the
inability to learn from experi-
ence. Sales people are knowl-
edge workers. Knowledge is
their most valuable asset. Yet
most sales organizations have
no viable way to harness or
exploit the knowledge gained
everyday from their salespeo-
ple.

Good knowledge manage-
ment (KM) holds the key to
breakthrough performance for
many sales teams; however,
KM has had mixed reviews by
managers ever since it came on
the management scene.
Managers love it and hate it.
They love it because it offers
easy-to-see benefits by lever-
aging what’s in peoples’ heads.
They hate it, because most KM
initiatives are expensive and
take too much time to start
showing results.

Without question, leverag-
ing knowledge is a powerful
performance improvement tac-
tic. The faster you can capture
information, turn that informa-
tion into knowledge, and get
that knowledge into the hands
of the people who can use it in
meaningful ways, the faster
you will see results.

What's needed is a “quick
and dirty” KM approach that is
easy to implement and that
doesn’t require complex sys-
tems or processes.

A quick and dirty KM pro-
gram for a sales organization
has two parts: a technical part
and a people part. The technical
part is a simple, accessible, and
easy-to-use web-based infor-

mation repository. The people
part of the program is the After
Action Review, or AAR. This
tool can be the single most

important sales performance
enhancer that you implement.

The U.S. Army first devel-
oped the “After Action
Review™ as a learning method-
ology in the 1970s. Its purpose
was to create a structured
means to facilitate day-to-day
learning from combat training
exercises. The reasons for suc-
cess or failure in combat train-
ing exercises are often not
clear.

AARs were designed to
tease out the learnings from
such exercises. Action Reviews
are now used by many compa-
nies in a number of ways.
When conducted properly, the
AAR serves as a post-event
debrief that generates specific
actionable recommendations
(SARs) for immediate use. It
also creates an environment in
which sales people can identify
real mistakes, learn from them,
and make immediate adjust-
ments, rather than get bogged
down in blaming the market,
the prospect, or the competi-
tion.

In a business setting, an
AAR is a team-only discussion
after an event or activity - to
start with, perhaps, a sales call,
presentation, or phone meeting.
As the team becomes adept at
conducting and leveraging their
AARs, their use can extend to
larger activities such as lead
generation events, networking
initiatives, and trade show
exhibit participation.

The purpose of the AAR is
to identify one or two specific
actionable recommendations
(SARs) focused on improve-
ment that can be acted upon
immediately.

Key characteristics of the
session are:

« Short-term, in a small
group

* By the team, for the
team

« Takes about 15 minutes

» Makes learning con-
scious

« Can make learning
explicit

« Builds trust

An AAR consists of four
deceptively simple questions
asked in succession:

* What was supposed to
happen?

« What actually hap-
pened?

» Why was there a differ-
ence?

» What have we learned?

The only acceptable climate
for an AAR is one of openness
and commitment to learning.
The objective is to improve
performance, not assign blame
for something that isn’t work-
ing. AARs are not critiques;
more important, they are not
personal performance evalua-
tions or even a part of the eval-
uation process. Nothing kills an
AAR effort more quickly than
using it for any kind of man-
agement evaluation.

Each member of the discus-
sion is on an equal footing,
with one member assigned the
role of facilitator. The facilita-
tor’s job is to keep the conver-
sation factual and free of
blame, and to present support-
ing questions (specifically,
“whys” and “hows") to capture
more information under each
main heading. The manager or
leader of the team should not
be present if their participation
will inhibit honest or open
communication. In these cases,
the facilitator can provide the
manager with a summary of the
AAR that has been shared with
all team members beforehand.

The final result of an AAR
is the identification of SARs;
that is, specific statements of
actions to take to improve the

outcome of the next similar
event or activity. Other than
instances where a manager
summary is written, AARs are
not usually formally captured
in written form. During the dis-
cussion, each member takes
notes.
written in stone;
to have a written record of
AAR activities on the team’s
system, with proven
SARs converted to best prac-
tices and included in the Sales
Standards.

KM doesn’t have to be
complex and expensive. By
simply putting AARs into
place, you can implement a
quick, dirty, and effective KM
component to your sales team
for far less time and trouble
than any packaged KM solu-
tions currently on the market.
Not only that, you will see far
more mnanlmclul results from a
quick and dirty KM initiative
than any training program you
have considered trying. When
you combine the technical and
people parts of a quick and
dirty KM system, the result is
greater than the sum of the two
parts. In addition to providing a
repository for sales and busi-
ness intelligence, your online
repository can hold the results
of AARs, so that as SARs arise
from the debrief process, they
can be recorded and then
refined as they go through fur-
ther AAR processes.

Over time, as team mem-
bers comment on SARs record-
ed on the site and their results
in the field, some of these
learnings will evolve into best
practices. When best practices
are noted, codifying them into
your  department’s  Sales
Standards is the next step in
performance enhancement.

However, this is not
you can elect

online

For more information,
please visit Bryan Feller's Web

site: www.catalystgroup .us.
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executive
time out...
continued from page 43

Variety
Nightlife,
fine dining,

concerts, theatre,
picturesque cafes
and outdoor sports are available
for every taste.

The harbor is the place

Visit Aker Brygge formerly a
dilapidated shipbuilding yard
that has been renovated into a
super mall-type complex that
offers dining, entertainment and
shopping. “Louise Restaurant” is
a favorite of the locals. If the
hardier soul can get down to the
harbor between 7 and 8 a.m.. a
shrimp feast is available. The
shrimp boats pull in at that time
with fresh shrimp caught, cooked
the night before and sold by the
bag. If shrimp is a favorite, it
doesn’t get much better that this.

Accommodations to fit
Accommodations run from

expensive five-star hotels to bed

and breakfasts and youth hostels.

Important info:

Late June to mid August is
the best time for the best values.
This is the time hotel prices are
deeply discounted and every-
thing seems a little more reason-
able in a very expensive country

Simple rules of etiquette:

Keep in mind if you are a
guest in a Norwegian home,
never drink before your host
makes the traditional toast
“skal,” which should be echoed
by the guests. After the toast, the
guests and host are allowed to
drink whatever is offered.

What to Buy:

A Norwegian hand-knit
sweater of course. No one comes
home Flawless
crystal is a choice buy. Many fine
crafts and artworks are also
available.

without one.

A side trip not to be missed
Three hundred miles west of
Oslo lies the beautiful, laid-back
town of Bergen. The seven to
eight hour comfortable train ride
offers stunning views from the

large picture windows of the
train that seem like beautiful pas-
toral paintings continuously
changing as the train whizzes
past fjords, lakes, forests and tiny
charming alpine villages. Fine
skiing venues are stops on the
way. Upon arrival at Bergen,
everything is just about in walk-
ing distance.

Composer Edvard Grieg's
home and final resting place is a
short bus ride and well worth the
effort. His original manuscripts
are on display, and his Steinway
piano is still used for special con-
certs.

The experienced traveler will
find that Oslo and Bergen are
both experiences instead of desti-
nations.

Getting there

SAS has daily flights from
Los Angeles to Oslo and service
and amenities on SAS are better
than average.

Camille Bounds is the travel
editor for The Inland Empire
Business Journal and Sunrise
Publications.

iPod history...

continued from page 19

them, they had just bought an
entire new set of iPods in order
to measure them. Another com-
pany, iFrogz, gave away their
older covers for the iPod mini on
line, since they have plenty of
inventory and Apple has pulled
the device.

Many new TV shows this
season are already providing
content to iTunes for download.
Some “Behind The
Scenes™ features while some,
like “K-Ville,” have provided
their pilot episode for free.
Others, like NBC, have dropped
their with  Apple
because they don’t feel comfort-
able with the security.

Recently, in reviewing the
new supercomputer at UC
Riverside, I mentioned that soon
their amazing 514 Terabytes
would be sitting on your desk. A
new external hard drive, now out
on the market, features IT.

Smaller and stronger contin-
ues to be the mantra of Silicon
Valley.

offer

contract

healthcare...

continued from page 12

erage from their employer may
not be able to afford that cover-
age in the future.

*If a worker earns below
300% of the federal poverty
level, the worker’s share of cov-
erage is capped at 5% and the
remaining cost will be paid by
taxpayers with no regulation of
how much insurers can charge.

The analysis includes contri-
butions made by the top six
health insurer and HMO donors —
Blue Cross, Blue Shield,
PacifiCare, Molina, Health Net,
Aetna — as well as the Association
of California Life and Health
Insurers and the Association of
California Health Plans:

Assembly: $1,258,873

Senate: $1,058,912

Dem/Rep Party: $1,056,747

Schwarzenegger: $719,600

TOTAL: $4,094,132

“Lawmakers are focused on
the interests of the health insur-
ance industry to the exclusion of

consumers and workers, who will
be required to purchase a private
health insurance policy regard-
less of what it costs or covers
under the emerging deal,” said
FTCR's Carmen Balber.

Legislation that would have
required health insurers to defend
their overhead and profit while
getting approval for premium
increases to regulate the insur-
ance industry was defeated in the
legislature in July. The legislation
would have applied to health
insurers the same requirements
that apply to the auto insurance
market and have saved drivers
$23 billion since 1988.

The five California compa-
nies (Kaiser, Blue Shield, Blue
Cross, PacifiCare, and
HealthNet), that control 80% of
the HMO market, have recorded
profit increases of $11.7 billion
since 2002. Four of the compa-
nies transferred $4.1 billion in
profit to out-of-state parent com-
panies since 2002. The six largest
HMO:s spent $1.6 billion on mar-
keting in 2006.
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-- Website hosting

to do it.

Having trouble keeping your website up-to-date?
Does it take forever to get your website updated?
Is your web staff overworked?

