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PFF Bancorp on
OTC Bulletin Board

PFF Bancorp, Inc. the hold-
ing company of PFF Bank &
Trust,

Investment
Advisors, Inc., and Diversified
Builder Inc.,
announced that arrangements

Glencrest
Services,

for the transition of trading of
the company’s common stock
New York Stock
Exchange to the over-the-count-

from the

er market have been completed.
Trading on the NYSE and the
company's symbol
“PFB" was discontinued as of
the close of the market on July
25, 2008. On July 28, 2008, the
company's stock began trading
in the over-the-counter market
and quoted on the OTC Bulletin

trading

d under the
B

‘he transition to the over-
ounter market will have no
t on PFF Bancorp’s previ-

symbol

; announced agreement o
acquired by FBOP
oration.
his  communication s
2 made, in part, in respect
e proposed business combi-
m involving PFF Bancorp,
and FBOP Corporation. In
ection with the proposed
actions, PFF Bancorp, Inc.
iled with the SEC a prelim-
/ proxy statement and other
ments regarding the pro-
d transactions, and plans to
with the SEC a definitive
y statement as well as other

o | L T e e T P L T U

ments regarding the pro-
posed transactions. The defini-
tive proxy statement will be
mailed to stockholders of PFF
Bancorp, Inc. security holders
of PFF Bancorp, Inc. are
continwed on page 26

www. busjournal.com
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The Drucker difference and

Toyota’s success
By Ira Jackson, the dean of the Peter F. Drucker
Graduate School of Management, the business
school of the Claremont Colleges.

It happened in early 2007,

Toyota outpaced General Motors and became the largest
automaker in the United States. More Toyotas are sold in this coun-
try than any other type of car. It was an extraordinary feat,

And then, soon after this great milestone, Toyota went through a
rough patch with the loss of key U.S. executives, problems with qual-
ity and calls from environmentalists for a greater commitment to end-
ing global warming.

These may well be growing pains.

After all, the lean Toyota Production System (TPS) is still the
envy of the business world and emulated by hospitals and postal sys-
tems as well as by other major auto companies. Toyota today is now
worth more than such global powerhouses as Wal-Mart and Procter
and Gamble. From humble origins, Toyola now has a market value
that exceeds the worth of all the other major auto companies com-
bined.

Toyota is still on track to open three new plants next year in order
to secure 15 percent of the worldwide auto market by 2010,

The Wall Street Journal has also reported that Toyota is cutting
back the production of the Scion, a brand leader aimed toward the
youth market, as a way to keep the brand unique. Why? Because part
of Toyota’s success is that it recognizes the value of brand.

Even with its growing pains, Toyota offers us an insight into how
to be successful in new ways. Rick Wartzman, the director of The
Drucker Institute, the research arm and think-tank affiliate of the
Drucker School, wrote in Business Week last year that Peter
Drucker’s ideas had a great influence on the development of Toyota.

As Rick wrote, “As much as any company anywhere, Toyota
Motor eagerly embraced many of the key principles that Peter
Drucker first laid out in the 1940s

continued on page 7
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Pechanga Resort &
Casino Suffers Layoffs

The Pechanga Resort &
Casino, the second largest
employer in Riverside County,
will be laying off approximately
400 team members.

Amy Minniear, president,
stated, ** We are extremely proud
of our talented workforce and we
fully credit each and every team
member with making Pechanga
the premier gaming resort in
California. Until recently,
Southern California’s economy
also showed considerable
growth, allowing Pechanga to
greatly expand our personnel
over a few short years.

“However, as a result of the
current economy, Pechanga
Resort & Casino will be down-
sizing our workforce of over
4,700 team members. This has
been the most difficult decision
we have had to make since
beginning operations.

“For months, we have resis-
ted the pressure to lay team
members off; but because of the
prolonged economic downtumn,
we must downsize in order to
adjust to the current market con-
ditions and position ourselves for

continued on page 30
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anlg i_r_1 the Nation

No. 6 Performing Bank in the Nation

Super Premier Performing Bank, 17 Consecutive Years

Premier Performing Bank, 27 Consecutive Years
- The Findley Reports

Strong Fitch Review

- The Fitch Ratings Bank Group

4 Four Star Rating BauerFinancial Inc.
- BAUERFINANCIAL™ Star-Rating

Member FDIC « www.cbbank.com + 888-7346-4CBB

CASA COLINA RECEIVES OVER $1,000,000

Casa Colina Centers for
Rehabilitation in the past 12
months has been the recipient
of eight new foundation grant
awards. These grants total
$1,196,520 and will be used to
help develop new services and
support the diverse programs
offered through Casa Colina’s

continuum of medical rehabili-
tation.

The Bob Woodruff Family
Foundation awarded a grant for
$100,000 and the Timothy C.
McWilliams Foundation
awarded a grant of $25,000 to
Casa Colina’s  Wounded
Warriors Program, a fund to

help provide services for mili-
tary patients and their families.
These veterans and active duty
soldiers are referred to Casa
Colina from across the United
States to receive rehabilitation
for traumatic brain injuries
acquired while on duty in Iraq
and Afghanistan. Casa Colina’s

board of directors has made a
commitment to provide every
beneficial service to these
courageous men and women
whether or not there is reim-
bursement, and the Wounded
Warriors Program helps make
this happen. Additional support

continued on page 19
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Effectively Manage Your Multi-Tasking Day
By Michael Guld

Do you sometimes feel as
though you're on a treadmill in
your professional life? You were
coasting along comfortably at a
“five” setting, yet the speed just
bumped up to 10. While you
may be able to keep up briefly,
you're exhausted just trying to
maintain. You constantly fear
being thrown off and everything
crashing down.

This is the way many feel in
their current jobs. Due to budget
cutbacks and corporate downsiz-
ing, less people are being asked
to do more; this strains their time,
drains their energy and leads to
great frustration and stress.

While you may not be able to
control what’s being thrown at
you or asked of you, there are
ways to effectively manage your
multi-tasking day.

First, you must admit and
acknowledge the three truths. ..

I) You will never get it all
done - While many feel there is
not enough time in the day to get
everything done, it’s not actually
a “'supply” problem. We have the
same amount of hours that every-
one else has and has always had.
It’s a “demand” problem. Even if
you work 24/7, there will still be
unfinished business; things to do,
people to see, reports to prepare,
and e-mails and publications to
read.

II) Your day will not always
go the way it was planned - but
that’s OK. Your success at the
end of the day should not be
based upon whether the schedule
you set was followed, but on how
productive you were leading to
your end goals. Just as a satellite
navigation system recalculates as
you go off course, you will have
to continually reprioritize to
adjust to changing situations.

IIT) Everything takes longer
than you think it will - but that’s
OK, too. The high quality output
you demand of yourself takes a
little longer to produce. If it’s on
your schedule, it's important that
you do the absolute best job you

can; even if it means you can't
get to everything else on your
plate.

At the end of a long day, do
you look at everything you
accomplished or do you focus on
the incomplete to-do list? If you
focus on the former, you have a
feeling of completeness and self-
gratification for a day well spent.
If you focus on the latter, you
focus on your shoricomings,
never feeling like you do a good
job.

Effectively managing your
multi-tasking day involves effec-
tively managing the following. ...

1) Effectively manage your
goals - Before deciding on what
1o work on ... you need to know
what you're working for. If you
have not established your goals,
you can’t celebrate when you
achieve one. The first step is to
take a baseline snapshot of where
you spend your hours in a typical
day and typical week and
whether it is leading you to reach
your goals.

2) Effectively manage your
priorities - The most important
decisions you make during the
day are what actions to take and
not to take. This prioritization
will determine where your time,
energy and focus will be spent.
Ask yourself “for every action
taken or not taken what is the
intended result?” Life is about
choices. In choosing what to
work on, you need to distinguish
between the “urgent” and the
“important.” Start early working
on the “‘urgent” before the dead-
line approaches.

3) Effectively manage your
focus - Your first goal is to filter
the noise, which is anything dis-
tracting to your task. Everyone
wants a piece of your time and
attention, but not everyone is
entitled to a piece of your time
and attention. Schedule time for
interruption and manage the time
for the interruption. “Do you
have a minute?” rarely turns out

R s e e B e R

tlo be “a minute.” You could
respond. “Yes, | have a minute
... but it will be after 2 p.m."
Turn up your personal and busi-
ness spam filters that block any-
thing that steals our time and our
attention. If the task is not going
to immediately make you more
knowledgeable, make you more
money, save you time, or provide
a worthwhile benefit, ignore it.

4) Effectively manage con-
versation - While the three most
important axioms in real estate
are said to be location, location,
location, in business it's commu-
nication, communication, com-
munication. When it comes to
communication and managing
conversation, it’s not just what
you say...it's what people hear.
Say “yes” slowly. While no one
task you agree to do takes that
long, it’s when we agree to mul-
tiple projects over and over again
that the overwhelming feeling
begins.

5) Effectively manage expec-
tations - Much stress in the work-
place can be reduced by effec-
tively managing expectations. If
you are overwhelmed by having
too much to do than you can pos-
sibly get done within the time
committed, determine the most
important priorities to complete
and reset the deadlines with oth-
ers.

6) Effectively manage tech-
nology - With all the new tech-
nologies designed to save you
time and to make you more effi-
cient, many feel more stressed
than ever before because we are
accessible 24/7. Also, we are
now living in “drive-thru socie-
ty,” and everybody wants what
they want, when they want it.
Expectations in communication
response time have been raised,
and due to e-mails and texting,
people not only expect replies,
but quick replies. The responses
do not have to be long - “got it,”
“no problem,” “will call this
afternoon to discuss” - but
responding lets the sender know

you received the message. Don’t
let your technology manage you!

7) Effectively manage organ-
1zation - Being unorganized can
lead to feeling stressed and
busier than you actually are.
Organization is a process, not an
event, and it should be scheduled
in as a part of your day, Some
people are naturally organized
and others have to work hard 1o
stay ahead of the clutter. While
some people are filers and others
pilers, your goal should be not to
touch each piece of paper more
than one time.

8) Effectively manage your
mind and emotions - Most peo-
ple do not mind working hard,
but they resent worrying hard.
Feeling overwhelmed and over-
worked can lead to stress, how-
ever, stress is not an absolute
cause and effect. When you find
your mind and your emotions
wandering to the dark side, think
... "why worry?" Instead of wor-
rying, go back to the source caus-
ing the worry (diagnosis) and
write it down. Reset your priori-
ties, make a plan and take action
to fix the conflict in your mind;
manage conversation and the
expectations of others to give
you time to get back on track.

Life is not a race to the finish
line. Winners are not the ones
who get it all done. Winners are
those who get the most out of
everything they do and make the
biggest difference. While few
people will go to their grave say-
ing, “I wish I would have worked
more hours,” they may say, “I
wish I got more out of the hours
1 worked.” It’s not all about mak-
ing a good living ... it's about
having a good life! Wherever
you put your time. your focus
and your energy is where you
will get the greatest results.

For more information,
Michael Guld can be reached at
(804) 360-3122  or L a

michael.guld @guldresource.com.
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News and Features
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Effectively Manage Your Multi-Tasking Day  While you may
not be able to control what's being thrown at you or asked of you.
there are ways to effectively manage your multi-tasking day.
Michael Guld gives us advice on managing our time and

acknowledging that life is not a race to the finish line

Communication! Communication! Communication! The
most important key to success in business leadership Lee
Froschheiser tells us that it's not enough to speak clearly, you must
have to make sure you're being heard and understood. To

facilitate this, use his two-way communication primer. .

Special Report: Commercial Real Estate Not Immune But Well

Positioned to Withstand Economic Slowdown and Capital Markets

their activities affecting the Inland Empire. .. ... .............

More Myths About Multicultural Customers The numbers

of people from diverse cultures are growing so rapidly that the U.S.
Census Bureau expects this group to be nearly half of the
population by 2050, This is a huge market for retailers and service

providers if you know how to meet the unigue needs of customers

Are Your Success Pillars in Balance? Success 1s a journey

and not a destination. The definition of success 1s different for every
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KAISER PERMANENTE TO BUILD
FONTANA FACILITY

In the new Kaiser
Permanente Fontana facility,
patients will stay in rooms with
views of the San Bernardino
Mountains and sunsets. There
will be more staff to meet their
needs, and family members can
await news of a loved one’s sur-
gery in quiet, landscaped
places.

“It will be a state-of-the-art
facility where we plan to con-
tinue our 60-plus years of
excellent medical care,” said
area Medical Director David
Quam, one of the several Kaiser
Permanente officials who
announced plans for the new
hospital.

The 482,078-square-foot,
314-bed hospital, which will
replace the existing one, is
being built to meet new, more
rigorous seismic safety stan-
dards established by the state.

The standards require that
hospitals not only remain stand-
ing, but also operational to
serve the needs of the commu-
nity after an earthquake.

It is part of an aggressive
plan for the healthcare provider
that includes the construction of
the 224-bed Ontario Vineyard
Medical Center, slated to open
in fall 2011; a 100,000-square-
foot office in Redlands, which
will open in October; and a
smaller office in Upland, which
will also open later this year.

Last month, Kaiser
Permanente purchased a 101-
bed hospital in Moreno Valley
for $53 million.

The new seven-story hospi-
tal, being built at a cost of $700
million, will be joined by a
55,774-square-foot  hospital-
support building and 32,100-
square-foot central utility plant.

Construction will be a
phased process that will take
place over the next five years,
beginning in January.

Six buildings will be
demolished as well as most of
the existing hospital, to make
way for the new hospital, to be
located south of Medical Office
Building 3 and north of Valley
Boulevard.

When it opens in 2013, the
new hospital will feature a 51-
bed emergency department and
cardiac center.

The cardiac center will be a
welcome addition because
patients needing open heart sur-
gery now have to go to St
Bernardine Medical Center in
San Bernardino or Kaiser
Permanente Medical Center in
Los Angeles.

In addition, patients’ rooms
will be private and big enough
to accommodate family mem-
bers.

The hospital-support build-
ing will house an array of serv-
ices including radiology, a
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pharmacy and speciality clin-
ics

William Meyer, medical
group administrator  Inland
Empire, summed up the hospi-
1al project as not only a thrive
campaign for patients but also a
thrive campaign for facilities.
“We have thought about this
for 20 years and taken action in
the last five,” he said. “This is

the first step to the future on
this campus.”

The history of Kaiser
Permanente in the San
Bernardino area dates back to
1943 when Henry Kaiser estab-
lished health plans for workers
and families at his steel mill in
Fontana.

The existing hospital was
started in the mid-1950s.
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“Communication! Communication! Communication!

The Most Important Key to Success in Business Leadership
By Lee Froschheiser, president and CEO of Map Consulting

You hear it all the time ...
aspiring managers or vice presi-
dents want to know the most
important key to an esteemed
business leader’s  success.
Thinking the answer must be
something like inspiring leader-
ship, technological innovation,
savvy marketing or far-sighted
financial planning - all of which
are important - their jaws drop
when they leamn the truth.

Generally, a savvy leader’s
success is directly tied to his or
her ability to focus on the busi-
ness fundamentals - the daily
blocking and tackling that every
company must master to be a
winner in its field. Strong, effec-
tive leaders stress fundamentals
like discipline, accountability,
strategic alignment, managing to
his or her values, and empower-
ing employees. Additionally,
these leaders have mastered the
six basic functions of manage-
ment: leading, planning, organ-
izing, staffing, controlling and
communicating. But what's the
one golden thread tying all those
functions together - and the most
important key to great leader-
ship? Clear communication.

Think about it ... how do the
best leaders motivate and inspire
their people? Through clear
communication. How do the
best organizations promote dis-
cipline, accountability and
strategic alignment? With clear
communication. And how do
market leaders sell their prod-
ucts and services? With "com-
pelling ads and marketing cam-
paigns - in sum, by clear com-
munication. The point itself is
crystal clear: In real estate the
old cliché is “location, location,
location.” In business leader-
ship, you preach “communica-
tion, communication, communi-
cation.”

Good Leaders, Good
Communicators
There’s no mystery here.

admire them and follow their
lead. Likewise, if you want your
company to reach new bench-
marks of achievement, you must
master the art of clear communi-
cation. So how do you do it?
First, you must realize and
accept that clear communication
is always a two-way process. It's
not enough to speak clearly: you
have to make sure you're being
heard and understood. To facili-
tate this, use the following two-
way communication primer:

1. Prepare how you'll com-
municate

* Clarify the goal of the com-
munication.

* Plan carefully before send-
ing it or meeting in person.

* Anticipate the receiver’s
viewpoint and feelings.

2. Deliver the message

* Express your meaning
with conviction. -

* Relate the message to your
larger goals.

* Identify the action to be
taken.

* Confirm the other person
understands.

3. Receive the message

* Keep an open mind.

* Identify key points in the
message.

* Value constructive feed-
back and use it to grow.

» Confirm your understand-
ing.