We can help!

e s Z e internet commerce solutions .

-- Content management solutions

-- E-commerce tools and services

-- Online shopping carts and credit card transactions
-- Website planning, design and implementation

-- Website project management services

-- Custom search engines, directories and catalogs

Our content management tools can help you decouple the
look-and-feel of your site from the informational content.

Your clerical staff can keep your content up-to-date;

they won't have to wait for your overworked web experts

For more info see us at www.csz.com
Call today for a free consultation!
909-920-9154 x27
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When What Matters Most is NOT Your Bottom Line

By Frank Bucaro

It is hard to disagree that good
ethics is good business.  What
many organizations struggle with
is how to support ethical behavior,
communicate the values of good
ethics within and outside of the
company’s walls and how to deal
swiftly and justly with unethical
misconduct.

An important part of develop-
ing an ethically sound company is
‘stewardship.”

Some call it ‘corporate social
responsibility.” Basically, steward-
ship can be defined as ‘what you
do, once you say that you believe
in your mission statement, code of
conduct/ethics, core values.’

The greatest example of stew-
ardship in today’s marketplace is
Patagonia, the outdoor specialty
apparel and gear maker. Ethisphere
Magazine ™ ranked Patagonia
among the top ethical companies
for apparel in 2007. The story is
quite fascinating, but what is most
exciting is how Yvon Chouinard,
the founder, melded a natural part-
nership between ethics and busi-
ness Success.

Chouinard’s driving force has
always been his passion for the
earth. He began mountain climb-
ing in the 1950’s and developed a
natural appreciation for the envi-
ronment and its beauty. This appre-
ciation propelled him to use his
passion towards the betterment of
the environment. From early on,
honing his blacksmith skills that he
picked up from his father,
Chouinard made pitons (a steel
spike drilled into rock to aid in
climbing) that he sold for $1.50 a
piece out of his car, and lived on
those proceeds for months, while
he spent his summers climbing.

1. Your actions must support
what you say!

It was not until 1970 that
Chouinard discovered that his
equipment company (Chouinard
Equipment) was becoming an
‘environmental villain’ with the
repeated use of pitons that were
hammered into well-known routes
up several mountains. He realized

that his pitons were destroying the
thing they most loved - the rock in
the mountains. These pitons were
the mainstay of their business and
with mountain climbing growing
more popular, Chouinard was
extremely concemned. It was during
a routine climb that Chouinard and
a business associate decided to
phase out of the piton business
when they saw firsthand the dam-
aged rock that their pitons caused.
They did not think twice about this
decision.

One of their core beliefs was
‘strive to do no harm’ and when
they realized a product of theirs
was hurting the earth, they imme-
diately decided to stop selling it.
They found altemnative material to
serve the same purpose without
causing such damage. Their
actions served as an example of the
first core value of stewardship.

2. It’s not about you! Be oth-
ers-centered.

Chouinard states that he never
set out to be a businessman. He did
not dream of building a multimil-
lion dollar company. He wanted to
enjoy and appreciate the environ-
ment and help others do that too.
He yeamed to share his passion
with others who hold similar pas-
sions. What is your passion? What
do you dream of? How can you
help others? The second core value
of stewardship is how to be
focused on helping others. Life
will go on even when you are
gone.

What is your company doing
today, to leave a lasting legacy for
tomorrow, to better the world
around us? Maybe it’s the environ-
ment, maybe it's developing your
employee’s skills to help them be
the best they can be. Maybe it’s to
make a product or service that will
relieve pain or end suffering. What
is your company focusing on,
making money or sincerely help-
ing others? (And this does not have
to be mutually exclusive!)

In Patagonia’s case, they long

to leave a legacy full of ethically
and environmentally responsible
people that use their passions 1o
sustain natural resources and take
care of the earth. Their core values
led them to found “One Percent for
the Planet™ organization.
Chouinard knows that when he
passes away, the world goes on. In
fact, he knows that the degradation
of the environment, the burning of
the ozone, the elimination of
endangered species will linger long
after he is gone. However, to leave
a lasting legacy, he has partnered
with 574 other organizations (as of
June 8, 2007), to “donate at least 1
percent of our net revenues (o
efforts that protect and restore our
natural environment.”

Patagonia is not thinking about
themselves. Yes, they are a busi-
ness and yes, they must make
money to donate anything.
However, their passion lies at the
forefront of their legacy. Their
business is not about them, it is
about preserving the environment
and using their resources to influ-
ence others to do the same; it is
about making products to help
their customers live out their pas-
sion.

3. Is it the right thing for the
customer?
To be a good corporate stew-
ard, ask yourself two questions:
« Is this in line with company’s
objectives?
« Will this decision result in the
right thing for the customer?

If the answer is “no” to either
question, don’t do it. Referring to
your company’s objectives or code
of ethics is comparable to referring
to the rules for playing a game. You
must be certain that employees (the
players of the game) know the
rules (the code of ethics/conduct)
before they begin to play (work for
your company).

The first question should be
fairly simply to answer if you
know, and empower all employees
to know, the company’s objectives,
code of ethics. The second ques-

take a little work 10
answer. Who determines what is
right? What Patagonia has done is
defined the company’s objectives

tion may

and then compared who their cus-
tomers are and what is in the best
interest of their customer.

Patagonia created a checklist
of quality measures for their
designers to consider. All products
must be functional, multifunction-
al, durable, and must fit their core
customers. The designers then
started with the functionality of the
product asking questions like
“Where is this product going to be
used, in a hot or cold climate?”
“Should it keep moisture out or
does it also need to breathe?” Then,
they found the materials to accom-
plish that function. They sought
out to make one piece of clothing,
with two uses (multifunctional), a
jacket that wicks away moisture
but that also allows for full range of
arm movement. The goal of their
products being durable is that after
a long life span, all the parts of the
product should wear out around
about the same time, which to
Patagonia, is a sign of high quality.

Patagonia builds their products
and services with their customers
in mind and they sincerely concen-
trate a lot of energy on their core
customers, their desires and wants,
In return, they are a multimillion-
dollar company sustaining prof-
itability for the long haul.

You can hardly consider a
company ethical, if they are not a
good steward. How does your
organization show its care for oth-
ers? Focus on how you can be
more of a steward, be it for the
environment, specific charities or
causes, or the development of your
people, both professionally and
personally. Strive to model the
behavior you expect, based on the
values you profess. If you do this,
and do it continually, then brace
yourself for great success.

For more information Visit
Frank Bucaro’s Website at

www frankbucaro.com or call 800-
784-4476.
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retention...
continued from page 29

erable managerial skill, but many
of us view management training as
a luxury we can’t afford. Wake up
NOW and realize that retention is a
strategic necessity, and that mana-
gerial skill is crucial to retention.
Required will be a quality of man-
agement that elevates the function
to an art form.

Unless and until senior man-
agement exerts the same level of
scrutiny upon the management
function as is already applied to the
production and
finance, the impact of poor man-
agement on retention will remain
invisible. The “one-style-of-man-
agement-fits-all” approach must
be shed in favor of a comprehen-
sive template of managerial skills
including:

functions of

« Versatility in communicating
effectively with numerous
behavior styles, cultures, and
skill levels;

« The ability to engage, moti-
vate, and appreciate employ-

ees not just en masse, but as
individuals, ensuring
employees know they are
valued;

The ability to synthesize
seemingly disparate prefer-
ences, needs, and opportuni-
ties, into a blended compos-
ite that serves both macro-
and micro-level objectives.

Make no mistake:
retention initiatives aren’t going 1o

Serious

be optional. That you may demean
all this as over-coddling and pam-
pering does not make it any less
true. Whether you believe it or not,
high salaries and interesting work
won't be enough to retain employ-
ees. You can ignore this advice
until the marketplace makes it
indisputably clear, by which time
your proactive competitors will
have snagged all the best people,
or you can act now, ensuring that
your firm has set the retention stan-
dard in your industry.

You can reach Francie Dalton
at www.daltonalliances.com or by
calling 410-715-(484.

SBA to Extend

Agency will
Whether to
Program Past 2008
The U.S. Small Business
Administration announced that
it will extend its Export Express

Determine
Continue

pilot program through fiscal
2008.

The Export Express Pilot
Program
1998 to assist small exporters
with their financial needs, par-

was established in

ticularly those needing revolv-
credit. Export
Express terms and conditions
closely follow those of the SBA
Express loan guaranty, but carry

ing lines of

the 75-85 percent guaranty of
the standard 7(a) loan.

Exports are playing an
increasingly important role in
the U.S. economy, with small
businesses accounting for $375
billion in exports in fiscal 2006,
up from $300 billion in 2002.
During the same period, the
number of small business
exporters grew from 215,000 to
230,000. Export Express loans,

Export Express

however, have not kept pace
with this growth rate. The one-
year extension to the program is
meant to give this loan product
additional time to reach maxi-
mum potential in serving the
special capital needs of U.S.
small business exporters.

“SBA is refocusing its
efforts on Export Express and
developing a strategic market-
ing plan to the small business
community and to the agency’s
lending partners,” said SBA
Administrator Steve Preston.
“The extension of this pilot pro-
gram through Sept. 30, 2008,
will allow the agency to deter-
mine whether Export Express
should be retained or whether
SBA’s other programs can suc-
cessfully serve the needs of
small business exporters.”

For more information on the
Export Express program, please
call Richard Ginsburg at (202)
205-7429, or email at
richard.ginsburg@sba.gov, or
visit http://www.sba.gov/oit.
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Restaurants Here in the Mission Inn

The Mission Inn Hotel locat-
ed in Riverside is not just anoth-
er hotel with a restaurant or two.
The Mission Inn is a peaceful,

full-color technical dream of

beautiful gardens......... breath-
taking flowers.
courtyards

....old world

spiral staircas-

€S ceramitc “tiles.........: old
Spanish bells... <% intricate
wrought iron decor........... and

warm and family-like service
from the hospitable staff. This
charming hotel and landmark
also boasts of four, yes four.
restaurants----just take your
pick.

I had the fortune to dine (not
eat) but fine dine at some of the
best restaurants in this area and
as far away as Mexico City at
the San Angel Inn and at the
Oak Room in New York’s Plaza
Hotel. The Mission Inn restau-
rants are prized. in my opinion,
as all my favorites wrapped into
one beautiful location and one

place. I need not go so far away
to find the best.

I am not going to describe
all the dishes I tasted, but rather
give you a brief overview as fol-

lows:

» Duane’s - The AAA Four-
Diamond Restaurant:
Elegant:...smart..... serving

U.S.D.A. Prime Beef.....fresh,
never frozen fish, such as
swordfish, salmon and halibut.
This is a special-occasion event
restaurant even if the only spe-
cial event is going to Duane’s. It
is highly recommended by who-
--well of course, by me.

* Mission Inn Restaurant:
Open breakfast, lunch and din-
ner. Food is good (nothing to
write home about) but very
good. The highlight is the
exquisite location, ambiance of
the Spanish courtyard. It is defi-
nitely worth the trip!

+ Bella Trattoria Italian
Bistro: The entrance is not

2
New York Grill.

909 / 987-1928

950 Ontario Mills Drive, Ontario

Mon / Thur 11:30 a.m. - 9:30 p.m.
Fri 11:30 a.m. - 10:30 p.m. ® Sat 4:30 p.m. - 10:30 p.m.
Sun 4:00 p.m. - 9:30 p.m. ®* Reservations Recommended

It’s New York without the attitude! This award-winning
restaurant is where famous fare is finely defined. Our menu
features prime steaks, Australian lobster tail, garlic roasted
chicken, rack of lamb, prime rib and fresh seafood
specialties. Join us for jazz in our Manhattan Room where
acclaimed artists have made us the Inland Empire’s most
intimate jazz experience! We take care of every detail with
innovative menu items, specialty dishes, dramatic desserts,
outstanding wine selection and entertainment to comple-
ment your dining experience - and discover our magnifi-
cent banquet rooms, perfect for hosting your next event.

through the hotel but from excellent menu items to choose
around the side of the hotel with

facing the

from. The best beverage is the
Golden Cadillac Margarita. This
is the place you should not miss-

outside seating
enclosed street with boutiques
-you will thoroughly enjoy the
experience and the food. If you
don’t enjoy this eatery, you must
have some serious food issues

and shops (for scenery, I pre-
ferred the courtyard area). The
food is OK but not great and
certainly cannot compete with
some Inland Empire
Italian restaurants.

» Las Campanas Mexican
Cuisine & Cantina: This, in my
opinion, is the best of the four
Mission Inn restaurants. It is
located in a very lush garden
patio  with
outdoor din-
ing. Food

other and could use some help (per-

haps from me).

and service is
attentive and
friendly with

Las Campanas Restaurant

(N1zz100 [0n

THE HISTORIC

GALLEANO WINERY

CUCAMONGA VALLEY SINCE 1927

We can custom
design a label
« just for you
using: Photos,
Logos, Colors,
Invitations,
Themes.

» Weddings * Anniversaries
« Birthdays * Special Events
* Graduations * Holiday * Gifts

THE HsTORC

GALLEANO WINERY
4231 Wineville Road
Mira Loma, CA 91752
(951) 685-5376 or (951) 360-9180
www.galleanowinery.com

Wine Tasting
Available Daily

Tour the Historic Winery weekends from 2:00 pm to 4:00 pm or by appointment
Listed in the National Register of Historical Places
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REAL ESTATE

NOTES...

continued from pg.7

Freeway via major transporta
tion routes. Currently, there is
still 172,700 sq. f1. of space
Globe
Distribution Center. which

available al

is being marketed for lease

I'he property owner. IDS
Realty JV. was represented
by Rob Fuelling and Dan
Sibson of IDS. along with
Chuck Belden, Kyle Kehner
and Timothy Pimentel of
Cushman &  WakKkefield
Vince Tuminelli in the New
York City office of CB
Richard Ellis. assisted by
Phil Lombardo and Scan
Austin - of  Cushman &
Wakefield.
RIS e e In the city of

Perris, a 52.94-acre parcel of

represented

industrial zoned land located
on Nuevo Road was acquired
by Weekend Warrior for
$14.3 million ($6.20/sf). The
property was sold by SLS GF
Kearny Nuevo LLC. which
Allen
Nunez and Jeff Givens of
Coldwell Banker
Commercial Almar Real
Estate Group. The buyer was
repped by Mike Guiliano of
Lee & Associates
Hesperia land

was represented by

deal, The
Quercus Trust paid $8.98 mil-
lion for 69 acres ($2.99/sf) of
land located at the southwest
corner. of Ranchero Road and
Caliente Road. They were

represented by Teresia
Knight, while the seller Amity
Realty Land Inc was repped
by Brian Barasch of CB
Richard Ellis........... Omni
West Group Inc., a real
estate development and prop-
erty management firm based
in Laguna Hills, has com-
menced construction on The
Plaza at Lakeview in Lake
Elsinore. The five-acre proj-
ect will include 66,000 sq. ft.
of medical and professional
office condominiums. One
two-story medical office
building will span approxi-

mately 33,000 sq. ft. and is
designed exclusively for med-
ical users, such as urgent care
and out-patient surgery
providers as well as general
practitioners, dentists, oph
thalmologists, orthopedics.
pediatricians and physical
therapists. The second (wo
story, 34.514-sq.-ft. building
is intended for regular office
users such as law firms,
financial mstitutions and

other professional  office
users. Both the Murrieta and
Corona markets have expand

ed and The Plaza will accom

modate the strong need for
urgent care facilities in Lake
Elsinore Bill Heim,
Eloy Covarrubias and Eric
Hutchins of Lee &

Associates’ Ontario office
along with Doug Jorritsma of
Park Place Partners. repre
sented Oakmont Industrial
Group of Atlanta in a 192
acre, $92 million acquisition
of the El Rivino Golf Course
and xurruundlng prnpcr[lm
located in Rialto. The seller
was  Rancho Cucamonga-
based Cactus Investment
LLC. Oakmont Industrial
plans to redevelop the land as
a master-planned
park with up to four million
feet « of ‘space.
Oakmont will be offering the
buildings for sale as well as
for lease, although specifics
of the building sizes and other
details have yet to be deter-
mined.

business

square

This column provides a
review of the latest commer-
cial real activity
throughout the Inlgnd
Empire. It is produced in a
Jjoint media effort between the
Inland  Empire  Business
Journal and Rentv.com, a
leasing Internet real estate

estate

news site that has been cover-
ing the industry in California
for nine years. For more com-
mercial real estate informa-
tion from around California,
80 10 wWw.rentv.com.

Retired UCR Chancellor
Ivan Hinderaker Dies

Ivan Hinderaker, uc
Riverside’s  longest-serving
chancellor, died Sunday, Sept
23, in Irvine. He was 91
Hinderaker, widely revered as
a4 champion of students, the
community and the arts, was
named UCR’s third leader on
luly 1. 1964 and served until
his retirement in 1979

“lIvan Hinderaker had a
profound impact on UC
Riverside during the formative
vears of the university,” Acting
Chancellor Robert D. Grey
told the Business Journal. “His
emphasis on academic excel-
lence and advocacy of the arts
helped establish the university
as a center of intellectual life,
important research and artistic
expression in the community.”™

Francis Carney, a founding
faculty member who taught at
UCR for 50
Hinderaker as a graduate stu-
dent at UCLA. Hinderaker
endeared himself to students
during the anti-war protests in
the 1960s by inviting protes-
tors into his office for coffee

years, met

and doughnuts, Carney said.

“Once he did let police
break up a demonstration out-
side a lab,” he recalled. “He
wasn’'t a pushover. He pre-
ferred negotiations. That was
Ivan’s way.”

Hinderaker and former UC
Regent Phil Boyd pushed for
construction of the Carillon
Tower, a landmark on the UCR
campus, and continued to
financially support the instru-
ment long after he'd retired,
said Jim Erickson, former
UCR vice chancellor for uni-
versity advancement who met
the former chancellor a few
years after he retired. He also
was instrumental in forming
the UC Riverside Foundation
Board of Trustees, which con-
tinues to support the campus.

“Ivan was terrific,”
Erickson recalled. “He was a
great chancellor. He always
reached out to the campus and

was an enlightened voice in
the community.”

Hinderaker loved athletics
and the arts, those who knew
him recalled. and fought for
the UCR/California Museum
of Photography

“We fought many battles
together to advance. not only
the museum. but also the fine
arts on campus and in the com-
munity,” said Ed Beardsley,
founder of the UCR/California
Muscum of Photography. “He
cared deeply about higher edu
cation, UCR in particular. He
was more than a colleague. We
were good and close friends.”

Hinderaker was born in
Hendricks, Minn., on April 29,
1916. He received his bache-
lor’s degree from St. Olaf
College. and his master’s and
Ph.D. degrees from the
University of Minnesota. He
was a member of the
Minnesota State Legislature in
1941-1942 and served in the
U.S. Air Force from 1943 to
1946.

After teaching one year at
the University of Minnesota,
Hinderaker joined the UCLA
faculty in political science in
1949, eventually serving as
department chair. In 1963 he
was named vice
chancellor/academic affairs at
UC Irvine, where he served for
one year until his appointment
as chancellor at UC Riverside.