4. Evaluate the effective-
ness of the communication
afterwards

5. Take corrective action as
necessary

Primers, of course, aren’t
enough. You must go deeper and
determine why internal commu-
nications are poor or ineffective,
considering any potential barri-
ers. Once the barriers have been
identified, you'll see where to
improve. Additionally, you'll
inevitably realize the stakes are
high when it comes to communi-
cating - if you fail to do this
properly, you can poison the
atmosphere between you and a

colleague, as well as your com-
pany’s morale. So the next time
you're drafting a letter, e-mail or
policy statement, before you
send it, stop and consider these
common barriers to clear com-
munication:

e Lack of respect by either
party for the other.

* Poorly defined purpose for
the communication.

* Failure to establish the best
medium for the communication
(e-mail and cell phones are NOT
the best ways to communicate
serious material).

* Assumption that the listen-
er receives the message.

* Ignored emotions or sensi-
tivities.

* Failure to get on the listen-
er’s level of understanding.

e Intimidation by either

party.

Once you've determined
what’s preventing clear commu-
nication at your company, dig
even deeper, asking key ques-
tions that relate to your busi-
ness’ health such as: How do
you produce strategic alignment
inside your company? How do
you get your team to actively
buy into your business goals?
How do you ensure that every-
one understands and upholds
your company’s mission and
values? Again, for each of these
issues, the answer lies in clear
communication.

Write It Down!

In this high-tech, fast-paced
world, it’s easy to overlook the
value of writing down thoughts,
intentions and even visions.
Doing so, however, is a basic
business strategy that enables
clarity and purpose. What's
more, the process of writing a
business plan can be more
important than the actual docu-
ment.

One great way to see just
how effective writing it down
can be is to always have three
updated, clearly drafted docu-
ments: a mission statement, a
values statement and a business
plan. In fact, the document-
drafting process naturally pro-

duces common understanding,
consensus, alignment and buy-
in. It also promotes clear com-
munication within your manage-
ment team while empowering
your people and grooming them
for future leadership.

Why is this so crucial to a
business' success? Mission
statements define who you are
and where you're going. Value
statemenls are your compass,
the needle keeping you firmly
on course. And your business
plan is the rudder steering your
ship.

For example, think about
Thomas Jefferson and the other
framers of The Declaration of
Independence and the U.S,
Constitution. They drafted docu-
ments that not only defined
America and its mission, but
also laid the foundation of
ideals, principles, values and
laws on which the nation oper-
ates to this day. And guess what?
They didn't just sit down one
day and dictate it to a secretary.
They worked the language and
polished every word, over and
over, and they used the process
itself to promote alignment, con-
sensus and collective buy-in.
With words, language and clear
communication, they launched a
revolution. What's more, on the
shared values of liberty, individ-
ual empowerment and collective
prosperity, these visionaries
built a nation of unparalleled
wealth and economic gain.

Communication Is the Key

Bottom line, clear communi-
cation is the most important key
1o a business leader’s success.
So to grow as a leader and man-
ager, you must learn how to be
an effective, compelling com-
municator. And if you want your
company to succeed, you and
your team have to master the art
of clear communication togeth-
er, as well. By using these and
other strategies, you and your
employees can reach new levels
of leadership excellence.

For more information call
Lee Froschheiser at 1-888-834-
3040 or visit

www.MapConsulting.com.
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The Drucker...

continued from pg. |

and ‘50s: that corporations must
move away from a “command and
control” structure and cultivate a
true spirit of teamwork at all levels; that line workers must adopt a
managerial outlook and take responsibility for the quality of what
they produce: that the enterprise must be steered by a clear set of
objectives while giving each employee the autonomy to decide how
to reach those results.”

American companies found many of Drucker’s ideas radical,

even outlandish. Well, in the end, his ideas worked because, as he
often said, while others were interested in the behavior of commodi-
ties, he was interested in the behavior of people. That difference
makes all the difference. In fact, I call it the “Drucker Difference.”

A new book on Toyota by three highly respected Japanese busi-
ness professors, Hirotake Takeuchi, Emi Osono and Norihiko
Shimizu, will be out soon: “Extreme Toyota: Radical Contradictions
That Drive Success at the World's Best Manufacturer.”

After studying Toyota for six years they came to the conclusion
that the company’s success is based on its contradictions and that,
yes, as Drucker realized. it’s about people or as the authors call it, the
“soft™ innovation that creates a corporate culture.

Interestingly, the authors were inspired by professor Jiro Nonaka,
who was the first Drucker scholar in residence here at the Drucker
School last fall. Nonaka is an expert on what he calls “phronetic lead-
ership” - a style that combines the skill of a craftsman with the insight
of wisdom - a style that is frequently found in Drucker-like compa-
nies such as Toyota and Honda and P&G, but which is solely lacking
in so many other firms that seem to be driven primarily by financial
wizards and merger and acquisition experts.

As the authors write in the June issue of the Harvard Business
Review in a preview of their forthcoming book, “Toyota views
employees not just as pairs of hands but as knowledge workers (the
term that Drucker coined in 1959) who accumulate chie - the wisdom
of experience - on the company front lines.”

Because of this core belief in the power of people, Toyota invests
in people. And at the same time, the company has come to realize that
when people grapple with opposing views - as in the famous saying
that an intelligent person has the ability to hold two opposing ideas at
the same time - they arrive at useful solutions.

This culture of contradictions that is intentionally fostered by
Toyota has allowed it to move ahead of its competitors. The authors
20 into great depth about how this culture leads to manufacturing and
marketing success.

But we can boil it down to three steps that any company or organ-
ization needs to take in order to learn from Toyota’s success:

* Embrace contradictions as a way of life. Sticking to old prac-
tices can lead to rigidity. Be fluid. continued on page 10
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Special Report
Commercial Real Estate Not Immune But Well
Positioned To Withstand Economic Slowdown And
Capital Markets Volatility

Financial markets and the commercial real estate sector are in the
midst of a somewhat unique shift. Similar to past tuming points,
excesses during the run-up are causing a traditional investor pullback
as risk is repriced. During the first quarter of 2008, however, a full-
blown credit crunch emerged, with much different characteristics than
in past cycles, due to the very nature of the financial engineering that
fueled the boom. The pooling of a broad range of home loans, includ-
ing high-risk subprime mortgages, into Mortgage-Backed Securities
(MBS) made it easy and temporarily profitable for lenders to increase
originations and relax underwriting standards. Home sales soared well
above real demand drivers, leading to overbuilding and significant
speculation. Poor risk assessment by ratings agencies and investors in
these pools resulted in an underestimation of potential defaults, par-
ticularly for adjustable-rate subprime loans that reset at dramatically
higher interest rates. The wide use of related complex financial instru-
ments and derivatives tied to MBS further exacerbated the risk and has
made it difficult to quantify and reprice the now-troubled portions of
these investments. The resulting liquidity crunch emerged as uncer-
tainty regarding the magnitude, and true “market” value of these secu-
rities pushed investors to the sidelines and led banks to tighten lend-
ing standards across the board.

Better Late Than Never: Federal Reserve Actions Wide-
Ranging, Aggressive. Fed action, which finally turned aggressive in
March, has stabilized financial markets - at least for now. Its measure
to prevent Bear Stearns from collapse, in particular, helped stave off a
domino effect that clearly could have threatened other major institu-
tions. The reassessment of risk and securities’ valuations is well under
way, as reflected in massive writedowns. The Fed's steps to restore
liquidity, along with interest rate cuts, are also playing a critical role
in stabilizing financial markets. Signs of gradual improvement are
emerging, including private equity injections into key financial insti-
tutions and rising U.S. Treasury yields, indicating investors are slow-
ly taking on more risk. It will take a few more months before the ben-
efits of recent Fed actions are passed along to consumers and busi-
nesses, as financial institutions first focus on stabilizing their own
positions. The successful refinancing of the majority of maturing
fixed-rate U.S. Commercial Mortgage-Backed Securities (CMBS)
loans since the start of this year, along with a modest rise in conduit
lending in recent weeks reflect some “thawing out” of the previously
frozen CMBS sector.

Negative Psychology a Drag on Otherwise Sound
Fundamentals. Until late last year, U.S. economic drivers outside of
manufacturing and housing had been on relatively solid ground. In the
second half of 2007, health care, education, professional services,
trade and tourism added 733.000 jobs, while construction, manufac-
turing and financial services shed 283,000 positions. Negative psy-
chology and tighter credit markets have since eroded consumer and
business confidence, triggering a downtumn. In the first four months of
2008, companies scaled back capital investments and cut 260,000
Jobs, weighing heavily on U.S. consumers already burdened by the
housing downturn and high-energy prices. The economy has stalled,
creating a challenging environment for commercial real estate owners,
regardless of whether a technical recession (two or more consecutive
quarters of contracting GDP) takes place. The government’s stimulus
package, liquidity injections and lower interest rates make a technical
recession unlikely in 2008 and should foster some growth later this
year. In addition, companies avoided excessive hiring and capital
investments during the most recent expansion period, supporting
expectations for a moderate downturn.

Commercial Loan Delinquency Still Near Historic Lows.
Commercial real estate loan delinquency rates have increased mod-
estly, but at less than 0.5 percent, they remain near historical lows.
This is reflective of generally healthy occupancies and income growth
during the past few years. Spillover concerns from the troubled resi-
dential sector and fears of future problems with late-vintage commer-
cial loans, however, are keeping many CMBS investors on the side-
lines. In the first quarter of 2008, commercial banks and life insurance
companies tightened underwriting standards further, and some
reached capacity limitations. This group of lenders initially helped off-
set the void created by the CMBS et, and their recent pulrﬁlnk is
causing additional constraints on continued on page 14
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The Small Business Administration on The SBA

Recently we have not heard much about the SBA...therefore, this month we present
an overview of their activities affecting the Inland Empire

45th Annual Small
Business Week  Awards
Luncheon

There are only eight weeks
left until the 45th Annual Small
Business Week Awards lunch-
eon! Time flies, so be sure to
contact Patty Holohan by e-mail
or at 909.794.3027 soon to make
your reservations.

We look forward to the sup-
port of the entire community as
we honor entrepreneurs and
champions, and celebrate our
20th anniversary as a district
office serving the Counties of
Orange, Riverside and San
Bernardino.

The Small Business Week
Awards represent an excellent
networking opportunity for
businesses and individuals and
is a time for people to catch up
with friends and acquaintances
from across the region.

We celebrate 55 years of
SBA being the senior voice of
small business, 45 years of
responding to the president’s
call to acknowledge the impor-
tance of small business, and 20
years of outstanding service as
the Santa Ana District Office!

We also honor 12 outstand-
ing entrepreneurs and champi-
ons. These individuals compet-
ed amongst a select group of
nominations and were selected
because their achievements in
business, commitment o com-
munity and overall excellence
stood out from the crowd.

A request for nominations
for next year’s Small Business
Week Awards will be made
soon, but let’s not get ahead of
ourselves......we’ll see you at the

45th Annual Small Business
Week  Awards  luncheon
Thursday, Sept. 25th in
Anaheim at the Hilton!

The following were honored
for outstanding entrepreneurs
and champions:

« Dr. Thanh  Duc
Nguyen, owner of Knowlwood

Enterprises, Inc. was named

the California Small Business
Person of the Year

* Mark Company was
named District and Region IX
winner of the Jeffrey Butland
Family-Owned Business of the
Year

* Robert W. Yaap, owner
and CEO of Great Pacific

tant organizations that serve
Native Americans in an effort to
coordinate activities and better
serve the needs of Native
American small business own-
ers.

Participating in the event
held at the Eagle’s Nest located
on the top floor of the Pechanga
Resort in Temecula were the
Pacific =~ American  Indian
Development Center (PAID)
and California Statewide Native
American Business Enterprise
Center. The event was spon-
sored by the Pechanga Tribe and
coordinated by Andrew Masiel.

Adalberto Quijada, SBA District Director,
Andrew Masiel, Pechanga Tribal Council

member and Nick Owens, SBA National
Ombudsman at event

Tribal Council member, and
members of his staff
Jamie Fuller, former tribal

Securities Inc. was named
District and Region IX Veteran
Small Business Champion of
the Year

« Kimberly Davidson
owner of MBD Marketing, Inc.
and resident of Murrieta was
named District, Region IX and
National Home-based Business
Champion of the Year

+ Nancy Russell, vice
president/regional sales manag-
er at Comerica Bank has been
named Financial  Services
Champion of the year

« Camille Jayne, founder
and president of Matters at Ha-
nd™ and The Jayne Group

chief of the Yavapai-Apache
Nation in Arizona and chairman
and CEO of Blue Stone Strategy
Group made a presentation on a
new initiative lo encourage

tribes who own and operate
casinos to buy Native American
products. Blue Stone Strategies
is a Native American-owned

SBA’S PAUL SMITH SPEAKS TO ETAP
PROGRAM ATTENDEES

has been named Women in
Business Champion of the Year

+ Vitesse Recruiting &
Staffing, Inc. has been named
Minority  Small  Business
Champion of the Year

+ Discount Water Sports
has been named Young
Entrepreneur of the Year

Native American Small
Business Owners

The Santa Ana District
Office of the U.S. Small
Business Administration recent-
ly signed memorandums of
understanding with two impor-

company and operales a consult-
ing firm dedicated to providing
advisory services to tribal
nations and companies that do
business in Indian country.

A networking opportunity
was provided for more than 200
individuals who attended the
event. Several successful
Native American companies
including NANA, Hal Hays
Construction and Horizon
Companies talked about how
their businesses were developed
and opportunities for advance-
ment with those present.

Representatives of several large

defense contractors and the
California  Department  of
Transportation (CalTrans) set up
displays and were present to dis-
Cuss upcnming contract oppor-
tunities. CalTrans will be letting
more than $20 billion of projects
in the near future. Two Small
Business Development Centers
in the SBA's Santa Ana District
are offering five module pro-
grams to get small businesses
qualified to bid on projects.

The Santa Ana District
Office is working on INPRO,
which will be held in September
in the Santa Ana District and is
exploring the possibilities of
adding a Native American
Women's Business Center and
starting a Micro Loan program
with the Pechanga Tribe. This
will be developed as a proto-
type, which will be used to
assist all tribes who deserve
assistance in the region if it
serves the needs of the Tribe
effectively.

The Santa Ana District
Office would like to thank the
Pechanga Band of Luiseno
Indians for their hospitality and
National Ombudsman Nick
Owens and Special Assistant
Christina Marinos for making
the trip from Washington, D.C.

ETAP Program/Export
and Import Ready
The Santa Ana District
Office participated with the
Riverside Center for
International Trade, City of
Riverside and U.S. Export
Assistance Center in presenting
a certificate program (o assist
small business owners become
export/import ready. Seminars
were taught by industry experts
and key government agencies.
The program covered a variety
of topics critical to doing busi-
ness abroad. Topics included
logistics and transportation,
marketing, cultural sensitivity
and international trade finance,
continued on page 31
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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
HOT Topic Inc 6.56 541 TR National RV Holdings Inc 003 005 -002 -40.0%
CVB Financial Corp 10.23 9.44 0.79 _ 8.4% Vineyard National Bancorp 2.88 3.78 090 -23.8%
Watson Pharmaceuticals Inc  29.30 27.17 213 7.8% Modtech Holdings Inc 0.08 0.11 002 -229%
Physlc_mns Formula Holdings Inc 9.80 9.35 0.45 4.8% Temecula Valley Bancorp Inc 495 597 -1.02 -17.1%
American States Water Co 34.22 34.94 -0.72 2.1% Provident Financial Holdings Inc 7.91 9.44 -1.53  -16.2%
Ticker T/21/08

R e e e
American States Water Co AWR 34.22 34.94 -2.1 46.14 31.78 23.1 NYSE
Basin Water Inc BWTR 4,19 4.68 -10.5 13.42 349 NM NASDAQ
Channell Commercial Corp (L) CHNL 0.95 1.05 -9.5 6.01 0.81 NM NASDAQ
CVB Financial Corp (L) CVBF 10.23 9.44 8.4 13.00 7.12 13.6 NASDAQ
Emrise Corp ERI 0.55 0.65 -15.4 1.19 (.42 NM NYSE
Fleetwood Enterprises Inc (L) FLE 2.24 2.62 -14.5 11.14 1.82 NM NYSE
Hansen Natural Corp (L) HANS 24.59 28.82 -14.7 68.40 23.03 15.5 NASDAQ
HOT Topic Inc HOTT 6.56 5.41 2153 10.91 3.90 18.2 NASDAQ
K-Fed Bancorp KFED 9.60 10.85 -11.5 14.99 7.61 28.2 NASDAQ
Modtech Holdings Inc (L) MODT 0.08 0.11 -22.9 2.98 0.07 NM NASDAQ
National RV Hol@gs Inc NRVH 0.03 0.05 -40.0 1.80 0.03 NM AMEX
Outdoor Channel Holdings Inc OouTD 6.71 6.98 -39 11.33 5.30 NM NASDAQ
PFF Bancorp Inc (L) PFB 1.05 1.08 -2.8 20.00 0.61 NM NYSE
Physicians Formula Holdings Inc __ FACE 9.80 9.35 48 15.72 7271 14.6 NASDAQ
Provident Financial Holdings Inc (L) PROV 7.91 9.44 -16.2 25.17 7.49 9.8 NASDAQ
Temecula Valley Bancorp Inc (L)  TMCV 4.95 5.97 -17.1 18.88 4.03 43 NASDAQ
Vineyard National Bancorp (L) VNBC 2.88 3.78 -23.8 23.10 1.88 NM NASDAQ
Watson Pharmaceuticals Inc WPI 29.30 27.17 7.8 33.58 23.90 18.7 NYSE

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

Duff & Phelps, LLC

One of the nation’s leading investment banking and financial
advisory organizations. All stock data on this page is provided by
Duff & Phelps, LLC from sources deemed reliable. No recom-
mendation is intended or implied. (310) 284-8008.