Ivan Hinderaker is sur-
vived by his brother, Theodore
Hinderaker and his wife,
Laura, of Tucson: grandson,
Blake Hinderaker, and his
wife, Daniella, of Fremantle,
Australia, and daughter-in-law,
Janice Hinderaker, of Albury,
Australia. He was preceded in
death by his wife, Birk, and his
son, Mark.

Services were private. In
lieu of flowers the family sug-
gested that gifts be made in
honor of Ivan Hinderaker to
the UCR Carillon Tower Fund.
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MANAGER’S BOOKSHELF

“India Arriving: How This Economic
Powerhouse Is Redefining Global Business,”
by Rafig Dossani; AMACOM Books,

New York, New York; 2007;

276 pages: $24.00.

From the mid-1960s to 1990, the two largest democracies on the
planet, the United States and India, pretty much ignored each other.
With notable exceptions, including India’s unexpected development
of nuclear weapons, America’s surprisingly long involvement in the
Vietnam War, and both nations’ sundry mini-wars and government
activities against its own citizens, India and the U.S. treated each
other with “benign neglect.”

According to author Rafig Dossani, by 1990 most Indians decid-
ed that after 40 years they had enough of the Nehru family and the
Congress Party. The new leadership of India made two key decisions.

First, they rejected the quasi-socialist approach of centralized
economic micro-management and put new emphasis on venture cap-
ital. Second, when faced with the choice between emphasizing heavy
industry or information technology as the economic horse to ride,
they selected “mental working over metal bashing.”

The net result is that neither India nor America can afford to
ignore each other during the foreseeable future. India is growing
wealthier and the United States has become the most productive
nation in the world.

Dossani has written a fascinating book that tells the story, includ-
ing its warty elements, of how both nations are arriving at a point
where they realize that they need each other. He points out how yes-
terday’s stereotypes are beginning to vanish. For example, at one
point it was commonplace to believe that Indian students were com-
ing here to learn at American universities so that they could get take
jobs away from native born citizens in the U.S. These days it’s far
more likely that a sizablé minority of the native born students are of
Indian descent. Dossani notes that 4,000 members of the student
body are composed of men and women with Indian parents.

The book’s final chapter is in many ways the most interesting.
That’s because it offers a look at the real differences among China,
India, and the United States: our differing approaches to economic
development. The author admires both nations he sees as key global
competitors to India, but for different reasons. He believes the differ-
ences among them are plain. He states:

*...the answer lies in a key difference in India’s democracy from
the United States: the need for civil society. Even in the pr-market
United States, the Washington Consensus approach is rarely adopted.
Like India, the approach is to study-then-adopt. The difference is that
extensive consultation is done. Before a new rule comes into force,
the American method is to consult as many stakeholders as possible.
Think tanks, universities and lobbying groups will all typically par-
ticipate in such a project.... The result is that the quality of thinking
that goes into rule formation is sophisticated and the chances of fail-
ure are low.

“By contrast, in India, getting the public to respond to such con-
sultatiye processes is very difficult and bureaucrats will sometimes
ignore public depositions.... India needs to become more democrat-
ic, not less democratic. In practice, the near absence of civil society

makes consultation difficult.

“Nevertheless, there are some rules of the game at which India
excels vis-a-vis China: respect for property rights, building effective
regulatory and legal institutions. and the management of persuasive
n:k\ In t'I\II\;l. the regulation of professional services is weak, and
access to providing a range of services, such as telecommunications
and airline services, is excluded for the private sector.”

The ultimate conclusion reached by the author contains surpris-
ing echoes of the U.S. Constitution:

“India had become one of the world’s fastest-growing countries
by 2004.... At its heart is an awareness of real freedom
l(; invest one’s time in the acquisition of knowledge and then put that

..to be able

knowledge to use as one wants.”
What an excellent way to express freedom in a global market.
-- Henry Holtzman

Glestselling Business Books

Here are the current top 10 bestselling books for business. The list
is compiled based on information received from retail bookstores
throughout the U.S.A.
1. “The Long Tail: Why the Future of Business Is Selling Less
of More,” by Chris Anderson (Hyperion...$24.95) (1)*
Why products sold by Internet generate nearly unending sales.
2. “Execution: The Discipline of Getting Things Done,” by Larry
Bossidy & Ram Charan (Crown Publishing...$27.50)%** (3)
The key to transforming dreams into reality.

3. “The Five Dysfunctions of A Team: A Leadership Fable,” by Patrick
M. Lenclon ( John Wiley & Sons. . 95) (3)

Common problems that prevent teams from working together.

4. “Freakonomics: A Rogue Economist Explores the Hidden Side of

Everything,” by Steven D. Levitt (HarperCollins...$25.95) (5)

Why you shouldn’t accept the official version of anything.

“The Dip: A Little Book That Teaches You When to Quit (and

When to Stick)” by Seth Godin and Hugh Macleod [Illustrator]

(Penguin Group — USA...$12.95) (6)

Why winners often quit while losers stick.

*Crucial Conversations: Tools for Talking When Stakes Are High,”

by Kerry Patterson, Joseph Grenny, Al Switzler, & Ron McMillan

(McGraw-Hill...$16.95) (4)

Why open discussions in difficult situations are essential.

*Jim Cramer’s Mad Money Handbook,” by James J. Cramer with

Cliff Mason (Simon & Schuster...$25.00) (7)

Wall Street’s angry man diversifies from TV to more books.

8. “The 4-Hour Work Week: Escape 9-5, Live Anywhere, and Join the

New Rich,” by Timothy Ferris (Crown Publishing...$19.95) (9)

_Effective time management neatly disguised as wish fulfillment.

“Jeffrey Gitomer’s Little Red Book of Sales Answers,” by Jeffrey

Gitomer (Pearson Education...$19.99) (8)

Sales guru offers answers to sales questions.

10. “The World Is Flat [Updated and Expanded]: A Brief History of the
Twenty-First Century,” by Thomas L. Friedman (Farrar, Straus &
Giroux...$27.50) (10)

Why business globalization has arrived and is likely to stay.

n

o

o=

o

*(1) - Indicates a book’s previous position on the list.
** — Indicates a book’s first appearance on the list.
**% — Book previously on the list is on the list once again.
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One Woman and Her Vision

By Joe Lyons

Iracy Romanow didn’t
start out to be a professional
photographer. At 13, she
believed that she would be a
model. In fact she did not real
ly even want to be a model, but
she fell into it. Then she had to
quit at 17

missing school. It wasn’t just

because she was

the jobs: it was the audition
calls that kept eating up her
time. She could have quit and
gotten a private tutor but she
wasn't up for that. After high
school she took a job as a sec-
retary.

Applying the assets that
she had, she went about carn-
ing a Double E, a degree in
electronic engineering. By that
time she was making a living
as an exotic dancer.

Many such women often
have dreams of becoming a
doctor or a journalist, but
somehow things never change.
It did for Tracy.

Taking the bull by the
horns, she decided to take
what she had learned of mod-
eling, and the eye she had
developed for lighting and set-
ting and balancing the photo
shoots, and to step around
behind the camera. She went
back to school at Chaffey. It
seemed that she had just gotten

out of school but she was back
again

She had to go down to
Mexico to get her first camera

because she wanted to get one

that would let her take large
photos

Her first customers were
the girls she had met as a
dancer. Boudoir photography
had been popular a few years
ago but there were problems.
One photographer in San
Bernardino still tells of the day
he quit doing those shots. It
has to do with a drunken
enraged boyfriend who chased
him around the studio with a
baseball bat. Neither Tracy,
nor her dancer friends had
such problems. These first
clients helped her cover the
costs of photo paper and sup-
plies.

Her teachers became men-
tors and business advisors to
her and she found herself in
the business before she even
knew it.

The Daily Bulletin did a
feature on her and her dancing
clients. The Herald Tribune
focused on her transition from
model to photography. More
media coverage fed her bur-
geoning business. This was in
the days of chemicals and

refrigera-
tors full of
film and
expensive
darkrooms.
Tracy tells
the Journal

that she
hasn’t even
used her
$45.000
darkroom

n about
three years.
Twenty first

century dig- ————
ital technol- * =
ogy and computers have revo-
lutionized her work. In the old
days she would spend hours
developing her own shots in
order to make sure that her col-
ors came out the way she
wanted them instead of the
way some shop would produce
them. As her company name
implies (Vision Photography),
she wanted her work to reflect
her vision.

In this day and age snap
shot photos are all too com-
mon. Everyone with a 2Meg
digital camera can upload
shots of the babies. Phone
cameras have almost no quali-
ty to them but people are pop-
ping shots everywhere.

e Many critics of digi-

| tal photography say that
you cannot get the pixel
sharpness from digital
that the old cameras
could give. Tracy got
what she calls “the Rolls
Royce™ of cameras, an
EOS 1VS Mark II. It’s
not just the focus and
the sharpness and the
color balance that she
demands. It’s a question
of software and comput-
er standards that are
compatible with the
camera.

One of Tracy's shots of Victoria Gardens

] “Things that used to

Tracy Romanow

g

take me two or three weeks,

take me five seconds in the
camera,” she declares.

Her latest computer tool is
Photoshop CS3. She calls the
end results “stunning.” She
can do special effects includ-
ing color shifts and wrinkle
elimination, superimposing
and even making people thin-
ner. When necessary, she will
spend time in the lab for detail
work. She finds that only
about one photographer in 10
ever goes into the lab. She
believes in keeping as much as
possible in-house.