=

' Hdnsm Naluml Corp

‘ CVB Financial Corp

l Watson Pharmaceuticals Inc

| Fleetwood Enterprises Inc
HOT Topic Inc

" 48,427,878
21,967,501
14,219,620

9,922,238
9,009,754 |

D&P/IEBIJ Total Volume Monlh

118,508,519 |

Advances
Declines
Unchanged
New Highs
New Lows

MANNERINO
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“Laws were made 1o 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

1606-1668

10681 Foothill Blvd. Suite 280 Rancho Cucamonga, CA 91730
tel, (909) 980-0630 fax. (909) 948-8674
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* Develop routines to resolve

The Drucker... st
contradictions. As the authors

continued from pg. | note, “Unless companies teach

employees how to deal with prob-

lems rigorously and systematically, they won’t be able to hamness the

power of contradictions.” Toyota has a number of tools including the

well-known ask-why-five-times practice and the Plan-Do-Check-Act
model.

* Encourage employees to voice their opinions even if they are
contrary. The people in top management must be open to hearing crit-
ical comments from employees and listening to opposing views if
they want to engender new ideas and new ways of doing things.

All of this is instructive not only for other companies but also for
us as a nation. In fact, the sheer technical prowess of Toyota, its bold,
even audacious corporate objectives, and its investment in transfor-
mational technologies, remind me of NASA and President Kennedy's
commitment to land a man on the moon by the end of the 1960s.

It’s time for us as a nation and as business and civic leaders to
think boldly once again and reach for new frontiers by tapping our
technological strengths, the human creativity of our knowledge
workers, and the elevating spirit of caring about something beyond
just profits.

The point is that success doesn’t come down to one thing or one
great practice. It’s about creating a culture. As the authors note, that
takes time plus resources, and it’s hard work.

Placing people first rather than machines first creates impertfec-
tions, but Toyota’s model, which took so much from Peter Drucker’s
vision of human-oriented management, is about human creativity.

And that is the road to success in the world of 21st century organ-
izations.

YouthwestCA biz

A Coalition of the Temecula Valley, Murrieta and Lake
Elsinore Valley Chambers of commerce

TAKE ACTION NOW! OPPOSE A
MULTI-BILLION DOLLAR PAID SICK
LEAVE MANDATE

AB 2716 is a proposed new law that would unreasonably expand
employer’s and local govermnment agencies’ costs and liability by
mandating paid sick leave for all employees. including, interns, sea-
sonal, part-time, temporary, and full-time employees.

All employers in California would be mandated to provide paid
sick leave to an employee after only seven days of work in a calen-
dar year. The proposed new law impacts all employers, large and
small, regardless of the current level of sick leave already provided.

This proposal, estimated to cost employers billions of dollars in
increased costs, places a massive burden on our local businesses at a
time when our economy is underperforming and job cuts are contin-
ual.

Founded in 2004, the Southwest California Legislative Council
is the regional business advocacy coalition of the Temecula Valley
Chamber of Commerce, Murrieta Chamber of Commerce, and Lake
Elsinore Valley Chamber of Commerce.
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Coom/ bany retreats
J

MOST UNIQUE MEETINGS
AND RETREATS IN THE WEST!

/ I;,,/,,,’z,; £

als and as a team.

b7 Facilities include 16 cabins for single or multiple occupancy. The main lodge has 10 rooms,
hearth side meeting area, coffee service and a cyber center with wireless access. Rates include
three hearty meals a day, served family style in the Chuck House. Special dietary needs are
easily accommodated.

The Greenhorn Ranch is an ideal venue for meetings and retreats. With our miles of trails, |
meadows, creeks and ponds coupled with our Equine Assisted Team Building Program, your
group will find unlimited opportunities to develop personally and professionally as individu-

Call to hear about our special business and non-profit rates.

Meals, lodging. refreshments, meeting rooms, and activities.

LODGING & MEALS

OPEN ALL YEAR ROUND!

DAILY RATES INCLUDE:
WiFi access available

TO BOOK:
Call 1-800-33-HOWDY (800-334-6939)
Email: lisa@greenhornranch.com
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Inland Empire’s Largest Employers

(Ranked by Number of Inland Empire Employees)

Company Name ¥ Employees (IF

Address # Employees (Nationwide)

Nature of Business Employee Services: Marketing Contact

Van or Carpool Title

City, State, Zip Yr. Est IE Health Club on Site
Daycare on Site
County of San Bernardino 19,000 Local Government Ye Paula Nowicki
I. 185 N. Arrowhead Ave. 5th Floor N/A No Chief of Staff
San Bemardino, CA 92415-01 10 1853 Nao r\(!mm'r
County of Riverside 18,400 Local Government Ye Bob Howdyshell
2. 1080 Lemon S ith floor N/A N Director, Purchasing &
Riverside, CA 92501 1893 N« Material Services
4 Slntrr Bros. Market 18,221 Supermarkets Yes Dennis Mclntyre
8 301 S. Tippecanoe Ave N/A No Group SemorV.P. Marketing
San Bernardino, CA 92408 1936 No
National Training Center 13,805 Military Training Base WND WND
4. The NTC and Fort Irwin 1981 WND WND
Fort lrwin WND WND
Loma Linda University 13.000 Higher Education in Ye
. dhsac U ducatio s Tammy Veach
Adventist Health Science Center N/A Health Related Professions Yes Executive Director
§. 11160 Campus Street 1905 No M \.'l 4
Loma Linda, CA 92354 R
U.S. Marine Corps Air 12,48¢ Military WND WND
6. PO. Box 788200 1945 WND WND
Twentymine Palms, CA 92278 WND WND
United Parcel Service 8,600+ Transportation No Mario Archaga
7. 2930 Inland Empire Bivd., Ste. 110 35K,000 No Middle M ‘kﬂ \f- re
Ontario, CA 91764 1907 No TR g
S.B. City Unified School District 8,574 Education Nt Linda Hill
77 O L= S O
8 777 North F Street . 000 Ne Director of Communications
San Bemardino, CA 92410 1964 No
z ?Il::r(ll !\I: Re;.cru Base 8,525 Military Reserve Base No Major Don Traud
. 2145 Grucber Street N/A Department of Defense N Chief P Af
MR ARD CASs i \:: Chief’ of Public Affairs
Ontario International Airport 7,695 Aviation Yes Mark Thorpe
10. 1.u.m[ \p...n- .\\_u_\ No Air Service Marketing Director
Omtanio, CA 91761 1940 No
University of California Riverside T.618 Higher Education Yes Marcia Mc Quemn
11. 900 University Avenue N/A Yes Associate Vice Chancellor,
Riverside, CA 92521 1954 Yes Strategic Communications
Loma Linda University Medical Center 6,147 Medical/Health Care Yes Tammy Veach
12, 11234 '\ndrrwvn Avenue 6,147 Yes (Close by) Administrative Director
Loma Linda, CA 92354 1905 Yes (Close by)
Kaiser Permanente Medical Center 6,000 Health Care Yes John Gustafson
13. 9961 Sierra Avenue 156,000 No Dir. Sales & Marketing, LE
Fontana, CA 92335 1943 No Lo
Riverside Unified School District 5.500 Education No Dianne Pavia
14. 3380 Fourteenth Street No Mgr., Comm. & Public Relations
Riverside, CA 92501 1871 No
Corona/Norco Unified School District 5,147 Education No Tom R. Pike
1S. 2820 Clark Avenue 4,926 No Executive Services
Norco, CA 92860 1893 No
Pechanga Resort & Casino 4,800 Casino/Resort No N/A
16. 45000 Pechanga Parkway No
Temecula CA 92883 1995 No
Fontana Unified School District 4,700 Education No Dr. Richard Stedry
17, 9680 Citrus Avenue N/A No Deputy Superintendent of Busi
iness
Fontana, CA 92335 1956 No
Verizon 4,519 Telecommunications Yes Dave Sorg
I8. 112 S.Lakeview Canyon Rd. 82,000 No Regional Marketing Director
Thousand Oaks, CA 91361 1953 No
Abbott Vascular 4,500 Medical Device Manufi No N/A
19. 26531 Ynez Road No
Temecula, CA 92591 1983 No
Moreno Valley Unified School District 3,784 Education No Scott Johnson
20. 25634 Alessandro Boulevard N/A No Public Information Officer
Moreno Valley, CA 92553 Na

g‘."”‘lw WND - Would nat Disclose m:mamhbk mmmnmwmmmmw ﬁlﬂlhﬂdw
henidby Ning Demasi. qunghmby!w
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continued from page. 20

Fop Local Executive
Title

Phone/Fax

E-Mail Address

Mark H. Uffer

CAQ

(909)3K7-54 1 7/387-5430
www. shoounty.goy

Larry Parrish
County Executive Officer
(951)955-1 )/955-1105

Jack H. Brown
Chairman C.E.O
(909) 783-5000

Robert W, Cone
Commanding General
(760) 380-3369

Richard H. Hart, MD, Dr PH
President
(W)9)S58-3448/558-3932

Douglas Stone

Brigadeer General

(760) 830-S476/830-5474
29palms.usme.mil

Scott Davis
CEO
(800) 742-5877/877-1508

Dr. Arturo Delgado
Superintendent
(909)381-1100/R85-6392
sbeusd kiz caus

Brig. General James Rubeor
452 AMW Commander
(951)655-1110/655-4671

Jess Romo

Airport Manager

(909) 937-2700/937-2743
info@ lawa.org

Timothy P. White
Chancellor

(951) 827-1012/827-3866
WWW.uCt.com

Ruthita Fike
CEQ/Administrator
(909) S58-1000/558-0308

Greg Christain
Sr. Vice President/Executive Dir.
(909) 427-5269/427-7193

Susan J. Rainey

District Superintendent
(951) T88-7135/788-5668
www.rusd k12.ca.us

Kent L. lecﬂu. Ph. D.
uperintendent
wsnns-sonmwsms
www.cnusd k12.caus

John James

President

(951) 693-1819/303-2571
www.pechanga.com

N/A

Superintendent
(909) 357-5000/357-5012
www.fusd.net

John Flishman
Area Manager/Customer Ops
(760) 327-8600/327-4105

) VP
(951) 914-2400

Rowena Lagrosa
Superintendent

(951) 571-7500/571-7574
www.mvusd kiz.ca.us

time. Md'jdmh“
WC‘ a
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More Myths About Multicultural Customers...
by Michael Soon Lee

Over one-third of all
Americans today are minorities
plus there are over a million
people from overseas immigrat-
ing every year. The numbers of
people from diverse cultures are
growing so rapidly that the U.S.
Census Bureau expects this
group to be nearly half of the
population by 2050. This is a
huge market for retailers and
service providers all across the
country - if you know how to
meet the unique needs of cus-
tomers and clients from other
cultures.

“MULTICULTURAL PEO-
PLE HAVE SUPERSTITIONS
AND BELIEFS THAT ARE
TOTALLY INCOMPREHENSI-
BLE TO AMERICANS.”

Remember that people in the
United States have beliefs that
often baffle outsiders such as the
fact that black cats, walking
under ladders, and the number
13 are unlucky. Most other cul-
tures have their own beliefs that
are just different.

Many cultural beliefs hap-
pen to directly affect the pur-
chase of goods and services
such as how items are packaged,
colors that goods are wrapped in
and how items are priced. For
instance, many Asians believe
that the number four is unlucky
because when pronounced in
Japanese or Chinese it sounds
very similar to those cultures’
word for *“death.” Items pack-
aged in groups of four can sym-
bolize bad luck for those people
who believe in numerology.
Notice, for instance, that if you
buy a tea set it is usually pack-
aged with five cups, not four, for
this reason.

On the other hand, the num-
ber three can be bad luck for
many Southeast Asians. You
never want to package or even

: them in groups of
three since bad luck is believed

to come to the person in the
middle.

Just as there are very few
hospitals or hotels with a 13th
floor in America, the same
buildings in Asia lack a fourth
floor. You can see that this
belief is similar in both coun-
tries just the numbers are differ-
ent.

“SOME PEOPLE FROM
OUTSIDE THE U.S. ARE
UNETHICAL BECAUSE THEY
INSIST ON RENEGOTIATING
A PURCHASE CONTRACT
AFTER IT HAS BEEN
SIGNED."

While it’s true that people
from other cultures often try to
renegotiate a purchase contract
after it has been signed, it has
nothing to do with ethics.
America is a “low context”
country where everything is
spelled out between people
either verbally or in a detailed,
written contract. Other coun-
tries are “high context” where
much more information is
derived from the context of the
communication and less is
spelled out.

In high context countries it
is understood that contracts only
reflect the agreement between
the parties at the beginning of a
relationship which can change
as they get to know each other.
As a result, the parties are obli-
gated to help each other “adjust™
the contract to their needs until
it is completed.

Keep this in mind when
working with customers from
high context countries such as
Mexico, China, Japan, and the
Middle East. You may wish to
save something for the end of
the transaction as things adjust.
If you give your “botiom line
price” too early, il is sure to
make things difficult during
your relationship.

“PEOPLE FROM OTHER
CULTURES ARE JUST TOO
MUCH TROUBLE TO BOTH-
ER WITH.”

The author constantly hears
this statement from retailers,
service providers and their
salespeople throughout the
country. Too bad for them
because if you know how to
meet the special needs of multi-
cultural customers, they can be
just as loyal and enjoyable to
work with as anyone else. In
addition, people from other cul-
tures are very good about refer-
ring their friends and family if
you serve them with sensitivity
and patience.

An added bonus when work-
ing with people from outside the
United States is the opportunity
to learn about other cultures.
Just think of it. You can take a
round-the-world trip without
getting seasick or losing one
piece of luggage!

“IT WOULD BE TOO
MUCH TROUBLE TO CUS-
TOMIZE MY PRODUCT OR
SERVICE TO PEOPLE FROM
OTHER CULTURES.”

Actually, making your busi-
ness attractive to people from
other cultures is quite easy.
First, start with your brochures.
Print them in the major lan-
guages of the customers who
frequent your store or office. Be
sure to get help with the transla-
tion because many concepts and
words in English do not convert
easily to other languages. Also
be sure to print in the correct
language. For example, while
Chinese, Korean, and Japanese,
may appear similar to the
untrained eye they are very dif-
ferent.

You may want to consider
hiring someone who speaks the
language of your major group of
multicultural ~ customers or

clients. However, if they find
you are sensitive and patient
with people who have language
problems, they will usually find
a friend or family member 1o
interpret.  Excellent customer
service is a universal Ianguagc
as is friendliness and a willing-
ness to leamn about other peo-
ple’s culture.

Next, hire a consultant to
look at your store or office lay-
out, packaging, and other infor-
mation to make it more cultural-
ly friendly. Issues to consider
include: “Feng Shui” (place-
ment of objects for optimum
energy flow); good and bad
numerology (the number eight
can be lucky for some groups
while seven can be fortuitous for
others); packaging (remember
to avoid grouping three or four
of anything, depending on the
£roups you serve); some groups
prefer that gifts be wrapped in
bright colors while others favor
more muted tones (get help from
a consultant); and much more.

“PEOPLE DON'T WANT
TO TALK ABOUT THEIR CUL-
TURE - THEY JUST WANT TO
BE TREATED LIKE EVERY-
ONE ELSE.”

This is probably the biggest
myth when dealing with people
from other cultures. We know
we are different and unless
something about culture is men-
tioned early in your relationship
with a multicultural client, it
will always stand as a barrier to
building true rapport.

Once you take a sincere
interest in your customers’ cul-
tural background they are usual-
ly more than happy to tell you
about their language, food, and
even beliefs. Get into the habit
of asking every customer,
“Where do your ancestors come
from?” Notice, this can get the
conversation started with some-

continued on page 39
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There comes a time in both
our professional and personal
lives when we must make a
stand. Through all the swirling
complexity, change and chal-
lenges we face, we must at some
point assert ourselves and set
our bar of standards. This
means refusing to be engulfed in
the comfortable molten lava of
mediocrity that flows through
many lives and organizations. It
means accepiing the accounta-
bility and responsibility that go
hand-in-hand with excellence.
And in business, it means work-
ing every day to generate strate-
gic insights, using those insights
to set direction and then fiercely
executing strategy with both
mental agility and perseverance.

If you're not content being
with the majority of managers
dog paddling around in the tacti-
cal end of the pool, then it’s time
to commit yourself to becoming
a better strategist. This path to
becoming a highly strategic
manager begins with under-
standing the seven sins of strate-
gy and the action steps to avoid
them.

Sin  #1:  Substituting
Planning for Thinking.

Since thinking is hard work,
it’s not uncommon for managers
to fall back on strategic planning
in an attempt to shape the direc-
tion of their business. However,
this ignores a crucial distinction-
strategic thinking involves the
generation of insights--strategic
planning involves the applica-
tion of the insights into an action
plan. Relying on strategic plan-
ning without strategic thinking
is tantamount to an organiza-
tional lobotomy because the
essential thinking function has
been excised. This results in
tired, old tactical plans leading
o marginally incremental
improvement at best while sti-
fling the organization’s poten-
tial.

The Seven Sins of Strategy
By Rich Horwath

Action: Provide managers
with the knowledge base and
terminology clearly distinguish-
ing strategic thinking from plan-
ning and provide them with
tools to facilitate that thinking.

Sin  #2: Lacking the
Discipline to Say “No”
Strategy involves the intelli-

gent allocation of limited
resources.
“Intelligent allocation™

requires us to make trade-offs
and focus those resources. Too
often, because tradeoffs involve
risk, we take cover in the status
quo and don’t make any trade-
offs at all. While not making
tradeoffs and not saying “no” to
areas of resource allocation may
limit short-term vulnerability, it
is often a sure sign of long-term
weakness.

Action:  Identify  your
resources - capital, talent and
time - and begin detailing how
they are allocated, including
your time. Any surprises? How
is this allocation different from
past months/years? Does it
reflect the changing market
trends and customer needs?
Writing down the significant
resource allocations (including
what you spend your time on) is
an objective way to begin meas-
uring whether or not they are
returning the requisite value for
their investment.

Sin #3: Not Preparing to
be a Strategist

Before you can develop
great strategy, you first need to
develop great strategists. While
most organizations provide
developmental programs on
leadership, communication
skills, product marketing, etc.,
very few organizations have
provided their managers with a
roadmap to enhancing their
strategic thinking capabilities.
As successful organizations
continue to grow, the need to

decentralize strategic decision-
making becomes more impor-
tant in order to leverage market
dynamics and evolve customer
needs in a timely fashion.
Improved strategic thinking
means that managers will invest
more resources in the right
activities (key initiatives driving
corporate success) and fewer
resources in the wrong activities
(urgent but unimportant initia-
tives), leading in theory and
practice to greater revenue,
profitability and productivity.

Action: Provide managers
with periodic training and devel-
opment programs on strategy
and strategic thinking skills sets
that are tailored to their level of
responsibility within the organi-
zation. Just as professional base-
ball players refresh their funda-
mental skills each year during
spring  training, managers
should also refresh their busi-
ness planning skills on an annu-
al basis.

Sin #4: Employing
Bumper Car Strategy

Not investing the time in a
sound strategy development
process results in bumper car
strategy—the organization
mindlessly changing directions
each time it’s bumped into by a
marketplace issue (competitor
activity, customer complaint,
short-term fad, etc.).

Anthony Zuiker, executive
producer, “CSL" “CSI: Miami”
and “CSI: New York™ - all three
of which are among the top 10
shows on TV - said, “The thing
I'm most proud of is that we
didn’t react to the competition.
Some of the other crime shows
have added labs and are doing
more forensics, and there have
been all kinds of knockoffs
watering down the market, but
we've held true. You need to
evolve, but you don't need to
evolve defensively. That's a
classic mistake.”

A A SEMENT

Action: Invest in a strategy
development process that is sim-
ple, concise and effective. Set
aside one day per quarter for a
“Strategy Tune-up,” when the
team assesses the key business
issues and assumptions to gauge
progress.

Sin #5: Allowing Budget to
Dictate Strategy

One of the most entrenched
practices in organizations of
every size is to allow the budget
to dictate the strategy. Most
managers will readily admit that
it’s a faulty premise but often
they are unwilling to try and
turn this “aircraft carrier” of a
process around. Constricting the
creative strategy development
process at the outset with a page
of budget numbers can close off
avenues that might fundamen-
tally enhance the business in
ways not previously explored.

Action: Leave the budget
numbers in the folder during the
initial strategic thinking ses-
sions. Once your team has had
the opportunity to comprehen-
sively think through the busi-
ness and generate strategic
insights, bring the budget num-
bers in during the strategic plan-
ning phase to help prioritize the
initiatives.

Sin #6: Not Linking the
Strategic Plan to Action
One of the great ironies is
that the organizations that do
invest their time in strategy
development often don’t have
an effective way of then using
that plan on a daily basis to
drive the activities of their
teams. They’ve invested time,
energy and money into thinking
that sets strong strategic direc-
tion, only to have that direction
evaporate over the course of the
year due to the “out-of-sight,
out-of-mind” phenomenon.
Action: Transform your tra-
continued on page 39
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commercial real estate financing.

Apartment investors have been

impacted the least by the capital

markets shift due to increased lend-
ing by Fannie Mae and Freddie Mac.

ECONOMIC OUTLOOK

The most pervasive theme of U.S. economic performance in the
past 20 years can be summed up in a single word: resilience. From the
stock market crash of 1987, the collapse of the savings and loan
industry and recession in 1990/91, the Asian financial crisis in

1997/98, the dot-com collapse in 2001 and the 9/11 tragedies, to a
wave of corporate scandals and job offshoring, the U.S. economy has
demonstrated its agility, innovation and better-than-expected perform-
ance after each shock.

The serious and unique challenges of the current downturn should
not be underestimated; however, if past tendencies to address prob-
lems through market forces and government intervention are any indi-
cation, a prolonged period of economic contraction is unlikely. By the
same measure, a “snap-back” recovery is not expected, as many of the
current issues, particularly housing, will take time to correct. What
started out as a subprime mortgage problem has ballooned into mar-
ketwide negative psychology and reversal of the housing-wealth fac-
tor. As prices fall, more financially able homeowners with little or
negative equity are walking away from their mortgages, driving fur-
ther price correction. Therefore, housing and its impact on financial
markets will remain wildcards for the next several months.

Housing Market Yet to Hit Bottom. Existing home sales contin-
ued to decline through the first several months of 2008. On a year-ago
basis, home prices are down 8 percent, and sales activity is off by 18
percent. For-sale inventory recently increased to a new record-high of
more than 11 months of supply. Nationwide, the housing market
should settle late this year as the economy improves and credit condi-
tions for qualified homebuyers ease, though the most oversupplied
markets will not hit bottom until 2009. Overall, price reductions and
low interest rates should spur buying activity, which, coupled with fur-
ther slowing in housing starts, will reduce for-sale inventory next year.

Inflation Risks Elevated. A potential side effect of Fed easing is
rising inflation, which points to a tightening campaign quickly upon
normalization of the economy. The headline rate of inflation remains
elevated at 4 percent but core inflation is only 2.4 percent, which
means high-energy costs have not yet translated into significantly
higher prices for non-energy-related goods. Oil prices climbed con-
siderably in the first quarter, however, and companies will ultimately
need to pass higher energy costs on to consumers. If the Fed’s expec-
tation of easing inflationary pressures due to a slower economy fails
to materialize, it may be forced to raise interest rates rapidly, creating
a new round of economic headwinds.

Modest Job Growth Expected. The U.S. job market registered
four consecutive months of net losses in early 2008, and further con-
traction is likely in the near term. Payrolls are forecast to resume
growth in the second half, however, as the positive effects of fiscal and
monetary stimuli take hold. Education, health care, exports and
tourism are forecast to remain the top drivers of growth, with weak-
ness concentrated in manufacturing, construction, banking and hous-
ing-related industries.

Corporate Profits Weaken, but Balance Sheets Still Sturdy.
Domestic corporate profits declined in the second half of 2007, due
mainly to financial sector losses; however, profits from overseas oper-
ations registered the strongest gain since 1980. Outside of the finan-
cial sector, profit margins are still generally healthy, and many com-
panies have significant cash reserves after several years of double-
digit profit growth. :

Across the board, businesses should get some relief from easing
wage pressures as slack returns to the labor market.

eak Dollar Driving Exports. The U.S. dollar has declined near-
ly 30 percent against major foreign currencies since 2002. Though dis-
concerting to many Americans, the weak dollar is lending support to
the U.S. economy. Foreign demand for U.S. goods has increased, nar-
rowing the trade gap and contributing to GDP growth. Port markets
and transportation hubs will benefit from this trend, and favorable
exchange rates will encourage international travel to the United States,
reducing the impact of slower U.S. consumer spending on the hospi-
tality and retail sectors in gateway cities.

CAPITAL MARKETS TRENDS !

The Fed has become aggressive in its efforts to contain the down-
tun and prevent a financial sector continued on page 34
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InstaDecision: 4 Steps to a “Blink” Moment
By: Dr. Maurice A. Ramirez

In the last minutes before
the closing bell on Friday, a
stockbroker
known for his nerves of steel
suddenly dumps his high risk
portfolio, seemingly

professional

without
regard to price or loss. At the
bar that night, his colleagues
openly rib him about his
uncharacteristic behavior and
privately wonder if “he has lost
his nerve” when he admits he
didn’t have any research to
back-up the trades. The markets
would be closed for a holiday
weekend, but when they
reopened on Tuesday, the mar-
ket sank like a stone. The skit-
tish stockbroker had been right,
but how?

Perhaps due to the recent
economic turmoil, the past
months have seen a resurgence
of interest in the ideals of “gul
reactions,” intuition and other
versions of the insight methods
described by Malcolm
Gladwell's book, *“Blink!™
Business leaders, CEOs, physi-
cians, disaster field responders,
professional speakers and con-
sultants use both linear and
non-linear making
(logic & intuition) to create
“Blink™ moments daily.

Most people know the lin-
ear decision making process
because it is cultivated by our
educational system. It is a sys-
tem based on the collection of
data to support a decision (If A

decision

When Planning Your
2008 Advertising
Budget, Consider the

and B then C, but if A and not B
then D). Few people realize that
we are all born as innately non-
linear thinkers

What Goes Into a “*Blink”™
Moment?

Non-linear process is a four

step process consisting of:

1) Pattern Recognition

2) Acknowledging Framing
Bias

3) Heuristic Introspection

4) Empathy

Pattern Recognition

Pattern recognition is see-
ing the patterns and processes
behind everything you do and
Remember that
those with the greatest potential
are those who are the most
adaptable to any circumstance.
They innately understand the
process that underlies any other

have done.

person’s success and can repli-
cate it with ease.

Acknowledge
Bias

Think about what happens
before a manager goes Into a
meeting. Rarely will people
walk into the situation “cold.”
They are briefed on who
they’re going to meet and what
they're supposed to accom-
plish. They draw certain pre-
conceptions, which is called a
framing bias.

Framing

As long as you know what
your framing bias is upfront,
then you can allow the situation
to develop organically. You can
then take away your feelings
and your impressions and use
them as an analytical tool.
That'’s the essence of heuristics-
--taking your feelings and
impressions and using them
analytically.

Before you can fully
immerse yourself in another’s
viewpoint, you need to shed
your framing bias. First, identi-
fy what your preconceptions
are about the situation. Second,
once you've identified them,
clear your mind and explore the
experience for the first time.
What's your first impression?
Are you reacting the way you
are because of your precon-
ceived ideas or because you are
looking at the situation through

fresh eyes?

Heuristic Introspection

Heuristic introspection is a
non-linear thought process in
which you must “be your cus-
tomer.” Much like how a fine
artist “knows™ if a painting or
musical composition “works”
by going with their gut, your
employees should know what a
customer wanits.

When you think heuristical-
ly, you truly understand the
customers’ wants and needs.
The next time you want to

2008 EDITORIAL SCHEDULE

EDITORIAL FOCUS SUPPLEMENTS

know how your customers
would feel about a particular
product or service, adapt a non-
linear (heuristic) research
approach and become a part of
your study base. Your focus
group of one (you) will guide
your initial thought process

toward reaching your cus-
tomers.
Empathy

Empathy is quite literally to
walk a mile in the shoes of our
customers, that is to become
one with your customers.
Become part of the story, even
if you aren’t part of the product
story. Generally, people like
and dislike the same things. If
not, you'd never have to wait in
line for your favorite roller
coaster at an amusement park.
What do you feel? Listen to
your gut-chances are your cus-
tomers” gut would tell them the
same thing. You may not identi-
fy with the problem, but you’ll
know what you need to do to
make it feel “right.”

How can you now trans-
late what you've discovered
into a reproducible decision?

If you're developing an ad
for jogging shoes, you need to
think like a runner—even if
you're not one. Why do people
run? What is important to run-
ners? How does running make

continued on page 39
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Most people live their lives
like they watch the television.
The remote control is in their
hands and they have the power
to change the channel to any
show they can possibly imag-
ine. But they don’t. There is
opportunity (o experience any-
thing they can dream. But they
don’t do anything. They are
content to simply watch what-
ever is on, rather than choose
what they really want.

The most important begin-
ning principle for creating
greatness in your life is to rec-
ognize and then utilize the prin-
ciple of personal power and
personal accountability.

Every person comes with
the built-in ability to choose
their actions and reactions for
any given set of circumstances.
How we use this ability will
ultimately determine all of the
outcomes we will experience in
our lives. Those who attain the
greatest successes‘in life do so,
not because their circumsiances
have been dramatically differ-
ent from others, but because
their choices have been. It is
our personal choices and
accountability that have the
most significant impact on the
kind of lives we will lead.

Many people do not realize
that even the so-called “little
moments” can have great
impact, and it may be easy to
justify not giving our attention
to them because the conse-
quences may not be immediate-
ly apparent. However, an
ancient proverb shares this
great truth in a different way;
“The greatest walls are build
with the smallest bricks.” Our
lives are the same, and we must
begin with the little things.

Now, how will you know
which little things really

deserve your attention?
There is an easy solution
for us in prioritizing all things.
Before beginning to sort
out “life things” we need to

Are Your Success Pillars in Balance?
By Douglas Vermeeren

have a system in place. It’s like
building a puzzle. In order for
the little pieces to be produc-
tive and have value we need to
understand what the big picture
looks like. Our big picture is
essentially defining what we
want our life to look like, who
we want to be and the legacy
we want to leave behind. Many
people do not invest the time to
answer these important ques-
tions. However, if you can do
this one step at a time, you will
find that all your questions will
instantly become clear, and
you'll be on your path to suc-
cess.

But what is success?

The definition is different
for every individual, and only
you can define your view of
success. Understand that suc-
cess is a journey and not a des-
tination. It can never be a spot
of permanent completion.
Success is akin to continual
growth. Success is a matter of
finding appropriate balance
while you are in motion rather
than finding a comfortable rest-
ing place to stagnate.

Lasting success is found in
the balance of four independent
elements. Notice that each of
these success pillars begins
with “your feelings about...”
Success is very much attached
to your feelings, and gratitude
is a significant part of feeling
successful.

1) Your feelings about
wealth - Success in this area is
not based on a specific number
on a bank statement. In fact, it
has very little to do with
money. Butit has everything to
do with how you feel about
what you have. Do you have
enough to meet your obliga-
tions? To live the life you
choose? To be free to pursue
the things which are meaning-
ful to you? There are many
people who are extremely rich,
but not wealthy, How do you

feel about your currently level
of abundance or wealth?

2) Your feelings about
your health -Success has very
little to do with quantity of a
given thing or an outside meas-
urement. Instead, it has every-
thing to do with the feelings
relating to a certain thing.
There are many who suffer
from disease, disability and
challenge who feel very suc-
cessful in this area. Your feel-
ings about your own health are
the important consideration for
this issue.

3) Your feelings about
your relationships - David O.
McKay, a religious leader, said
it best when he stated that, “No
success can compensate for
failure in the home.”
Everything starts in the home,
but relationships also include
everyone you interact with.
Once I had the opportunity to
climb the tallest mountain
peaks in China known as the
Huangshan Mountains. After
hours of climbing, our group
finally reached the tops of the
beautiful mountains. The sun
was just rising and we were 50
high up we could literally see
the curvature of the earth; it
was exciting. I turned to one of
my associates who had made
the climb with us. I excitedly
expressed how beautiful and
exciting this scene was, but his
face turned to a look of confu-
sion. “Wo bu dong,” he said as
he looked at me. That's the
Chinese words for “I don't
understand.” In that moment,
our language barrier prevented
us from sharing this marvelous
experience with each other.
The same is true in our lives.
The fullness of success is only
enjoyed when we have the abil-
ity to share it with another,

4) Your feelings about
your self-achievement,

dreams and spirituality -
What are your inner most
yearnings? What is your con-
nection to things of the spirit?
How do feel these
things? Are your needs being
met in this area? In some ways
this area is slightly more
important than the others. It’s
really more of a foundation
than a pillar. Until you have
these elements being met in
your life, you cannot inspire or
lift another to their greatness.
Without this, you are a lot like
a lifeguard who can't swim.
When you know who you are
and you're confident you are
headed in the right direction,
magical things happen for you
and those around you.

about

Take a moment right now
and stop what it is you are
doing invest this time in
you. Take a careful look at
these four areas in your life and
consider how satisfied you feel
about them. How do you feel
about your wealth, health, rela-
tionships and self-achievement,
dreams and spirituality? What
would the situation look like if
it were ideal for you?