Today Tracy Romanow
still does boudoir photography.
She also does weddings.
events and political portraits.
She is humbled by the fact that
that skinny little 13-year-old
model wannabe, a “welfare
brat” is now invited into the
homes of powerful elected
officials to pose them for pos-
terity.

“I don’t mean to toot my
own horn,” she concludes,
“but I think I am one of the
best.”

Her Vision Photography is
based in the Alta Loma section
of Rancho Cucamonga and
can be contacted at 909-633-
5910.
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NEW BUSINESS County of San Bernardino

A & A CONSULTING
SERVICE!
13480 DRIFTWOOD DR
VICTORVILLE, CA 92395
(760)680-9280

A GLASS STATION
1424 W HOLT BLVD
ONTARIO, CA 91762
(909)395-9293

ALTERNATIVE POWER
ENERGY SYST]
13926 SPRING ST

FONTANA, CA 92335

ARTI TRUCKING
11251 SIERRA AVE
STE. 2F-203
FONTANA, CA 92337

B & H MANAGEMENT
SERVICES

1445 N. H STREET

SAN BERNARDINO, CA
92405

BEAUTIFUL BY DESIGN
722 BISHORN DR

LAKE ARROWHEAD, CA
92352

BOTTOMLINE
ADVERTISING

9227 HAVEN AVE #330
RANCHO CUCAMONGA.
CA 91730

BYTEBLEND
1000 PINE AVE #157
REDLANDS. CA 92373

C&A LANDSCAPE
AND MAINTANCE
5442 NEWBURY AVE
SAN BERNARDINO, CA
92404

CHURCH2GO
12226 SECOND STREET
YUCAIPA, CA 92399

CIGARETTES AND STUFF
1470 E HIGHLAND AVE
STEF

SAN BERNARDINO, CA
92404-4647

COVENANT SECURITY &
PATROL

5841 JOHNSTON PL
RANCHO CUCAMONGA,
CA 91739

(866)869-5653

CRESPIN
727 E BELMONT ST
ONTARIO, CA 91761

CTR CONCRETE
CONSTRUCTION
6576 ALFONSO CT
CHINO, CA 91710
(909)590-5047

D & J COMMUNICATIONS
16155 SIERRA LAKES
PKWY #170

FONTANA, CA 92336
(909)427-0700

D&D DRILLING

750 W WINCHESTER ROAD
RIALTO, CA 92376
(909)764-9741

D&J SECURITY
PRODUCTS
INSPIRATIONS

162 W. WABASH

SAN BERNARDINO, CA
92405

D&M ENTERPRISES
1376 W. PERSIMMON
RIALTO, CA 92377

DEL MAR APARTMENTS
364 W. 19TH STREET

SAN BERNARDINO, CA
92405

(909)357-1119

DEL REY OFFICE
CLEANING SERVICES
573 W. ARBETH ST.
RIALTO, CA 92377-4509

DIGIPHOTOLADY
DIGIPHOTOLADY.COM
7920 GULFSTREAM ST,
CHINO, CA 91708
(909)597-9676

DIRTEMEXICAN
12223 JAMESTOWN PL
CHINO. CA 91710
(909)287-6166

EMPIRE GREENS
JANITORIAL

11555 ARROW ROUTE
RANCHO CUCAMONGA,
CA 91730

EXPO CALATERALL
13519 LUNA RD
VICTORVILLE, CA 92392

EXPRESS LUMPER
SERVICES

1264 S. WATERMAN AVE
SUITE #31

SAN BERNARDINO, CA
92408

G & M TRUCKING
10475 HIDDEN FARM RD
ALTA LOMA, CA 91737
(909)770-2320

GLAMOROUS FASHION
8909 8TH AVE
HESPERIA, CA 92345
(760)481-2182

GLG DISTRUBUTION
34679 FAIRPORT WAY
YUCAIPA, CA 92399
(909)790-4201

GRAFICO LATINO
124 E. F STREET SUITE 10
ONTARIO, CA 91762

HARD DRIVE CLASSICS
148 GRIZZLY RD.

LAKE ARROWHEAD, CA
92352

(909)336-0528

HARO & ASSOCIATES
HARO INVESTMENTS
THE HARO TEAM
UPTOWN REALTY

9233 CHARLES SMITH AVE
#201

RANCHO CUCAMONGA.
CA 91730

(866)404-4276

IEORA ey

HEAD 2 TOE

816 YUCAIPA BLVD.
SUITE A

YUCAIPA, CA 92399
(909)790-5300

HEART AND VISION

ACADEMY
6269 BERNE PLACE
WRIGHTWOOD, CA 92397

HELPUWITHALOAN.COM
REAL ESTATE AND
MORTGAGE SUPPORT
SERVICES

7830 AMETHYST STREET
RANCHO CUCAMONGA,

CA 91730

HIGH DESERT WINDOW
SUPPLY, INC

10750 “I" AVE

HESPERIA, CA 92345

HOLY LAND CRAFT
14400 BEAR VALLEY RD
SUITE 21

VICTORVILLE, CA 92392

HR MANAGEMENT
SOLUTIONS

HRMS .
13028 BALTIMORE COURT
CHINO, CA 91710

JMF TRUCKING
644 N. MARIPOSA AVE
ONTARIO, CA 91764
(909)437-9158

KIN NOKI FUSION POT
13788 ROSWELL AVE. #1588
CHINO, CA 91710
(909)680-5635

LONE WOLFE AUTO
TRANSPORT

406 CATAWBA AVE.
FONTANA, CA 92335
(909)829-8603

LOUIES LUMBER
1027 BROOKS STREET
ONTARIO, CA 91762
(909)988-5550

LOVELY NAILS & HAIR
15355 RANCHERIAS RD # D
APPLE VALLEY, CA 92307

MAXWELL ST. PIZZA
171 W. 40TH

SAN BERNARDINO, CA
92405

(909)881-5588

MCDANIELS
PUBLISHING CO

1224 W. 26TH STREET
SAN BERNARDINO, CA
92406

MECCA INTERNATIONAL
TRADE

10655 LEMON AVE #1502
RANCHO CUCAMONGA,
CA 91737

MOTINERO
864 BENNINGTON ST
UPLAND, CA 91786

MOUNTAIN RESORTS
CONCIERGE SERVICE
27477 MEADOW BAY
DRIVE

LAKE ARROWHEAD, CA

92352

MUSIC LESSONS
CENTRAL

228 W. HOSPITALITY
LANE# F2

SAN BERNARDINO, CA
92408

NATIONWIDE STREETS
3469 LAUREL AVE
RIALTO, CA 92

NO LIMT LANDSCAPING
9661 LINDEN AVE
BLOOMINGTON, CA 92316
(909)770-6645

OLYMPUS REAL ESTATE
850 S. MOUNT VERNON # B
COLTON, CA 92324

ONO HAWAIIAN BBQ
1605 W. LUGONIA AVENUE
REDLANDS, CA 92374

PACIFIC CONTRACTING
32079 122 AVE. E
YUCAIPA. CA 92399

PARADIGM RECOVERY
14711 SLOVER AVE
FONTANA, CA 92337
(909)355-0078

PATRIOT SECURITY
324 NORTH MOUNTAIN
AVE

UPLAND, CA 91786
(909)931-1030

PREMIER ENTERTA!
MENT DESIGN AND CABI-
NETS

35268 WILDWOOD
CANYON RD

YUCAIPA, CA 92399

PROXYWARE IT
CONSULTING

13424 MASHONA AVE
CHINO, CA 91710
(909)724-8641

R & PKHALSA, INC
911 W. FOOTHILL BLVD.
UNITA

RIALTO, CA 92376-4740

RANDY VENTURA FOR
REAL ESTATE, INC.
7637 DUXBURY PLACE
RANCHO CUCAMONGA,
CA 91730-8208

HELPUWITHALOAN.COM
REAL ESTATE AND
MORTGAGE SUPPORT
SERVICES

7830 AMETHYST STREET
RANCHO CUCAMONGA,
CA 91730

RED BARON PIZZA
22400 BARTON RQAD #11
GRAND TERRACE, CA
92313

REDLANDS CUSTOM
MILLWORKS

115 E. HIGH AVE
REDLANDS, CA 92374
(9097926620

REENTRY DEVELOPMENT
CENTER

429 N EUCLID AVE
ONTARIO, CA 91762
(909)781-1141

SCENTSATIONAL
FRAGRANCE PRODUCTS
10660 REDWOOD AVE
HESPERIA, CA 92345
(760)244-1676

SMITTY'S
CONSTRUCTION
WESTERN SERVICE'S
12944 ORANGE CT
CHINO, CA 91710
(626)705-4134

STAR VIDEO
9765-E SIERRA AVE
FONTANA, CA 92335

STEVE'S ATV'S
61046 29 PALMS HWY.
JOSHUA TREE. CA 922524132

SUPER STAR DONUTS
16120 VALLEY BLVD. #7
FONTANA, CA 92335

TAQUERIA DE ANDA
4975 MISSION BLVD
MONTCLAIR, CA 91763

TWINS HAULING
305 N. RANCHO AVE
COLTON. CA 92324

VALENCIA DETECTIVE
AGENCY

2406 S. GROVE AVE. #114
ONTARIO, CA 91761
(909)573-3877

NTURA V
13415 TREADW!
CHINO. CA 91710
(909)993-3222

DI
L COURT

VERIZON WIRE
118 E 19TH STR
221

UPLAND, CA 91784

EET SUITE

VERIZON WIRELESS
266 CAROUSEL MALL
SAN BERNARDINO, CA
92401

VICINITAS, LLC

31621 HILLTOP BLVD,
RUNNING SPRINGS. CA
92382-3496

Z CAR SPECIALTY
1462 E. 9TH STREET
UPLAND, CA 91786

“HAVE EQUIPMENT WILL
TRAVEL”