You may not know all the
steps to get where you want to
go, but as you look at the sig-
nificant little steps, the big ones
will appear.

Decide that what you will
play on your television of life
will be the programs you want
to watch. You don’t have to sit
through someone else’s dream.
You have the power to turn
your life into what you want it
to be. It can be a spectacular
adventure, romance, thriller or
comedy; anything you dream.
What can you do right now to
create the life you want?

Remember it is up to you.

For additional information,
visit Doug at his Web site at

www.douglasvermeeren.cont.
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There are few connections
in the world of business clearer
than the one between how an
organization treats its employ-
ees and how those employees
treat their customers. As Bill
Black, former CEO of Canada’s
Maritime Life Assurance Co.,
once said, “We're not running a
country club around here, but
we are in a service industry, and
the best way to have happy cus-
tomers is to have happy
employees.”

Though the connection
between joint employee and
customer satisfaction isn’t 100
percent, it is patently clear that
you can hardly have happy cus-
tomers with disgruntled
employees serving them. Just
ask most air travelers.

Yep, there's an awful lot of
bad customer service out there.
But it’s not due to a shortage of
books and seminars to teach the
unenlightened how to be nice to
people trying desperately to
give them their money. And it's
not because customer service
employees are innately rude.
OK., some are, but most aren't.
Where service is lousy, it’s
often because managers haven’t
equipped their employees to
provide the good service that
they’'d like to believe differenti-
ates them.

Research into  service
providers that understand the
employee-customer connection
suggests that you can substan-
tially improve customer service
in at least three ways:

1. Give employees reasons
to be proud:

People truly want to take
pride in their work. Good chefs
get their thrills creating great
meals and then watching appre-
ciative guests devour the food.
But if that chef has to make do
with third-rate meats purchased
by a stingy or ignorant corpo-
rate buyer, the chef can't help
but fail. Ditto for the server who
brings the sub-prime steak to
the table.

Whether you're selling
food, freight service, hotel

The Employee-Customer Connection
By Bill Catlette and Richard Hadden

rooms, computer operating sys-
tems, or any other product or
service, the employee who
makes, sells, delivers, or servic-
es a high-quality product is
going to have a better day at
work than the one who has to
associate with schlock stuff.

One factor that has pro-
pelled Rochester, New York-
based Wegman's Supermarkets
1o a position at or near the top
of Fortune's list of “100 Best
Companies to Work For” for
more than a decade is a distinc-
live commitment to customer
service. That’s right. Rather
than creating an added burden
on employees who are expected
to go out of their way to serve
customers, Wegman's high
service  standards actually
improve working conditions for
their employees. “This is hard
work,” a Wegman's employee
told us on a recent store visit,
“but what makes it worth it is
that our customers are great.
They love shopping here, and
that makes me feel good about
what I do ... even if I'm worn
out at the end of the day.”

2. Create the connection

No one can possibly put
everything they've got into
their job until they see how
their daily work benefits the
end customer.

Lots of workers have this
opportunity, first-hand. every
day: nurses, auto mechanics,
realtors, HVAC installers, your
morning barista. The list goes
on and on, but it's shorter than
the list of those who. in the reg-
ular course of their work, never,
ever, have an encounter with a
real paying customer - those
millions of people working dili-
gently in factories, back offices,
and elsewhere, supporting the
work that touches the customer.
When the employee-customer
connection isn’t obvious, some-
times leaders have to create it.

Morale was low, error rates
were high, and employee
turnover was rampant in a fac-
tory where workers made hos-
pital products--specifically, tub-

Job  enhancement.

ing assemblies used to deliver
intravenous medication, fluids,
and nutrition to patients. The
HR Department sweetened the
benefits pot, and hired a team of
consultants to implement such
techniques as job variety and
Nothing
changed.

Finally someone decided to
put all the factory workers on a
big yellow school bus, and take
them to the nearest hospital,
where everyone could see, at
work, these tubing assemblies
they make all day. When they
witnessed the very tubes their
hands had wrought being used
to deliver lifesaving medication
and nourishment to patients,
that’s when things turned
around. People came away say-
ing, “So that's what we do.
Now we see why we come to
work every day.” Within weeks,
morale rose markedly. as did
quality. Turnover dropped, and
people began to work with an
energy the plant manager had
never seen before - because
someone created an employee-
customer connection.

3. Get the system off their
backs

In  most organizations,
there’s a substantial disconnect
between those who make cor-
porate policy and those who are
tasked with delivering customer
service. If you're a member of
the former group. remember
that good employees won't suf-
fer dumb systems.

The late great management
thinker Peter Drucker once
opined that, “Ninety percent of
what we call ‘management’
consists of making it difficult
for people to get things done.”

A national chain of
café/bookstores has a rigid pol-
icy requiring multiple levels of
approval for the purchase of
any piece of equipment costing
more than $100. As a result,
when, for example, a commer-
cial bagel toaster toasts its last,
it takes nearly a month to
replace it. During that month,
the attendants at its under-

staffed counters have to make
do with inadequate equipment
and apologize to every cus-
tomer for why their service is
even slower than usual.

By contrast, organizations
that experience high degrees of
employee engagement take
deliberate, preemptive steps to
avoid putting their workers in
the line of fire of angry cus-
tomers.

Nowhere is this ideal violat-
ed more frequently or more
egregiously than in the realm of
customer service call centers.
The quality of a call center
employee’s workplace experi-
ence varies directly with that of
the customer’s service experi-
ence, and inversely with the
number of minutes spent on
hold and the number of touch-
tone  qualifying  prompts
required to reach a human with
a brain set to the “on” position.
Face it, by the time your cus-
tomer has answered 20 elec-
tronic questions and waited 30
minutes listening to a recording
of how important their business
Is to you, when they do finally
reach a real person, they can’t
help but take out their frustra-
tions on your service rep - the
one person in your company
least responsible for the asinine
system that so provoked your
customer. The number one rea-
son for high call center turover
is the daily wearing down of the
spirits of employees by a sys-
tem that serves customers poor-
ly. and which employees are
powerless to change.

If you're hiring right in the
first place, your people want to
do good work and deliver great
customer service. But after the
new wears off the job, they can
only continue to do so if they
are able to take real pride in
what they do, if they see a direct
connection between their work
and real paying customers, and
with systems that allow them to
do their very best work.

For more information, visit
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GILDA’S CLUB DESERT CITIES CAMP FOCUSES ON CHILDREN TOUCHED BY CANCER

Camp Zink Comes to
Gilda’s Club Desert Cities,
Wednesday, Aug. 6 from 10:00
am. — 4:00 p.m. Gilda’s Club
will be introducing Zink the
Zebra to younger people in the
desert who have been touched
in some way by
Noogieland, led by youth pro-
gram manager, Sten Brickman,
is an ongoing program at
Gilda's Club giving much
needed support to children.

Zink the Zebra promotes
the understanding and accept-
ance of human
through specially created char-
acter education programs that
help children and adults realize
the necessity to respect and
show compassion toward oth-
ers.

Zink the Zebra facilitates
interactive activities that help
develop awareness and accept-
ance of individual differences.
The Zink program creates an
environment where personal
experiences and feelings can be
shared in order to help children
through the cancer journey and
beyond.

This day-long camp will
include arts and crafts, games,
magicians, and even a visit
from Zink the Zebra herself!
Food, beverages and fun will be
provided in a welcoming, open
and supportive environment.

“Adults are not the only
ones who can find the cancer
experience to be isolating; kids
often deal with isolation as
well. They often feel that it is
hard to fit in. Zink teaches us
that we are more alike than we
are different. Camp Zink is for
children, grandchildren, nieces
and nephews or any other child
who has been touched by can-
cer in our community,” said
Paula Kennedy, executive
director, Gilda’s Club Desert
Cities.

Camp Zink is open to
Gilda’s club members and ori-
entation is free! Not yet a
Member of GCDC?

cancer.

differences

Membership is required for all
activities at Gilda’'s Club — but
it's FREE and becoming a
member is easy:

1) Call 769-770-5678 to
sign up for a new member ori-
entation.

2) Schedule an appointment
at your convenience with one

of our licensed professionals to
*design a customized plan.

NET ABSORFTION

CONSTRUCTION

RENTAL RATE

vacancy rate is due to construction

3) Enjoy our support
groups, activities, lectures and

more!

The Gilda’s Club Program

is free of charge. New member

meetings are held
Tuesday at 1:00 pm and Ist and
3rd Saturdays at noon. The
meetings include an overview
of the program and a tour of the

every

clubhouse. Members receive a

monthly calendar listing the
activities in which they may

take part.

For more information, visit
Gilda's Club Desert Cities ar
67-625 East Palm Canvon Dr.
#7A in Cathedral City or at
u'u'u'.gi/c[tl,\'('/Hh(f('.\(‘r‘!(‘!Hc'.\ﬂ'_q
or call 760-770-5678.

Market Report

Rental Rates Continue To Decline In The
Inland Empire Office Market

MARKET OVERVIEW

Over the past 12 months, the Inland Empire offic

of these projects were starred 2-3 years ago during

mpire. Since that time, the vacancy rate has nisen from 11.5°

INCTEASE 1N CONSTUCTION Comp.

Ower this last year, net absorpt
negative net absorption trend. Net

has jumped o negative

Especially hard hit has been the older Class B properties
into newly developed Class A space. Property owners of
rent enticements in order to pull renants away from their existing leases, effectively
out of their existing leases in order 1o move them into newer vacant space
Conditions are not expected to improve in the immediare future. With
\i",l\‘\' < lll"r'.‘“‘i\ Un‘]l,‘f COnsrucnon Jll\l A{IH\”H“I‘U‘\I LiL'T“.U\II from V".l‘l estate re ’ ﬂ’.\l activifies, III‘,'

vacancy rate is expected to further increase and rental rates are expected to be very competitive in

the near future

238

$2.08

$1.85

§ PSF PER MONTH (F5G)

as ”I\“HIHI‘E"' STV
absorption was neg
290,800 SF this quarter. This means that a sm

completions, and a rising share is due ro firms le

e RENTS .o TOTAL YACANCY

enod ol

= however, we are

arive 83,200 SFI

which have seen a flow of tenants moving
new buildings are offering generous free

buying tenants

2.1 million SF of office

MARKET TRENDS
AVERAGE ASKING

x RENTAL RATE AT $1.93
DOWN FROM $1.99

o LAST QUARTER

16%

5| VACANCY RATEAT

§ 16.1%
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Knowledge is your Property

Casa Colina Rec. .. ’I"t'.ncr Timothy C. ate the health of individuals
McWilliams, Jr. aging with intellectual and/or
also awarded Casa Colina an  developmental
additional grant of $25,000 for  This

) 4 Foundation
continued from pg. 2 ;
disabilities.
has come from the

Rotary, which dedicated the
proceeds of its Annual Art
Auction. This donation was
$48,765 and included a $5,000
grant from the Majestic Realty
Foundation.

D .
Pomona grant will support a

equipment to evaluate and train focused promotion of hu‘;ll[ll_\'

patients to use augmentative aging with Casa

Colina’s Padua Village resi-

practices
communication devices.

The UniHealth Foundation dents and will also include a
awarded a three-year grant of
$842.520 for a project to evalu-

three-year evaluation of healthy

aging practices in a larger pop-

Today, millions of children in developing countries are suffering with cleft lip and
palate. Condemned to a lifetime of malnutrition, shame and isolation.

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.

: YES, I want to give a child a second chance at life. i Make check out to

5 () $250 Provides cleft surgery for one child. [ § 50 Provides medications for one surgery. ! The Smile Train.

1 03 $125 Covers half the cost of one surgery. 1 8___ We'll gratefully accept any amount. |

i 1

i Name Address ':

i City _ State Zip i

E Telephone eMail E

} Charge my gift to my credit card: 03 Visa O MasterCard 0 AMEX O Discover -

E Account No. Exp. Date :

| S : | = TheSmlleTram
H -"’"‘“’,‘r"lz"‘"’g‘ “ﬁ“,‘i,"”‘"i“"“ - { Changing The World One Swiile At A Time
: ¢ Smile Train :

: P.O. Box1979 +  1-877-KID-SMILE

: Rancho Cnc-ongn, CA, 91729-1979 me.momrnsoci www.smlletram.org

Iu--uh-un q;-tluf foundi -wmb-uhhn--bﬂll:ﬂ)wd'n
m et b nfts © 2005 The Smile Train.

ulation Los Angeles
County with community part-
ners Cedars Sinai Medical
Center and L.A. Care Health
Plan.

The Henry L.

acCross

Guenther
Foundation previously awarded
Casa Colina a two-year,
$50,000 grant that continues to
be used to pilot “Teen Scene,” a
new social- and life-skills pro-
gram for teenagers with autism
or related diagnoses. This is a
new program offered through
Casa Colina Children’s
Services. Teen Scene held its
first session this summer

In addition to developing
new programs, Casa Colina has
received funding to assist in

continuing current programs
and for daily operations. The
California Community
Foundation awarded a two-year
grant of $175.000 for General
Operating Support that focuses
on the work of Children’s
Transitional
Living Center and Adult Day
Health Care. The grant supports
on-going programs to help
gain and maintain
function while supporting suc-

Services, the

patients

cessful integration into home
and family life.

Two grants for General
Operating Support were award-
ed specifically to Children’s
Services: a $20,000 grant from
the Kenneth T. and Eileen L.
Norris Foundation and a $4,000
grant from the Carl E. Wynn
Foundation. These foundations
have supported Casa Colina for
many years, contributing to the
stability of several signature
programs.

Dr. Felice L. Loverso, pres-
ident and CEO of Casa Colina
said, “Casa Colina is extremely
grateful that so many founda-
have recognized the
importance of the work being
done here. Their support rein-
forces the value of rehabilita-
tion and we are indebted to
these agencies that help us con-
tinue as a pioneering Center of
Excellence in rehabilitation
health services.”

tions
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Inland Empire’s Largest Employers

(Ranked by Number of Inland Empire Employees)

continued on page. 25

Company Name
Address

City, State, Zip
Riverside
21. 4800 Magnolia Avenue

Pomona Unified School District
22. 800 South Garey Avenue
Pomona, CA 91766

B MMM‘%W
Highland, CA 92346

Kaiser Foundation Hospital - Riverside
24. 10800 Magnolia Avenue

Riverside, CA 92505

Pomona Valley Hospital Med. Ctr.
25, IT98N. Avenue

Pomana, CA 91767

Yons A Safeway Company
26. 618 Michillinda Avenue
i, CA 91007

i u-gnu-imm
27, 5130 Riverside Drive
Chino, CA 91710-4130

I Medical Center
30. 400 N. kpperAvenue
Colton, CA 92324

Arrowhead Regi

Temecula Valley Unified School District
32. 31350 Rancho Vista Road
Temecula, CA 92592

Tup - .
Desert Sands Unified School District
34, 47-950 Dune Palms Road

La Quinta, CA 92253

Mervyn's Department Store
36. 25001 Industrial Bivd.
Hayward, CA 94545

# Employees (1E)
# Employees (Nationwide)
Yr. Est. IE

3,753
N/A
1916

3462
N/A
1954

an

1986

3.200

149,000

1953

3,086
1903

3,082
1906
3,000

N/A
1860

3.000
1966

1984
2945

1999

1870

2834
N/A

Nature of Business
Higher Education
Education
Indian Tribe

Acute Care Hospital

Acute Care Hospital

Grocery/Retail

Education
Education

Casino & Resort
Acute Care Hospital

Municipal Government

Education

Retail

Hospital

Employee Services:
Van or Carpool
Health Club on Site
Daycare on Site

Yes
Yes
Yes

No
Yes
No

WND
WND
WND

Yes
No
No

Yes

Yes
Yes (not on site)

Yes
Yes
No

Yes
Yes
Yes

No
No
No

/A = Not Applicable WND - Would not Disclose na = ot available. m“ummumwmnww Tnkbmdo-
the Please

and thoroughness of the list, omizsions and typographical errors sometimes occur,

by Nina Demasi. Copyright 2008 by IEBJ.

Marketing Contact
Title

Jim Parsons
Assoc. V.P. Public Affairs

Tim McGillivray
Program Administrator,
Communications

N/A

James Travis
Area Marketing Director

Kathy Roche
Director of
Public Relations

Gary Rocheleau
Vice President

Julie GoBin
Marketing Director

Casey Cridelich
Assistent Superintendent
of Business

WND

Jorge Valencia
Dir. Business Dev./Marketing

Austin Carter
Public Information Office

Danielle Clark
Community & District
Information Specialist

N/A

Nancy Lavrusky
Director of Purchasing

Lee Fowler
Director, Marketing & PR.

Ellie Bennett
Chief Operating Officer

Ron Fremont
Assoc, Vice President
University Relations

Matt Hahn
ork Manager

Top Local Executive
Title

Phone/Fax

E-Muil Address

Irving G. Hendrix
Chancellor

(951) 222-8000/222-8670
www.rec.edu

Dr. Thelma Melendez
Superintendent
(909)397-4800/397-488 1
www.pusd org

Heary Duro

Tribal Chairman

(909) 864-8933/864-3370
www.sanmanuel-nsn.gov

Terry Belmont
Sr. Vice President/ Area Mgr
(951)353-4600/353-4611

Richard E. Yochum
President/CEO
(909)865-9500/865-9796
www.pvhme.org

Steve Byrd
President
(626)821-7000/821-7934

Edmond T. Heatley, Ed. D
Superintendent

(909) 628-1201
edmond_heatley@chino k12.ca.us

James A. Downs
Superintendent
(909)S80-5000/876-6395
www.colton.k12.caus
WND

(951) 755-5340/849-3781
Patrick A. Petre
Director

(909)580- 1000

Brad Hudson

City Manager
(951)826-5311/826-2514
callcenter@riverside.ca.gov
David B. Allmen
Superintendent
(951)676-2661/695-7121
Dr. Virgil Barnes

Superintendent
(909)459-2500/(909) 459-2542
www.omsd.k12.ca.us

Dr. Sharon McGehee, P.H. D.

Superintendent
(760)777-4200/771-8505

Aubrey Serfling
President/CEQ

(760)340-3911/773-1850
WWW.EmC.0rg

Shelii York

District Manager
(909)354-8800

Dr. Phillip Pendley

(951) m—SIwﬁﬂ 15

Douglas Bagley
CEO

(951)486-4470/486-4475
Dr. J. Michael Ortiz
President
(909)869-2290/869-7659
Elliott Duchon
Superintendent
(951)360-4168/360-4194
www.jusd.k12.ca.us
Hank Richardson
(m«fmm
‘www. hesperia kiz.caus
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10 Orange County locations

1-800-OFFICES  rogus.comvirivers:

Jde

Fully turnished
High-speed internet
Phone services

Recoptionst

Photacopies and binding

Videoconferencing
Administrative support
Business lounge
Cencierge-leveol sorvice
Mooting rooms

Fioxible terms

Immediate move-n

11801 Plerce Street,
2nd Floor
Riverside, CA 925605

850 globai locations

ReBus

TOSHIBA

BUSINESS SOLUTIONS

California

Our newest color
copier technology

is well traveled.

In fact, he’s been
over 22 of the 30

to

big league ballparks.

KA

¢

'T?)aiaﬂ

© 2008 Wells Fargo Bank, N.A. All rights reserved. Member FDIC. (117331_9830)

Count on the #1
small business

lender in America.
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The two party system????
By Lee lacocca

Remember Lee lacocca, the
VP at Ford credited with the
birth of the Mustang, the man
who rescued Chrysler from
death and the

owner of the famous

their throes,
quoie,
“Lead, follow, or get out of the
way."”

Well, he's back! He has a
new book, and here are some
excerpls:

Am [ the only guy in this
country with

what’s happening? Where the

who's fed up

hell is our outrage? We should
be screaming bloody murder.
We've got a gang of clueless
bozos steering our ship of state
right over a cliff, we've got cor-
porate gangsters stealing us
blind, and we can’t even clean

Name
Address
City, State, Zip

Loma Linda University

1. Behavioral Medicine Center
1710 Barwom Rd
Redlands, CA 92373

Betty Ford Center
39000 Bob Hope Dr
Rancho Mirage, CA 92270

(5]

American Recovery Center
k5 2180'W. Valley Blvd.
Pomona, CA 91768

Inland Behavioral and Health
4. Services, Inc,

1963 N. “E" St

San Bemandino, CA 92405

Cedar House Rehabilitation Center
5. IB612 Santa Ana Ave.
Bloomington. CA 92316

Inland Valley Drug & Alcohol Rec. Service
6. 916 N. Mountain Ave., Ste. A
Upland, CA 91786

Riverside Recovery Resources
7. 600 3ed Street
Lake Elsinore, CA 92531

WOCHS, Inc. dba IHS-Riverside
8 1021 W. La Cadena Ave
Riverside, CA 92501

Teen Challenge of

9. Southern California, Inc.
5445 ChicagoAve.
Riverside, CA 92507

Matrix Institute
10. 11777 Sebastian Way, Ste. 102
Rancho Cocamonga, CA 91730

# of Professional

up after a hurricane much less
build a hybrid car. But instead
of geting mad, everyone sits
around and nods their heads
when the politicians say, ‘Stay
the course

Stay the course? You've got
to be kidding. This is America,
not the damned Tiranic. I'll give
you a sound bite: “Throw all
the bums out!”

You might think I'm getting
senile, that I've gone off my
rocker, and maybe I have. But
someone has to speak up. |
hardly recognize this country
anymore.

The most famous business
leaders are not the innovators
handcuffs

but the guys in

While we're fiddling in Iraq, continued on page 42

the Middle East is

ITHAT

burning and CITIZENS BUSINESS BANK
nobody seems (o

know what to do. IS PLEASED TO ANNOUNCI
AT e padie e BRUCE BRANSTINE
waving ‘pom

poms’ instead of HAS JOINED THE BANK AS
asking hlll\"\ltl&'\' VICE PRESIDENT
tions. That’s not &

the promise of the
America my par-

ents and yours
traveled across the
ocean for. I've had
enough How
about you? Pr ing integ

I'll go a

further

siep services includi
You can’t
call yourself a
patriot if you're
not outraged. This
fight ['m

ready and willing

15 a

BCBRANSTINE@CHE

PRIVATE CLIENT ADVISOR O]

9209-483-4377

BANK.COM

ance Abuse Programs in the Inland Empire

Ranked by Number of Professional Staff

¥ of Persons/ Treatment:

Staft Patients Served Alcabhol
Drug
250 4,300 Yes
Yes
200 000 Yes
Yes
85 1,181 Yes
Yes
85 6331 Yes
Yes
60 1.637 Yes
Yes
50 4,546 Yes
Yes
40 900 Yes
Yes
13 1,500 No
h (Y
15 275 Yes
Yes
10 SO0+ Yes
Yes

Adolescent Program

Other Services
Group Sessions
Family Counseling

Yes Acute Psychistric Ho

Yes Intensive Outpaticnt Chenrical
Yes Dependency & Psychistric (infout)
N Inpatient, Outpa

Ye Day Treatment

Yes Children’s Progrunr

Ny 12:-step Suppont Groups

Yes Pomona Drug Court, Single Parents
Yes w/Children, General Reliet

Calworks Day Treatment

Yes Community Based Prevention

Yes Outreach, Primary Heslth Care

Yes Outpatient & Drug Treaiment, Homeles
Prenatal

No Co-Occuming Disorders Program, Ouipaticni

Yes Program, Residential, Women & Children’s

No Program, DUI Program

No Primary Prevention, Youth Services

Yes Anger Mgmni. Programs. Parenting

Yes Domestic Violence Batters Treatment

DUILA Co.) Aftercare, Sober Living

Yes Residential Detox for Mén, Residential Women
Yes w/Children, Non Residential Primary
Yes Programs., Outreach for Schools,

Employee Assistance

Top Local Fxecutive
Fitle

Phooe/Fax

E-Mail Address

Art Earll
Administration Director

0009 8

scarl@ahs. ur nc.adu

John Schwarzlose
President/CEQ
[} 3400 114

Booker Bledsoe
Administrator
(WY) B6S-2336/865-1831

bhs-inc.org

lemetry A. Lindscy
Preswlent/CEO

(909) BR1-6146/881-0111

Rodger Talbott

Chief Executive Officer
(909) 421-7120/421-7128
www.gedarhouse.ong

Stacy L. Smith
Executive Director
(900} 932.1069/032. 108

ssmith@@ivdars.org

Derrick Bruce Harvey
Bxecutive Director

(951) TRE-B211/788-4803
hoperro@ ol .com

No Drrug Testing, HIV Testing, Tami Elkins
No Counseling Chnic Director
No (951) 7R4-8010/784-2859
No Prevention Programs Dennis Griffith
Yes 10 Youth Exccutive Director
Ho (951) 682-8900/682-3754
Yes Peborah Service
Yes Administrative & Clinical Director
Yes (909) 989.9724/989.0249

deborahs@ matrixinstiiute org
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Subscribe

for $48 and receive a complimentary 2008-09 Book of Lists

[

Phone: 909-483-4700
Fax: 909-483-4705

Mailing Address
P.O.Box 1979
Rancho Cucamonga, CA 91729-1979

Business Address
2910 E. Inland Empire Blvd., Suite 107
Ontario, CA 91764

FMTTRY i
Tall lsaTal
] k J | 1 )

for 2 Years

Subscribe to the Inland
Empire Business Journal
today for only $48 and
receive a complimentary
2008-09 Book of Lists. The
Business Journal keeps you
up to the minute with movers
and shakers in the Inland
Empire - with the stories,
events and issues molding

our community.

Mail or fax this completed form.
| want to subscribe to the Inland Empire Business Journal
Name Title
Business E-mail
Address
City/Zip
Phone Fax
DCheck Enclosed
L] ]

— Visa

]

MasterCard Discover American Express

Credit Card#

Signature

1
1
1
1
1
1
i
]
i
i
1
I
]
1
1
I
I
1
1
1
1
1
1
1
1
1
I
I
i
1
1
]
]
1
1
4

NIA = Nt Applicable WND - Wodd not Disclose o -:IHM. The information in the above liur was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While every effort & made 10 ensare the
accurncy and thoroughners of the list. omi and typographical errors imes occur. Pleate send corrections or additions on company letterivead to: The Inland Empire Business Journal, PO, Box 1979, Rancho Cucumenga, CA 917291979, Researched

by Ning Demasi, Copyright 2008 by IEB).
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BENISE:
LIVE IN CONCERT

Saturda
August 16t

Winery & GALLERY

In Temecula

THE

MOTELS

Saturday

September 13th PR

KRISTOFFERSON
Saturday .
October 2

HELPING TO SUPPORT

s & California Family
& i Life Center

A 1

= S .

“"amily Cellars

 HELPINGTOSUPPORT 7 |
2 r..":i il e !’ | e x 0‘% é l ".‘1‘ | );'._‘::
] f . ) 1bles V/ 7?5 AA _JA A

Buy your tickets today at
goldencrownproductions.com
and take advantage of our special V.I.P. Seating!

For More Information,
Please Call:

951.658.241

GOLDEN CROWN
PRODUCTIONS

Abriel Environmental Services

'y “Reliable and timely service™

866-4-PHASE-1 / 951-545-0250 i
www.gabriel-environmental.com G’.‘EB.!EE.U

Phase1 Phase2 Phase3

Mold Asbestos Lead
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continued from page. 20

Inland Empire’s Largest Employers

Company Name

# Employees (IE)
Address

# Employees (Nationwide)

City, State, Zip Yr. Est. IE
Alvord Unified School District 2,000
42, 10365 Keller Avenue N/A
Riverside, CA 92505 1896
California Institute for Men 2,000
43. PO Box 128 NJ/A
Chino, CA91710 1941
California State Univ. San Bernardino 2,000
44. 5500 University Parkway N/A
San Bemardino, CA 92407-2397 1960
Murrieta Valley Unified School District 2,000
45. 26396 Beckman Court N/A
Murrieta, CA 92562 1989
Riverside County Office of Education 2,000
46. 3939 Thirteenth Street, PO Box 868 N/A
Riverside, CA 92502 1893
San Antonio Community Hospital 2,000
47. 999 San Bernardino Road N/A
Upland, CA 91786 1907
Westfield Shoppingtown - Palm Desert 2,000
48. 72840 Hwy, 111 N/A
Palm Desern, CA 92260 1983
Valley Health System 1,984
49. 1117 E. Devonshire Avenue N/A
Hemet, CA 92543 1942
Southern California Edison 1,934
50. 2244 Walnut Grove Avenue 15,884
Rosemead. CA 91770 1963
Coachella Valley Unified School District 1,892
S1. 87-225 Church Street N/A
Thermal, CA 92274 1973
Marine Corps Logistics Base 1.868
52. PO. Box 110130
Barstow, CA 92311 1942
Fleetwood Enterprises, Inc. 1,875
53. 3125 Myens St., PO Box 7638 13.500
Riverside, CA 92513-7638 1963
Patton State Hospital 1,875
54. 3102 E. Highland Avenue N/A
Patton, CA 92369 1890
Redlands Unified School District 1815
55. 20 W. Lugonia Avenue N/A
Redlands, CA 92373 N/A
ESRI 1,800
56. 380 New York Street 2,500
Redlands, CA 92373 1969
Chaffey Community College 1,800
§7. 5885 Haven Avenue N/A
Rancho Cucamonga, CA 91734 1883
Desert Regional Medical Center 1,700
58. 1150 North Indian Canyon Drive N/A
Palm Springs. CA 92262 1951
Jerry L. Pettis Memorial Veteran 1.608
59. Affairs (VA) Medical Center 215,648
11201 Benton Street 1977
Loma Linda, CA 92357
Lake Elsinore Unified School District 1,600
60. 545 Chaney Street N/A
Lake Elsinore, CA 92530 1989

N/A = Not Applicable WND - Would not Disclose na = not available. The information in the above list was pbiained from the companies listed. To the best of our knowledge the i

(Ranked by Number of Inland Empire Employees)

Nature of Business

Education

State Prison

Higher Education

Education

Education

Hospital

Retail Mall

Health Care

Electric Utility

Public Education

US. Marine Corps

Recreational Vehicles

Manufactured Homes

Forensic Hospital

Education

ic Inff ;
System Software

Higher Education

Health Care

Employee Services:
Yan or Carpool
Health Club on Site
Daycare on Site

No
No
No

No
No
No

Yes
Yes

No
No
Yes

No

No

No
No
No

Ne
No
No

No
No
Yes

Yes
No
No

No
No
No

WND

No
Yes
No

Yes
Yes

No
No
No

No
Yes
No

No
No
Yes

Yes
Yes
No

Yes
No
No

No
No
No

Marketing Contact
Title

N/A

Mark Hargrove
Public Info. Officer

Cynthia Pringle

Director Public Affairs

Karen Pams
Media Communications Spec

N/A

Cathy Rebman

continued on page. 27

Top Local Executive
Title

Phone/Fax

E-Mail Address

Paul Jessop
Superintendent
(951)509-5000/509-5070
www.alvord.k12.ca.us

Michael Poulos
Warden
(909)597-1821/393-8699

Albert K. Karnig, Ph.D.
President

(909) 537-5000/880-5901
www.csusb.edu

Stan Scheer, Ed. D
Superintendent

(951)696- 1600 ext 1002/304-1536
www.murmetak|2.ca.us

Kenneth Young

Rvsd. Cnty. Superintendent of Schs
(951)826-6530/826-6199
www.reoe k 12.caus

Steve C. Moreau

Manager President/CEO
(909)985-2811/985-7659

www.sach.org

na Brent Weiz

General Manager

(760)346-2121/341-7979

Fred Harder Sue Ballard

Executuve Director of Media Communications CEO

N/A

N/A

John Ables, R.V. Group
Bob Jordon, Housing Group

Cynthia Barrett
Assistant to Executive Dir.

N/A

] Lﬂ&kmn‘ﬂy.

Marketing Communications Mgr.

Marisa Navarro
Public Information

Don Brady
Director of Marketing

Annie Tuttle
Public Affairs Director
Executive Office

Southwick

Roy
Media & Information Officer

iy accwraie as of press time. While every

(951)652-2811/925-6323

John E. Bryson

President/CEO
(626)302-1212
WWW.SCE.COMm

Foch Pensis
Superintendent of Schools
(760)399-5137 ext. 288/399-1008

COL. Kenneth D. Enze

(760) 577-6555/577-6058
www.barm.usmc.mil

Elden Smith
President
(951) 351-3500/351-3373

Octavio C. Luna
Executive Director
(909)425-7000/862-5730

Lori Rhodes
Superintendent
(909)307-5300/307-5312
Jack Dangermond
President
(909)793-2853/793-5953
info@esri.

Henry Shannon
Superintendent/President
(909) 652-6100
www.chaffey.edu

Karolee Sowle

CEO
(T60)323-6774/323-6187
Dean R. Stordahl

CEO
(909)825-7084/422-3107
Frank W, Passarella

Sapd -
- (951) 253-7035 ext. 5220/245-5252
Jeusd k1 2.caus

is made to ensure

information supplied v effort
the accuracy and tharoughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhend tw: The Intand Empire Business Jowrnal, P.O. Box 1979, Rancho Cucamonga, CA 91729-1979,

Researched by Nina Demasi. Copyright 2008 by I1EBJ.
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COMMENTARY

By Bill Leonard, Member
State Board of Equalization

The Governor announced
that raising the sales and use
tax is something he is consider-
ing. Since my department col-
lects the tax, I recently asked
our chief economist to prepare
a dynamic revenue analysis of
an increase in the sales and use
tax. A dynamic analysis seeks
to predict how a tax increase
would affect economic activity,
and thus provide a more realis-
tic idea of the revenues that will
actually come in. A static esti-
mate assumes the policy
change will have no economic
effect and is a simple calcula-
tion.