4998 DUKE'S COUNTRY RD
HESPERIA, CA 92345

A & A GLASS & SCREENS
15984 SPRUCE STREET
HESPERIA, CA 92345
(760)221-5043

A& D TRUCKING
3306 N GOLDENROD AVE
RIALTO, CA 923

A+ EDUCATIONAL
CONSULTING

15516 SHARON COURT
FONTANA, CA 92336
(909)357-2373

A-1 GLASS
671 E. VALLEY BLVD
COLTON, CA 92508

AARON'S KWIK KAR
12972 HESPERIA RD.
VICTORVILLE, CA 92395

ADY'S PARTY RENTALS &
CRAFTS SHOP

127 S. FIRST AVE
BARSTOW. CA 92311
(760)255-2191

AGUILAR TAX AND
SERVICES
19059 VALLEY BLVD.
SUITE 112

BLOOMINGTON, CA 92316
(QO09)879-0419

ALEGRE FOODS- JUDY &
JANEY

15033 STONE DR
VICTORVILLE, CA 92394

ASHTEL DENTAL
7950 CHERRY AVE.# 103
FONTANA. CA 92336

ASIA BUFFET

1305 E. MAIN ST # (
BARSTOW. CA 92311
(760)255-1300

ATTACK FABRICATION
14753 JENNY ST
HESPERIA, CA 92345

BARBA BROTHERS
TRUCKING, INC.
11050 MUSGRAVE RD
OAK HILLS, CA 92344

BARSTOW BUFFET
1305 E MAIN ST STE C
BARSTOW, CA 92311

BIRRIERIA
GUADALAJARA

601 MT VERNON AVE
SAN BERNARDINO, CA
92411

(909)885-5998

BRILLIANT MEDIA
SERVICES
PROMOTIONAL INK

6635 CANTERBURY DR #101
CHINO HILLS, CA 91709

CABLE AIRCRAFT
FLYING CLUB

LYING CLUB
CABLEAIRCRAFT.COM
FLY CABLE

FLY FOOTHILL

FLY GOBOSH
FLYGOBOSH.COM
FOOTHILL AIRCRAFT
SALES

GOBOSH FLYING CLUB
1749 W. 13TH AVE
UPLAND. CA 91786
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CARTER PLUMBING
128 DOLORES COURT
REDLANDS, CA 92374

CENTRO CRISTIANO
INTERNACIONAL OASIS
DE ESPERANZA

11608 CEDAR AVENUF
BLOOMINGTON, CA 92316

CNC LENDING
14074 CRESTLINE PLACE
RANCHO CUCAMONGA
CA 91739

COLTON SMOG
1605 N RANCHO AVE
COLTON, CA 92324
(909)514-0306

COOLEY PLAZA
CLEANERS

2049 E WASHINGTON ST
STE 2E

COLTON, CA 923244710
(909)824-2167

COVERT ENTERPRISES
13462 MISTY MEADOW T
CHINO HILLS, CA 91709
(909)590-9523

CUSTOM CRAFT
FLOORING

CONTRACTORS
5655 DANIELS ST
CHINO, CA 91710

e

CAPPELLA WINE
DISTRIBUTORS

45788 W, VIA VILLAGGIO
INDIAN WELLS, CA 92210

SWANKY
73310 HILLTOP RD
SKY VALLEY, CA 92241

VIPAUTO BROKERS
NITY LANE
A. CALIFORNIA

PRISM HOUSE PRESS
THE BROADMOORE
GROUP
31 SAN MARINO CIRCLE
RANCHO MIRAGE, CA
92270

US AZTECA SPORTS
71381 BISKRA RD
RANCHO MIRAGE, CA
92270

SILVA, MANUEL

73200 TUMBLEWEED LN
#15

PALM DESERT, CA 92260

TAQUERIA MONTEALBAN
49-305 GRAPEFRUIT BLVD
SUITE #2

COACHELLA, CA 92236

ETERNAL LIGHT
CHRISTIAN GIFTS
13713 BURNING TREE DR
VICTORVILLE, CA 92395

EXHIBIT A

10304 PINEVIEW ROAD
PINON HILLS, CA 92372
0276

EXTREME BODY AND
PAINT

18285 OUTER HWY 1§
APPLE VALLEY, CA 92307

F.G. BEST
COMMUNICATIONS
2540 OLIVERA RD
PHELAN, CA 92371
(760)868-2142

FIESTA MOTEL
410 W FOOTHILL BLVD
RIALTO, CA 92376

FLAWLESS TRANSPORTS
14711 SHETLAND CT
VICTORVILLE, CA 92394

FRESH FLOORS
57582 REDONDO ST
YUCCA VALLEY, CA 92284

GLOBEL SOURCE

2563 THUNDER MOUNTAIN
RD

UPLAND, CA 91784

NEW BUSINESS

L e e =

MENDEZ, CANDELARIA
JOSEFINA

53-425 MARTINEZ AVE
LA QUINTA, CA 92253

MENDEZ,

OLIVIA MINERVA
83-822 CORTE SOLIS
COACHELLA, CA 92236

JUAN'S POOL SERVICE
84-165 CORREGIDOR AVE
INDIO, CA 92201

PO. BOX 728

COACHELLA CA 92236

DESERT DIVAS
70-200 DILLON RD #99
SERT HOT SPRINGS, CA

ULMAN, KATE
72917 WILLOW ST
PALM DESERT, CA 92260

NO LIMIT POOLS &
SPAS INC.

80712 COTTONWOOD LN
INDIO, CA 92201

R-Z PORTABLE SERVICES
86705 54 AVE SUITE H
COACHELLA, CA 92236

RASCON, MARTIN
82323 PAINTED CANYON
AVE

INDIO, CA 92201

GOLDEN SPA

11161 ANDERSON ST
STE 101

LOMA LINDA, CA 92354

GUARDIAN LOCK AND
SECURITY

31446 OVERHILL DR
RUNNING SPRINGS, CA
92382

(909)867-3685

H & H INDUSTRIES
17475 JACKSON DR
FONTANA, CA 92336
(909)350-8211

HARDWARE SPECIALTIES
SENTRY TURNSTILES
2041 E LOCUST COURT
ONTARIO, CA 91761

HELENDALE
COMMUNITY CHURCH
OF SILVER LAKES
26569 SPAR LANE
HELENDALE, CA 92342

J.R.INVESTMENTS
2618 FLINTWAY APT 206
SAN BERNARDINO, CA
92408

JOHN'S PHILLY STEAK
34215 YUCAIPA BLVD
YUCAIPA, CA 92399

ZAMORA, JC PEDRO
83819 CORTE ESTIVO
COACHELLA, CA 92236

BROTHER'S
LANDSCAPING

83-060 SONORA AVE #7
INDIO, CA 92201

MCDONALDS
RESTAURANTS

72755 HIGHWAY 111
PALM DESERT. CA 92260
PO BOX 1650

RANCHO MIRAGE. CA
92270

SHALHOUB, RICHARD

ACCENTS DECOR

72-037 DINAH SHORE DR
B-1

RANCHO MIRAGE CA 92270

BERGER, BLANCHE ANN
80880 AVE SANTA CARMEN
INDIO, CA 92203

FOOD & DRINK INC.
80556 APRICOT LANE
INDIO, CA 92201

2 GIRLS PACKIN'

65093 ROLLING HILLS DR
DESERT HOT SPRINGS, CA
92240

County

KBTW-FM RADIO LAZER
1045

KCAL-AM LA MEJOR
1410

KXRS-FM RADIO LAZER
105.7

KXSB-FM RADIO LAZER
101.7

1950 S. SUNWEST LANE
#302

SAN BERNARDINO, CA
92408

KEE ENTERPRISES
26470 FIRST ST
LOMA LINDA, CA 92354

L&L REALE
ASSOCIATES

LAWRENCE & LAWRENCE
REALTY ASSOCIATES
135 CAMELLIA COURT
UPLAND, CA 91786
(909)985-2111

TE

LA PALMITA
273 E. 9TH STREET
UPLAND, CA 91786
(909)579-9334

LALAICE CREAM

14131 BURNING TREE DR
VICTORVILLE. CA 92395
(760)243-9623

LOS PANCHOS MARKET
385 N. SPRUCE AVE. SUITE B
RIALTO, CA 92376
(909)874-6458

of Rivers

of San Bernardino

MA VANITE, MY VANITY
14657 DECOY LANF
FONTANA, CA 92336

MARIA FLOOR
COVERING

17139 MAIN STREET
HESPERIA, CA 92345

MEGA SIGN PLUS
13581 COPPER ST
VICTORVILLE, CA 92394

MOJAVE GREENS TRAVEI
BALL ACADEMY

13235 MAMMOTH
HESPERIA, CA 92344

MOUNTAIN HIGH
MAINTENANCE

6278 OAK AVE

ANGELUS OAKS, CA 92305

NOURISHING EARTH
17456 BANGOR AVE
HESPERIA, CA 92345

QUALITY RESIDENTIAL &
JANITORIAL CLEANING
SERVICES

11524 CORNELL ST
ADELANTO, CA 92301

REGO'S LOWBED EQUIP-
MENT TRANSPORT

7170 JOSHUA RD

OAK HILLS, CA 92344

e ¢ e —

SAFETY FIRST TRAINING
1340 YOSEMITE DR

LAKE ARROWHEAD, CA
92352

SAM'S PAINTING
432 N. CAMPUS AVE
UPLAND, CA 91786

S AND SAGE MOTEL
16364 FOOTHILL BLVD
FONTANA, CA 92335

HARDWARE SPECIALTIES
SENTRY TURNSTILES

2041 E LOCUST COURT
ONTARIO, CA 91761

SOUTHLAKE VILLAGE
14455 PARK AVENUE
SUITE B
VICTORVILLE. CA 92392

SPORTOYS WAREHOUSE,
INC.

13392 AMARGOSA RD.
VICTORVILLE, CA 92392

STAGED 2 SELI
19322 SHAMROCK RD
APPLE VALLEY. CA 92308

STAR VALLEY

GIFT BASKETS

12554 STAGE COACH DR
VICTORVILLE, CA 92392
(706)843-9372

ide

MEDINA, CHRISTINA
MARIA

66670 YUCCA DRIVE
DESERT HOT SPRINGS. CA
92240

EXPERIENCE DRIVER
SEARCH

19716 SHADOWBROOK
WAY

RIVERSIDE, CA 92508

KEN'S WHOLESALE
TIRES

19716 SHADOWBROOK
WAY

RIVERSIDE, CA 92508

GEOSMART 3D GRAPHICS
17472 STAR CANYON
COURT

RIVERSIDE, CA 92503

ALBERI CONSTRUCTION
CURBING & MORE

4662 MERRILL AVE
RIVERSIDE, CA 92506

ALBERI, MATTHEW
HENRI

4662 MERRILL AVE
RIVERSIDE, CA 92506

HANSEN ENVIROMENTAL
SAFETY CONSULTING
28706 LEXINGTON WAY
RANCHO BELAGO CA 92555

ADVANTAGE GREEN
OFFICE FURNITURE
CLEA $
680 AVEN

CORONA, CA 92882

FREEDOM OF THE HEART

PRODUCTIONS
680 AVENIDA DEL SOL
CORONA, CA 92882

CUSHIE TUSHIES
197 S. RALPH RD
LAKE ELSINORE, CA 92530

MASTER MAINTENANCE
JANITORIAL SERVICE
3085 PRISCILLA ST
RIVERSIDE, CA 92506

HEAVENS BEST CARPET
AND UPHOLSTERY
CLEANING

30210 LONGHORN DR
CANYON LAKE, CA. 92587

V & 1 DOOR CO.
4112 MARIPOSA AVE
RIVERSIDE. CA 92503

DAVID COTE
2141 TURNEBERRY LANE
CORONA, CA 92881

CARRILLO,

JUAN GREGORIO
3447 JUNE ST

SAN BERNARDINO, CA
92407

e

MCMILLAN, LEROY
10330 COOK DRIVE
RIVERSIDE, CA 92505

ROBLES, SERGIO
ABRHAM

9106 PENNER DRIVE
RIVERSIDE. CA 92503

SYSNEY, LARRY JAY
2423 LEGONEA

SAN BERNARDINO, CA
92374

BIG CHAMP ENTERPRISE
3092 W. DEVONSHIRE
HEMET, CA 92545

FRESH DONUT AND
CHI E FOOD

1469 S SAN JACINTO AVE
SAN JACINTO, CA 92583

POR, CHE
1268 E COMMONWEALTH

SAN JACINTO, CA 92583

ALL PHASE ELECTRIC
2365 SHASTA PLACE
SAN JACINTO, CA 92583

MASTER BUILDING
INSPECTION

1097 N. STATE ST #518
HEMET, CA 92543
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ALMIGHTY
COMMERCIAL CLEANING
SERVIC
15338 VILLA MARAVILLA
MORENO VALLEY CA 92555

TACOS NOCHISTLAN &
DELI

1688 N. PERRIS BLVD
SUITE L-3

PERRIS CA 92571

MACIAS, RUBEN
477 FELIZ ST
PERRIS, CA 92571

INTERNATIONAL MER-
CHANT SERVICES

4917 ROUNDUP RD
NORCO, CA 92860

LOS COMPADRES
161 S MAIN ST
LAKE ELSINORE, CA 92530

HAIDO, HEERAN A.
1361 W 9TH AVE

APT 1308
ESCONDIDO, CA 92029

ZOREE, SUSAN SHLIMON
15428 BROAD OAKS RD
EL CAJON, CA 92021

PLATA’S CAR WASH

66922 HACIENDA AVENUE #C
DESERT HOT SPRINGS CA
92240

HOFFMAN & ASSOCIATES
11940 65TH STREET
MIRA LOMA CA 91752

NEAL EXTERMINATORS
281 SIERRA MADRE WAY
CORONA., CA 92881

PROGRESSIVE REALTY
SERVICES

322 CALDERA STREET
PERRIS, CA 92570

VILLAR, PERLIE DANO
3843 S. BRISTOL ST # 143
SANTA ANA, CA 92704

AJC PARTNERSHIP
989 OAKDALE STREET
CORONA, CA 92880

STOKRP, JOHN
3470 STERLING DR
CORONA, CA 92882

FIRST PLACE
POWDERCOATING
1177 W. LINCOLN ST.
BANNING, CA. 92220

DEGAINE,

MARIA FELICITAS
43210 AMBRO CIRCLE
BANNING, CA 92220

POSTAL HEADQUARTERS
2276 GRIFFIN WAY #105
CORONA CA 92879

VEGA, EDGARDO
ENRIQUE

1179 BRASADO WAY
RIVERSIDE, CA 92508

SPA DELICIOUS LLC
1179 BRASADO
RIVERSIDE, CA 92508

NO DICE
21485 DUNN STREET
WILDOMAR, CA. 92595

FLEUR-DE-LIS
31355 CORTE RIMOLA
TEMECULA, CA 92592

ANGEL'S MOBILE

GROOMING
31416 MELVIN ST
MENIFE

DENTAL VENTURES OF
AMERICA INC

217 LEWIS CT

CORONA, CA 92882

HONSTEIN, JERRY PHILIP
1270 PASEO GRANDE
CORONA, CA 92882

WOW COMPANY THE
217 LEWIS CT
CORONA, CA 92882

SAHARA PLACE

24318 HEMLOCK AVE

STE G7

MORENO VALLEY CA 92557

LOPEZ, MARGARITA
GARCIA

14184 WILLGOUGHBY RD
MORENO VALLEY. CA
92553

2586 UNIVERSITY AVE
STEA

RIVERSIDE, CA 92507
P.O. BOX 20652
RIVERSIDE, CA 92516

ESTEVEZ, ADRIANA
5326 AVONDALE WAY
RIVERSIDE. CA 92506

ESTEVEZ, JORGE
FRANCINETTE

5326 AVONDALE WAY
RIVERSIDE, CA 92506

VICTOR'S LANDSCAPING
5242 BUSHNELL AVE
RIVERSIDE, CA 92505

SIGNATURE SALES &
MANAGEMENT

1101 CALIFORNIA AVE
STE. 102

CORONA, CA 92881

SCOTT MOORE &
ASSOCIATES

22404 CANYON CLUB DR
CANYON LAKE, CA 92587

CAUSE FOR PAWS
47200 DE PORTOLA RD
TEMECULA, CA 92592

HEMET PROSTHETIC &
ORTHOTIC GROUPINC
1133 E FLORIDA AVE
HEMET CA 92543
KAUFMAN & ASSOCIATES
1133 E. FLORIDA AVE
HEMET CA 92543