The state’s static revenue

estimate for a one percentage
point increase in the sales tax is
$6 billion per year. The dynam-
ic estimate | requested takes
into account how the increase
would affect economic activity
over time and concludes the
state would actually take in
$5.69 billion, which is over
$300 million short of the state’s
official (static) estimate. This
would be an ongoing year over
year shortfall once the effect of
the tax hike filters through the
state’s economy. This is eerily
familiar territory for those who
remember Governor Wilson's
tax increases came in $1.8 bil-
lion short of static estimates
over the first three years.

The new estimate concludes
the tax hike would also result in
more than 50,000 jobs lost in
California from the reduction in
economic activity. For the rev-
enue go to:

Spending Proposition 10
Money

I have written before about
Senator Dave Cox’'s idea to
recover a half billion dollars a

year from First Five California
to help balance the budget. The
First Five program uses ciga-
rette taxes to fund early devel-
opment and non-smoking pro-
grams for kids in their first five
years. This is money from
Proposition 10, the 1998 Reiner
initiative that levied a massive
cigarette tax and created 59
state and county bureaucracies
to distribute the money. In
short, Cox found these county
programs were not only misus-
ing the money but they have
hoarded almost $2.5 billion
unspent since 1999. Since the
money is mostly county-con-
trolled it is difficult for the state
to oversee. Cox wants to redi-
rect all future revenues --
around a half billion dollars a
year -- to the state’s Healthy
Families and Medi-Cal pro-
grams, covering 200,000 kids
who are currently eligible but
not enrolled in the program. As
for the $2.5 billion that is avail-
able to be spent now, Cox’s
proposal gives 50% to schools
and the other 50% to those city
and county offices that are
headed by elected officials who
are accountable to the public.
More on the Cox plan here:

http://cssrc.us/web/1/news.as
2id=421
Some Republicans are

opposing the Cox plan and ral-
lying around the status quo.
Shawn  Steel, Republican
National Committee member-
elect, penned a column for
www.dailybulletin.com in
which he argued that Orange
County is running their pro-
gram well, and as long as a bad
tax is on the books, Steel thinks
that letting locals spend it is a
better alternative than Cox's

proposal. http://www.dailybul-
Jeti ! h/ci 98721197
ource=email
Adam Probolsky was on a
continued on page 30

PFF Bancorp o...

continued from pg. 1
advised to read the proxy state-
ment and other documents filed
with the SEC carefully and in
their entirety when they become
available because they will con-
tain important information
about the proposed transaction.
Security holders may obtain
free copies of the preliminary
proxy statement and other docu-
ments filed with the SEC by
PFF Bancorp, Inc., and will be
able to obtain free copies of the
definitive proxy statement and
other relevant documents to be
filed with the SEC through the
website maintained by the SEC
at hup://www.sec.gov. Free
copies of the preliminary proxy
statement and other documents
filed with the SEC are also
available on the investor rela-
tions portion of PFF Bancorp’s
Website at www.pffbancorp.com
The company and its direc-
tors and executive officers and
other persons may be deemed to
be participants in the solicita-
tion of proxies in respect of the
proposed transaction.
Information

regarding the
company’s directors and execu-
tive officers is available in its
Annual Report on Form 10-K
for the year ended March 31,
2008, which was filed with the
SEC on June 19, 2008. Other
information regarding the par-
ticipants in the proxy solicita-
tion and a description of their
direct and indirect interests, by
security holdings or otherwise,
are contained in the preliminary
proxy statement and will be

contained in other relevant
materials to be filed with the
SEC (and will be contained in
the definitive proxy statement
and other relevant materials to
be filed with the SEC when they
become available).

These forward-looking
statements may relate to, among
other things, expectations of the
business environment in which
the company operates, projec-
tions of future performance,
perceived opportunities in the
market and statements regard-
ing the company’s strategic
objectives. These forward-look-
ing statements are based upon
current management expecta-
tions and may therefore involve
risks and uncertainties. The
company’s actual results or per-
formance may differ materially
from those suggested,
expressed, or implied by for-
ward-looking statements due to
a wide range of factors includ-
ing, but not limited to, the gen-
eral business environment. the
California real estate market,
competitive conditions in the
business and geographic areas
in which the company conducts
its business, regulatory actions
or changes, actions by lenders
and customers, the risk that the
merger 1s not consummated due
to failure to receive regulatory
approval, stockholder approval
or due to other events, and other
risks detailed in the company’s
reports filed with the Securities
and Exchange Commission,
including the Annual Report on
Form 10-K for the fiscal year
ended March 31, 2008.
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CHAMBER of COMMERCE

MonTCLAIR CHAMBER OF COMMERCE ANNUAL
GoLF TOURNAMENT

Wednesday, August 20, 2008
Sierra Lakes Golf Course

/ ,Ji 16600 Clubhouse Dr., Fontana

For information call (909) 624-4569
www.montclairchamber.com

Inland Empire’s Largest Employers

continued from page. 25 (Ranked by Number of Inland Empire Employees) continued on g

Company Name

Employee Services: Marketing Contact Top Local Executive
Address

Van or Carpool Title Title

# Employees (1E)
# Employees (Nationwide)

Nature of Business

City, State, Zip Yr. Est. IE Health Club on Site Phone/Fax
Daycare on Site E-Mail Address
Marriolt’s Desert Springs Resort & Spa 1,600 Resort Hotel & Spa No Matt Stewart Ken Schwartz
61. 74855 Country Club Drive N/A Yes Director of Sales General Manager
Palm Desert, CA 92260 1987 No (760)341-2211/341-1872
Riverside Community Hospital 1,600 Hospital No Tracy Dallarda Michael Rembis
62. 4445 Magnolia Avenue N/A No Vice President of Marketing President/CEO
Riverside. CA 92501 1901 No (951)788-3000/788-3201
www.riversidecommunityhospital.org
BNSF l!.lil“ﬂ,\_ 1.500 Transportation WND N/A Michael ShirclifT
63. 740 E. Cameigic 40,000 Cleneral Manager
San Bemardino, CA 92506 1800 (909) 386-4140/386-4170
St. Mary Medical Center 1,500 Acute Care Hospital No Randy Bevilacqua Jason Barker
64. 18300 Highway 18 N/A Not for Profit No A V.P. Marketing President/CEO
Apple Valley, CA 92307 1956 No (760)242-2311/242-2994
US Postal Service Proc. & Dist. Ctr. 1,495 Mailing Service Yes N/A Ken Lucas
65. 1900 West Redlands Boulevard 797.795 No Plant Manager
San Bernardino, CA 92401 1853 No (909)335-4303/335-44 14
City of San Bernardino 1475 Municipal Government Yes Jim Morris Fred Wilson
66. 300 N. D Street N/A No Marketing & City Manager
San Bernardino, CA 92418 1810 No Public Affairs Office (909)384-5122/384-5138
San Manuel Indian Bingo & Casino 1,462 Bingo & Casino No Jill Eaton Ron Mastandrea
67. 5797 N. Victoria Avenue N/A No Marketing Manager General Manager
Highland, CA 92346 1986 No (909)864-5050/862-8890
www.sanmanuel.com
California Rehabilitation Center 1,400 Department of Corrections Yes Lt Michael Brownell Matthew Martel
68. Sth Western Avenue N/A No Public Information Officer Warden
Norco, CA 92860 N/A No (951)273-2920/736-1488
michael brownell@cder.ca.gov
California Department of Transportation 1,400 Design, Build & Maintain State Yes Rose Melgoza Karla Suthiff
69. 464 W. 4th Street 22,000 Highway Systems No Chief, Public & Leg. Affairs Acting Director
San Bemardino, CA 92401 1923 No (909)383-6477/383-6822
www.dol.ca.gov
Carousel Mall 1,400 Enclosed Regional Mall No Linda Griffith Sam Catalano
70. 295 Carousel Mall N/A No Marketing Manager General Manager
San Bernardino, CA 92418 1972 No (909)884-0106/885-6893
St. Bernardine Medical Center 1,400 Acute & Tertiary Health Care Yes Kimberly Hillltguse s.vem
7L 2101 North Waterman Avenue 29.826 Yes ive Director President
San Bernardino, CA 92404 1931 No Marketing & (909)8R | -4300/881-7692
Srovinath v ot org
Redlands C: ity Hospital 1,375 Acute Care Hospital Yes Nikwah Thomas-Freiffer James R. Holmes
72. 350 Teracina Boulevard N/A No Manager of Public Relations President/CEO
Redlands, CA 92373 1929 Yes (909)335-5505/335-6497
The Press Enterprise Company 1,334 Newspaper, Printing Yes Karen Kokiko Ron Redfern
73. 3512 Founeenth Street 1,400 No Vice Presiden Publisher
Riverside. CA 92501 1878 No (951)684-1200/368-9022
City of Onario 1,300 City Government WND Mary Jane Olhasso WND
74. 303 East B Street 1
Ontario, CA 91764 1891 (909) 395-2010/395-2102
www, ontariocalifornia us
Epic Management LP 1,300 Physicians Practice Mgmt. Yes Marianne Baldwip John Goodman
75. 10393 Enterprise Drive N/A No Director of Marketing CEO
Redlands, CA 92374 1994 No (909)799-1818/796-0417
Bank of America 1,250 Banking & Financial Services No Christi Gordon Barbara !nanon
76. 3650 14th Street Suite 201 177,195 No Vice President/ EVP/Consumer Banking Exec.
Riverside, CA 92501 1928 No Marketing Development Mgr. (949)760-4692/760-4640
KSL Resorts 1,200 Resorts, Hospitality No . Julia Kers - Michael S. Shannon
77. 50905 Avenida Bermudas 8,000 No Director of Marketing Communications President/CEQ
La Quinta, CA 92253 1992 No (760)564-8000/564-8004
Community Hospital of San Bernardino 1,200 Hospital No _ Tobey Robentson Tobey Robertson
78. 1805 Medical Center Drive N/A Yes Director Marketing & Comm. President
San Bernardino, CA 92411 1910 No (909)887-6333/806-1030
www.chsb.org
Watson Pharmaceuticals, Inc. 1202 Pharmaceuticals Yes Sare Swee Paul Bisaro
79. 311 Bonnie Circle 4,308 ! No Director Corp. Communications SR -
Corona, CA 92880 1985 No 951 m-s%
Etiwanda Unified School District 1,195 Education No Slnwn Judson
80. 6061 East Avenue No Superintendent
Etiwanda, CA 91739 1883 No (909) 899-2451/899-1656
www citwandak12.caus
Corona Regional Medical Center 1.140 Acute Care Hospital Yes Teri Ransbury Ken Rivers
81 800 S. Main Street N/A No Quality Director I CEO
Corona, CA 92882 1992 No (951)736-6240/736-6310

= " = not available. The Information in the above list was oblained from the companies listed. To the best of our knowledge the information wupplied is accurate ax of prevs time. While every effort is made 10 envure
ﬁ:‘,nv:ﬁcmm:fmr ;‘1&:“:1::.“::3:;; and l;‘p:;mp;dral rr:!r:n somelimes oceur. Please send corrections or additions on company letterhead 10: The Inland Empire Businesy Journal, P.O. Box 1979, Rancho Cucamonga, CA 91729-1979.

Researched by Nina Demasi. Copyright 2008 by IEBJ.
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COMPUTERS

Remember the original
“Rollerball” movie? The one
with James Caan?

There was a scene in there
where a computer scientist
announced that he had “lost™
the 13th century. All of the
accumulated knowledge of
those hundred years was con-
tained in one computer and it
had crashed.

We don’t have that problem
any more.

Today most computers have
a save function built in. Even
so, back up systems of various
sorts have been around for a
while. For most of the *90s
those little 3.5-inch floppies
held everything we could ask
for. As space demands grew,
the Zip drive became popular.

Now. as I have reported
before, those little flash sticks
have become ubiquitous. And
they are getting smaller and
cleverer. Originally they were
two inches long with a USP
plug on one end and they held
up to 500 MB. The Kingston
Technology Company now
makes several different
designs, each for a specific pur-
pose. Some are MAC or PC
specific. Some carry security
systems to protect your infor-
mation, should it fall out of
your pocket. Some come with
built in games, as they are
designed for high-speed gam-
ing demands.

Two to four gigabytes is
about average today. By
Christmas they will surely be
higher. They come in a variety
of shapes and sizes as well. One
tiny little thing is sort of X-
shaped in red plastic. It is
called the Data Traveler or DT
Mini Fun. It holds four gigs and
comes with two free games
built in. Others have covered or
slide out USB connectors.
Some have eyelets to run cords

through, so you won’t lose

Pack Up All Up All Your Cares and Woes

By J. Allen Leinberger

them. Some come in colors.
Some are being made up as pro-
motional giveaways. These are
usually preprogrammed with

Of course, other areas of the
digital technology also have
affected the hard drive develop-
ment. Music, movies, photos

and new programming all
demand more and more
storage space and you
have a choice of buying a
newer, bigger computer,
or plugging a new hard
drive into the one you
own right now. This is
especially important if
you have large files that
need to be transported
from, say, the office to
the home. The WD
Passport series is there
for such demands. The
last time I crashed my
entire iTunes collection it
disappeared. Now I have
put my entire music and
photo libraries on a
Passport to save them.

material about the sponsoring
company. Their logo can be
found printed on the side.

But for really big jobs you
need to look at the state of the
art in external hard drives.
Sure. these devices have been
around for years. but the mod-
ern wonders are generations
beyond the 20th century.

Not that it matters to me but
Passports come in a variety of
colors as well.

The really big bang in
external HD is the WD My
Book Series. They are
described as “high-perform-
ance dual drive storage sys-
tems.” They have quad inter-
face and Raid 0 (Striped) in

Western
Digital’s line
of  desktop
hard drives is
even environ-
mentally
friendly. They

require less
electricity and are quieter and
cooler than their predecessors.
Running with less power and
running cooler can ultimately
add greater long-term reliabili-
ty to them as well. As with
many advances in computing,
gamers are responsible for
many of the HD advances.
Faster response time and larger
storage capacity are demanded
for such activity.

order to provide “a perfect
blend of maximum perform-
ance and power savings.”

If that does not impress
you, try this. They come in one
or two TERABYTES!!! Best of
all, for me at least, they are
designed to be MAC-friendly.
They work seamlessly with the
new MAC program called Time
Machine. This is a really
dummy-proof program that

copies your entire computer
every hour, or whatever you sel
it for. It does it automatically.
You don’t have to push a button
or remember to hit SAVE when
you answer the phone.

With the 2T
everything that I had in the

hard drive
computer on June 23 can be
called up right now, just in case
[ lost
device is called My Book, you

something. Since the

can imagine that it sits, like a
silver book on my desk next to
my computer. I don't have to
think
remember that it’s there half of

about it. 1 don't even
the time. It just quietly does its
Jjob, with a little light that runs
up and down like a Cylon from
Battlestar Galactica.

There is one very important
part of all of this and it’s not
about selling you one of these
devices. Many times I have
talked to people who got some
message on their computer that
they were running out of hard
drive space. Too often they
panic and delete files or pro-
grams that they need. A good
external hard drive, even a four
gig flash stick. can help you
save whal needs saving without
dumping valuable stuff. Your
photos, your music, your term
papers and thesis, not to men-
tion videos and movies. These
things can be preserved without
taking up valuable internal hard
drive space that you need for
day-to-day work. The invest-
ment in a flash stick or a My
Passport Elite Portable USB
Drive can help you clear your
computer without regret later.

Maybe you don’t need a My
Book Studio Edition with 2 TB
tied to your Time Machine pro-
gram, but just like insurance or
a spare tire, it's better to have it
and not need it than to need it
and not have it,
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EXECUTIVE NOTES

Christopher D. Myers, pres-
ident and CEO of Citizens
Business Bank, has announced
the appointment of Bruce
Branstine (o the position of
vice president and private advi-
sor of the bank’s trust and asset
management division,
CitizensTrust; the appoint-
ment of Ethan Samples to the
position of vice president and
relationship manager of the

bank’s Dairy & Livestock
Industries Group: and the
appointment of Keith

Matthews to the position of

vice president and relationship
manager of the bank’s Ontario

Airport Business Financial
&7 . SR .Bighorn Golf
Club is proud to announce the
promotion of Steven Cenicola
as their new general manager.
Bighom is a private community
and golf club situated at the
Santa Rosa
Mountains approximately three
miles south of Highway 111
and El Paseo in South Palm
Desgert, ... .Mark
Gustafson has joined Canyon
National Bank as senior vice
president, strategic planning
officer. Gustafson is relocating
from Ames, lowa where he has
extensive \.‘\[‘L‘!'iL‘lk'L‘ n com-

base of the

munity banking............ The
Ontario Reign of the ECHL,
an affiliate of the Los Angeles
Kings, announced that they
have added Greg Mejia to the
front office staff as ticket sales
account executive. Mejia joins
the Reign after spending the
past year with the Los Angeles
Clippers of the NBA and will
be responsible for the sales and
service of groups and season

tickets for the
Reign.......... Mary Jane
Cooksey joined Dameron

Communications as one of its
youngest interns. Cooksey is a
third year student at CA State
University, San Bernardino.
She is currently working
towards her bachelor’s of sci-

ence degree in marketing and

p u

relations......
Access honored , Dr.

| i C

......Together Rx

Albert

Arteaga, president of La Salle
Medical Associates, Inc. at a
recent Inland Empire 66’ers
baseball game for helping more

than

100,000 people obtain

health insurance. Together Rx

Access enrolls nearly

uninsured individuals

10,000
every

week nationwide. Over 1.5 mil-

lion Americans have already

enrolled

the program and

260,000 of those are children.