e
PAUL’S CANVAS AND
WINDOW CARE

22217 LOCH LOMOND DR
CANYON LAKE CA 92587

31600 RAILROAD CANYON
RD
CANYON LAKE CA 92587

SCHLARMANN, DANI
MICHAEL

7490 SHADOW GROVE CRT
CORONA, CA 92881

B & D MINI STORAGE
9660 ARLINGTON AVE
RIVERSIDE CA 92503

HONSTEIN, JERRY PHILIP
1270 PASEO GRANDE
CORONA. CA 92882

AMERICAN POINT OF
SALE

2222 KANSA AVE #B
RIVERSIDE, CA 92507

ZEMAN, WAYNE RICH
12821 PORTOLA ST
VICTORVILLE, CA 92392

DW CONSTRUCTION
30180 WHITE WAKE DR
CANYON LAKE CA 92587

NBL MAINTENANCE
43686 ALCOBA DRIVE
TEMECULA, CA 92592

CALIFORNIA XTREME
2360 MOUNT HUMPHRIES
CIR #104

CORONA, CA 92879

JOHN A. PEREZ
27162 PETUNIA COURT
SUN CITY. CA 92586

RACER X, INC.
27162 PETUNIA COURT
SUN CITY. CA 92586

LADY J'S BEAUTY SALON
27162 PETUNIA COURT
SUN CITY, CA 92586

TRAVEL AGENT THE
27162 PETUNIA CT
SUN CITY, CA 92586

ROCKET X RACING
27162 PETUNIA CT
SUN CITY. CA 92586

DIPPIN DOTS ICE CREAM
31938 HWY 79 SOUTH #C
TEMECULA, CA. 92590

SHAKER, ABDUL SATTAR
23625 KETTLE RD
MURRIETA, CA 92562

DIPPIN DOTS ICE CREAM
31938 HWY 79 SOUTH #C
TEMECULA, CA. 925%0

SHAKER, AJMAL
26268 ALCOTT UNION DR
MURRIETA, CA 92563

ICE CREAM SHAKERS
26479 YNEZ RD SUITE A
TEMECULA, CA. 92590

CALIFORNIA BREW
9126 SANTA BARBARA DR
RIVERSIDE CA 92508

LISA RUTHERFORD
PHOTOGRAPHY

4133 W WILSON ST SP 78
BANNING CA 92220

PO. BOX 7
BANNING CA 92220

KLEEN & GREEN
211 SPINNAKER ST
SAN JACINTO, CA 92583

ROS! COSTA
2339 THREE BAR LN
NORCO, CA 92860

CRAZY FRANK'S
CARPETS

3985 CARTER AVE
RIVERSIDE CA 92501

PELLIGRINO,
FRANK PAUL

22578 BRENTWOOD ST
GRAND TERRACE, CA
92330

GLOBAL ENERGY'S
ENTERPRIZE

25957 ANDRE CT

MORENO VALLEY CA 92553

ALMA POSADA
MARKETING SERVICE
713 ROBIN GLEN RD
BEAUMONT CA 92223

LIMPIO CLEANING
SERVICES
25840 SHORELINE ST

MORENO VALLEY CA 92551

S.0.S. FIRST INSURANCE
SERVICES

33785 DATE PALM DRIVE
CATHEDRAL CITY, CA

JIMENEZ, YOLANDA
83658 AVE 44
INDIO, CA 92203

DESERT BLIND AND
CARPET CLEANING
47-581 MANTECA CT
INDIO, CA 92201

DESERT ENERGY
SERVICES

50-155 VIA ALDEA

LA QUINTA, CA 92253
PO BOX 6251

LA QUINTA, CA 92248

CANYON PLAZA
BUSINESS PARK

300 S. PALM CANYON
DRIVE

PALM SPRINGS, CA 92262

ALLABOUTTHEDEAL.COM
43-795 CAMPO PL
INDIO. CA 92203

TOBIAS IV., MAHLON
32523 CAMPO DR
TEMECULA, CA 92592

DESERT WEST AVIATION
145 SOUTH GENE AUTRY
TRAIL

SUITE F

PALM SPRINGS, CA 92262

SHAPIRO, DAVID MARC
67870 CARROLL DRIVE
CATHEDRAL CITY, CA
92234

SALCEDO GARDENING
SERVICE

91093 GARDENIA CT
MECCA, CA 92254

TILLAGE HSU
87100 AVE 70
THERMAL, CA 92274
PO. BOX 1001
THERMAL CA 92274

NING

SERVICE

44755 CALLE

SANTA BARBARA

LA QUINTA, CA 92253

DIAMOND ROSE
SHEARS - DESERT AREA
15691 AVENIDA MIROLA
DESERT HOT SPRINGS. CA
92240

DESERT DIAMOND CO.
73-761 RANCHO RD
PALM DESERT. CA 92260

BACRAT

87100 AVE 70
THERMAL, CA 92274
CHEN, ZHI JIANG

AUNT EVIE'S SALSA
81720 AVE 46 APT#3-104
INDIO, CA 92201

CHIVA'S CAR WASH
84506 CORTE BERNARDO
COACHELLA, CA 92236

GLITZ AND GLAM
ENTERTAINMENT

77777 COUNTRY CLUB DR
#314

PALM DESERT, CA 92211

PAULA'S SALON
42215 WASHINGTON ST #F
PALM DESERT, CA 92211

LE, ALAN LOC
747 LASSEN DR
CORONA, CA 92879

SUNLIGHT SOLUTIONS &
HANDIWORK

23400 EVENING SNOW
MORENO VALLEY, CA
92557

FUNFLY HOBBY
6617 MAGNOLIA AVE
RIVERSIDE. CA 92506

SILAO-SURACHUTIKARN,
PEARL

1420 LOVAT ST
RIVERSIDE, CA 92507

RED PERSIMMON NAILS
& SPA

27110 EUCALYPTUS AVE # H
MORENO VALLEY CA 92555

TU, NICOLE MY
26348 HOBERT CIR
MORENO VALLEY, CA
92555

MAACO COLLISION
REPAIR &

AUTP PAINTING

27561 COMMERCE CENTER
DRIVE

TEMECULA, CA 92590

BALAJI
ENTERPRISES,INC.
9213 MAYWOOD AVE
RIVERSIDE, CA 92503

PALM SPRINGS FINEST
3571 E. VIVIAN CIRCLE
PALM SPRINGS CA 92262
5437

RESORT OPPORTUNITIES
72429 GLENVIEW CIRCLE
PALM DESERT CA 92260

SAXE, MARC WAYNE
72429 GLENVIEW CIRCLE
PALM DESERT, CA 92260

BAG-IT-UP
30684 CAROUSEL LANE
MURRIETA. CA 92563

AMR
879 MARLBOROUGH
RIVERSIDE CA 92507

COVENANT CLEANING
2084 HULLEN PLACE
RIVERSIDE. CA 92507

SCHAUFSANDRA KAY
11282 W. WEST WIND WAY
RIVERSIDE, CA 92505

GLAMOUR BATHS INC.
27346 DEERE CT STE. H
MURRIETA, CA 92562

GREAT LOOKING YARD
960 RIVERVIEW CIRCLE
CORONA, CA 92881

PROSPICE GROUP

CORPORATION

342 BONNIE CIRCLE
CORONA, CA 92880

CROWN BOOKS
825 FEATHER PEAK DR
CORONA, CA 92882

TUDY’S RESTAURANT
1027 W. 6TH ST
CORONA, CA 92882

MENDOZA, JUAN
MANUEL

276 S. PENNSYLVANIA ST
LAKE ELSINORE. CA 92530

PREMIER PROPERTIES
24910 WASHINTON AVE,
SUITE 202

MURRIETA, CA 92562

HOWIE, CAROL JEAN
39113 VIA CADIZ
MURRIETA, CA 92563

WEST COAST BEVERAGE
SERVICE

32182 DEBERA DR

LAKE ELSINORE CA 92530

CROWN MOULDING CO.,
THE

36877 MAXIMILLIAN AVE
MURRIETA, CA 92563

VIDEO PHONE ZONE
323 W. SIXTH ST
CORONA, CA- 92882
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You can’t think of Oslo with
out including the whole of

Norway, and when you think of

Norway, visions of the plays by
Ibsen, the music of Grieg. the
paintings of Munch and the

Nobel Prize come to mind., The
beauty of the rugged fjords, lush
mountains, and glaciers add to
the marvelous mix of a destina
tion to be savored rather than
just visited. Throw in the aurora
horealis and the midnight sun at
the right time of the year, and

you have the icing on the cake

With a history rich in myths and
realities, Norway is the most
interesting of the Scandinavian

countries

Independence declared
Denmark ruled Norway from
1380 to 1814, In 1814, Norway
Denmark and
1905

when Norway declared her inde-

cut its ties with
united with Sweden until

pendence. Slightly over 1,700
miles in length with a little over

4 million people scattered over

it, Norway is the least densely
populated arca in Europe except
for Iceland.

The Viking Capital

By Camille Bounds
I'ravel Editor

A cultural capital

Oslo was founded in 1050
and is the oldest and largest of
the  Scandinavian  capitals
I'hrough its history many fires
destroyed parts of the city until a

fire leveled the
1624, The then King of Denmark

enture city In

and Norway, Christian [V,
renamed the city Christiania
after himself and decreed that
the rebuilding was to be with
brick and stone to avoid any

In 1925, Oslo took

name and has grown

future fires
back her
into a successful cosmopolitan,
cultural and business capital of
Europe. Strategically located on
the southeast coast, at the top of
the great Oslo Fjord, also makes
it one of Norway’s most produc-

uve seaports.

An enticing destination with a
price

With 500,000 residents in an
that about 175
miles, of (Wo

area covers

square which
forests and
lakes, beautifully
underpopulated city, making it
an enticing

thirds consists of

Oslo is a

destination  for

Norwegians
and tourists of
the world
Oslo is also
one of the
most  expen
sive cies n
Europe. While
Norwegians
have one of
the highest per
¢ ap Lt g

incomes in the

also one of the

world. they are
most heavily taxed countries on

carth

An casy walk

Central Oslo consists of the
central station to the east of the
city center and the Royal Palace
to the west. Karl Johans Gate,
the main street, connects these
two points. There are at least 50
museums and  galleries in
Central Oslo---the most interest-
ing include Akershus Castle, the
Historical Museum and  the
National Gallery.

Panoramic view
The Old Town lies south of

§ the Parliament
Building and Karl
Johans Gate. This
section covers the
Nioin w e g i 8
Resistance Museum,
the Old Town Hall

and some of the city’s
f oldest restaurants. A
half-hour tram
from the Royal Palace
takes the traveler to
the 390-foot Tryvann
Observation Tower,
where a glorious view
§ of the activities on the
Oslo archipelago and
panoramic sights of
the giant Krogskogen

ride

Picturesque downtown Oslo

l forest is offered.

The
ture
I'he Kon-Tiki

shows the actual balsa raft that

ultimate rafting adven-

Museum

carried explorer
T'hor Heyerdahl. in 1946, on his

famous rafting adventure---con-

Norwegian

firming his theory that the first
Polynesians came from Peru.

Funerals planned with exact
precision

The Viking Ship Museum is
a fascinating home of three
1.200-year-old oak Viking ships
that were excavated from the
Oslo Fjord which had been
buried in a blue clay that pre-
served them remarkably well.
Much of the on the
ships, including tools, household

contents

goods, jewelry and a tapestry,
were found to be well preserved.
There is an eerie feeling of
another element when the visitor

views these marvelous finds.
The Viking nobility planned

their funerals with exact preci-
sion. They wanted to be sure that
they
needed for their long journey
into the hereafter. They were

would have everything

buried in these “long ships™ with
every necessity, including ser-
vants.

continued on page 33
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Thanks to Our Keynote Speakers - Over 500
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Cloris Adrienne
Leachman Barbeau ‘

To be added to the 2008 Women &

Business Expo mailing list or for
sponsorship information send an ;
e-mail to williamj@busjournal.com:
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