Current

cardholders

have

already saved nearly $68 mil-
lion on their prescriptions.

Messenger/Courier Services Serving the Inland Em

Tiuxedo

Same day service, all wxedos in stock
Tuxedos for all occasions
Weddings, Proms, Sweet Sixteens,

Quinceneras, und special events
Chino
12073 Central Ave.
(Philadelphia St. side)
Phone (909) 590-0090

i
Formalwear for all ccassions
Tuxedos for all occasions
Weddings, Proms, Sweet Sixteens.,
Quineenceras, and special events
Rancho Cucamonga
8977 Foothill Bivd.
(Next to In-N-Out Burger)
Phone (909) 987-6699

www.tuxed o) unctn.com

Ranked by

Company Name

Stafl: Headquarters

# of Vehicles:

Intnl. Delivery?

Address Inland Empire Yr. Est. Intand Empire Parcel Delivery?

City/State/Zip Co. Wide Co. Wide

United Parcel Service 4,800 Atlanta, GA 1.100 Yes
1. 2930 inland Empire Blvd 358,000 1907 93,637 Yes

Ontario, CA 91764

U.S. Postal Service 1,992 Washington DC 827 Yes
2 4150 Chicago Ave 11,281 1853 4,598 Yex

Riverside, CA 92507-9998

US. Postal Service 1,549 Washington, DC 643 Yes
3. 390 W.5th St 11,281 1853 4,598 Yes

San Bernardino, CA 92401-999%

UPS-Supply Chain Solutions Palo Alto. CA 47 Yes
4 1590 Archibald Ave 63 1946 N/A Yes

Ontario, CA 91761

DHL Global 36 Seattle, WA 103 Yes
5 1500 Archibald Ave. 170,000 1946 17457 Yes

Ontario, CA 91761

Rapid Express Delivery 20 Ontario, CA 5 No
6. P.O. Box 4252 N/A 1985 N/A Yes

Ontario, CA 91761

All Counties Courier Inc. 86 Irvine, CA 70 No
7. 1425 Victoria Ct, Ste. A 550 1984 400 Small Packages Only

San Bernardino, CA 92408

Federal Express N/A Memphis, TN N/A Yes
8 PO, Box 727, Dept. 1841 290,000 1971 75,000 Yes

Memphis, TN 38194-1841

24 Hr.?
Overnight?

Rush?

Yes
Yes
Yes

Yes
Yes
Yes

Yes
Yes
Yes

Yes
Yes
Yes

Yes
Yes
Yes

Yes
Yes
Yes

No
Yes
Yes

Yes
Yes
No

Top Exec.

Title
Phone/Fax
E-Mail Address

Scott Davis
CEO
(800) 742-5877

James E. Owens
Postmaster/Riverside
(800) 275-8777
WWW.UPS.Com

Garry L. Miller
Postmaster/San Bernardino
(800) 275-8777
WWW,UpS.com

Bruce Crumb
General Manager
(909) 605-7740

(800) 225-5345

Larry Pasley
President
(909) 923-10000930-2628

Larrygrapid-express.com

Steve Chavez
scedeliverers.com

Fredrick W. Smith
Chairman/CEQ

(800) 238-5355/(901)345-8967
fedex.com

NIA = Not Applicable WND - Would not Disclose na = not avaiiable. 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
0 ‘of the list, omissions and rypographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O,
Box 1979, Ranche Cucamonga, CA 917291979, Researched by Nina Demasi. Copyright 2008 by IEBJ.

every effort is made to ensure the accuracy and

R R R R R R R R TR R,
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COMMENTARY

By Bill Leonard, Member
State Board of Equalization

similar wave length on the OC
County blog a couple weeks
ago. He thinks the Cox propos-
al is about getting more people
hooked on big government
services and is a bad idea.
http://www.redcounty.com/
o) = follow-
ing-his-razorthin-win-ov/

In short, both Steel and
Probolsky want local control
rather than giving more rev-
enue to a bloated state bureau-
cracy. Regardless of the mis-
management at many county
programs, Steel wrote that
Orange County’s First Five
Commission,  “consistently
receives top marks for effec-
tiveness and efficiency.

“However, the dirty secret
is that many of these county
First Five programs are target-
ed at children of illegal aliens.
What I would like to know is
whether the Orange County
First Five program is offering
services to illegal immigrants.

The Cox proposal would
divert $600 million a year from
the Prop. 10 account and direct
these to Healthy Families and
Medi-Cal programs that have
clear income and residency
requirements. Cox's plan would
also eliminate the waste and
abuse found in 58 county com-
missions, including Orange
County to the extent it is fund-
ing programs for illegals.

Cashing in on High Gas
Prices

With the drain of your wal-
let at the gas pump, some gov-
ernment accounts have been
swelling. When the price of gas
goes up, the amount of taxes
collected rises, too. A reader
was curious about just how
much so I had the amounts
graphically assembled:

ard/index.htm

The total amount of motor
fuels taxes received by
California state and local gov-
ernment in 2000 was $2.1 bil-
lion. By 2007 it was up to $4.3
billion. The debate is this: is
that new tax money coming out
of your budget, or are you shift-
ing your spending from other
taxable items to gasoline? The
statisticians and I disagree on
this. They believe you are sim-
ply shifting your spending by
buying fewer taxable items
(clothes, restaurant food, etc.)
to pay the higher gas price,
including the tax. I believe
there is a shift in spending
going on, but that it is just as
likely to be from non-taxable
items, say your premium cable
package or movie tickets, or to
go further afield, maybe even
less food and medical services.
You end up cutting costs in one
area, but those savings are more
than eaten up in the higher gas
tax due on each fill-up.

Pechanga Resor...
continued from pg. |

success once the economy recov-
ers.

“We don't have a definite
number at this point, but we
anticipate approximately 400
team members will be affected.
We are conducting a thorough
review of staffing needs to
ensure we continue offering
guests an extraordinary experi-
ence.

“We are developing a com-
prehensive severance package,
including outplacement services,
to make the transition as easy as
possible for affected team mem-
bers.

“Pechanga remains dedicated
to continue being an outstanding
employer and we are committed
to using our resources to helping
our displaced team members.”

—

Search for Commercial Space
for Lease/Sublease

For office, retail, industrial and executive suites

§Ub! !ease.com"

310/414-0404
13101 Washington Bivd, #219 Los Angeles, CA 90066

www.sublease.com

SUBSCRIBE NOW!

GET THE NEWS YOU NEED

Pl e e e e e e et e |

| want to subscribe to the Inland Empire Business Journal
1 One year $24 annual subscription [] Two Year $48 — Includes 2007-08
[0 My check is enclosed Book of Lists (A $30 Value)
O Charge to my credit card: [J Master Card [J Visa

Exp Date
Credit Card No.

Signature

Company

Name

Address

City/State

Zip

Phone#

Make checks payable to: Inland Empire Business Journal
P.O. Box 1979, Rancho Cucamonga, CA 91729
For more info, call (909) 483-4700/Fax (909) 483-4705
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KIMBERLY DAVIDSON of MBD MARKETING

The U.S. Small Business
Administration has named
Kimberly Davidson, owner of
MBD Marketing, Inc. in
Murrieta, National Home-Based
Business Champion of the Year.
Davidson earned this presti-
gious honor by first being nomi-
nated by Paul Nolta, a business
consultant at the Inland Empire
Small Business Development
Center, an SBA resource part-
ner. The independent judging
committee reviewed nomina-
tions and selected Kimberly as a
Santa Ana District winner. The
Santa Ana District is responsible
for the Counties of Orange,
Riverside, and San Bernardino.
Davidson and MBD Marketing
proceeded to compete at the
regional level; egion IX

includes California, Arizona,
Nevada, Hawaii and Guam.

After successfully competing at
MBD

the regional level,
Marketing went toe-to-
toe with competition
from across the country-
- and won! District
Director J. Adalberto
Quijada announced her
selection, saying, “Mrs.
Davidson is a creative
entrepreneur who makes
a difference for every
business owner she
helps.”

Davidson’s passion for mak-
ing a difference in home-based
businesses is apparent in her
volunteer involvement with sev-
eral organizations. She is a
member of the Murrieta

The SBA...

continued from pg. 8

just to name a few.

The sessions were designed
to debunk the myths of interna-
tional trade---too many busi-
nesses think that doing business
internationally is only for large
corporations. The seminars
were designed for business pro-
fessionals interested in gaining a
better understanding of the com-
plexities of international busi-
ness. Upon completion of the
program, a certificate was
awarded by the participating
organizations to certify that the
program graduates have an
understanding and appreciation
for the characteristics of interna-
tional business.

Thanks goes to CITD’s
Robert Corona for his hard work
during the entire process!

SBA'’s Leadership Award

District Director Adalberto
Quijada was recently recog-
nized by the Federal Executive
Board with a Leadership Award.
This award is given to individu-
als who have made a great con-
tribution to public service.

Some of the award criteria
includes: developing new and
innovative ideas, encouraging
empowerment and inspiring
trust, and participating in and
development of partnerships
within the community.

The SBA Santa Ana District

Office is similar to many federal
agency offices in that it tries to
complete its assignments and

tasks with severely limited
budgets and personnel.
Operating under such con-

straints could be demoralizing
or viewed as a difficult chal-
lenge to overcome.

In 2006-2007, many long-
time staff members who were
nearing retirement, moved to
other parts of the country, or
transferred to other agencies,
leaving large gaps in staffing.
Many positions were not
refilled. Remaining staff mem-
bers filled these voids to the best
of their abilities, often complet-
ing assignments and projects of
two or three individuals.

Quijada worked tirelessly to
ensure that the Santa Ana
District Office became staffed at
the levels required to provide
excellent service to Orange
County and the Inland Empire.
He has empowered team mem-
bers to partner and maintain
strong relationships with the
lending community and com-
munity based organizations
from all industries to better
serve the small business com-
munity. Director Quijada has
also been a vocal supporter of
SBA’s important Resource
Partners---the network of Small
Business Development Centers,
Women's Business Centers and
SCORE.

Chamber of Commerce, where
she chairs the marketing com-
mittee, serves as an editor of the
Ambassador Newsletter and is
an ambassador for the
chamber. Kim is also a
member of the
Professional Women's
Roundtable serving on
the membership com-
mittee and is on the
board of directors for the
California Inland
Counties American
Marketing Association.
Davidson formed
MBD Marketing, Inc. in 2006 to
provide affordable marketing
services to small and home-
based businesses. However, she
began sharing her talents in the
community through her volun-
teer work [ong before she started
her own home-based business.

Davidson also demonstraied
being a visionary by becoming
founding president of Marketing
Matters, the first networking
group in the Temecula/Murrieta
area for marketing profession-
als.

Kimberly’s passion for see-

ing home-based businesses suc-
ceed is what distinguishes her
and makes her a true champion
of home-based entrepreneurs.
Besides providing services that
her clients purchased, she is
enerous with her clients, going
eyond their expectations in a
sincere and genuine manner that
is her personal trademark for
providing excellent customer
service. Davidson is also an
excellent communicator who
understands all aspects of mar-
keting and its importance to
home-based business.

Dutton Report Alert: Here’s a Way to Save
Money, Stop Funding Illegal Activities

We have heard for months
now that every agency receiving
money from the State of
California could not possibly
find even $1 to cut from their
budget.

Remember, some in govern-
ment consider it a “cut” if you
don’t get the increased funding
you were expecting. I believe
we have to do a better job with
the dollars Sacramento takes
from hard working Californians,
which means eliminating waste-
ful spending.

The latest example of gov-
emment waste was published
this week in the San Bemardino
Sun. The San Bemardino
County Schools
Superintendent’s office has pub-
lished a brochure to teach illegal
immigrant students how to pur-
sue higher education in
California. And, they would be
allowed to pay in-state tuition
rales.

School Districts around the
state have claimed that they
have to cut teachers, increase
class sizes and eliminate after-
school programs in order to bal-
ance their budget. Yet there
seems to be money in school
budgets to publish brochures to

promote illegal activity.

San Bemnardino County
Schools will probably claim that
the money spent to publish this
brochure is so small that it
wouldn’t save one teaching
position, help reduce the class
size of one classroom or protect
one after-school program.

But this is just one more
example of how we should fol-
low the advice my grandmother
gave me many years ago if we
are ever going to bring our
spending in line with revenues
at every level of government.

She told me, “If you watch
the pennies, the dollars will take
care of themselves.”

The fact is the dollars spent
on a brochure to promote illegal
activity do make a difference.
Gas prices and rising food
prices, not to mention the strug-
gling housing market where
many are losing their homes, are
straining the pocketbook of
every taxpayer in California.
They rightfully expect us to effi-
ciently and effectively use each
dollar they send us.

We can start by spending
peoples’ hard earned tax dollars
on those who live here legally,
not illegally.
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Inland Empire’s Largest Employers

. ' £ 7
munned from page. 2

(Ranked by Number of Inland Empire Employees)

Company Name # Employees (TE) Nature of Business Employee Services: Marketing Contact Top Local Executive

Address # Employees (Nationwide) Yan or Carpool Title Title
City, State, Zip Yr. Est. IE Health Club on Site Phone/Fax
Daycare on Site E-Mail Address
Fantasy Springs Resort Casino 1,100 WND WND WND WND
82, 84-245 Indio Springs Parkway
Indio, CA 92203 (800) 827-2946/238-5606
City of Corona 1,058 Municipal Government Yes Greg Irvine Brad Robbins ®
83. 815 W. Sixth Street N/A No Assistunt City Manager Acting City Manager
Corons, CA 92882 1896 Ne (951)736-2376/736-2493 a I 0
Morongo Unified School District 1.032 Public Schools No N/A James Majchzak
84. PO Box 1200 N/A No District Superintendent
Twentynine Palms, CA 92277 1914 No (T60)367-9191/367-7189
www.morongo.kizca.us
Victor Valley Union High School District 1,000 School District No N/A Julian Weaver
85. 16350 Mohave Drive N/A No Superintendent
Victorville. CA 92395 1915 No (7601955-3200/245-4634 T »
uesday E :
California Steel Industries, Inc. 950 Steel Rolling Mill Yes IS)lc Schulty : Vincente Wright ay ve n I n g S’ 8 - 30 P M
86. | California Sweel Way 950 Yes Mngr. Communications & President/ CEQ
Fontana, CA 92335 g 1084 No ('.,-rl,\ Services = pvlunl;) l‘l]l n'lnn:“ﬁnlt-?j 3 C h ' I - h s .
schulty@califormasteel com
ek s allenging your thoughts in relation to
Naval Surface Warfare Center 937 Independent Yes roy Clarke ober ufer . do B o G
. I oS Public Affairs Office ommanding Officer
§7. }:;;r;:l‘)‘i;:hn 'T-::' Assessment \\. Public Affairs Officer .%;’:;‘r_ :\.‘n.;\’.: u::m bus’nessl polltlcsl eCOnOmIC Condltlons and
Corona, t'z\ 92878-5000 coronainfo@navy.mil - - .
Mountain High Resort 850 Ski Resort No John McColly Judy Pritts the general bus'ness |Ife Of San Bernardlno
88. PO Box 3010, 24510 Hwy, 2 Seasonal No Marketing Director Human Resources Director = . .
Wrighowood. CA 92397 NA and Riverside counties.
Parkview Community Hospital 930 Hospital Medical Center Yes Marlene Burnett Douglas Drumwright
89. 3865 Jackson Street N/A No Marketing Director R Iv::;:”,‘:'} C : (f
: No (951)352-5¢ 152.542
Riverside, CA 92503 1958 www.pchmc.org Hosted by
800 Manufacturer of Electric Yes N/A Al Guzman . . X
chmus.‘\m 1,700 Guitars & Amplifiers No Sr. Vice President Operations CI Iff C U m m ' n g S a n d B I I | A n t h O n
" 2‘20-:-. C‘Ac;:?ll;o 1985 No (95 1)898-3000/734-4250
Alta Loma Elementary School District 780 Education No \1:4&.(- W lx;\;;1.||w.l \J:\m-t \l.‘;ln{\
91. 9340 Baseline Road i N/A No Asst. Super of Personnel : ln‘w:nn'lml} ent
Alta Loma, CA 91701-5821 1885 No (90R)484-51317/434-5133
www.alsd k1 2.caus
M ity Yes N/A Linda Lowry ¥ . —
92. %E’ Guzyhnrm ;3: o No City Manager Having trouble keeping your website up-to-date?
=5 1888 No (909)620-2314/620-3707 ¥ .
Pomona, CA 91769 Does it take forever to get your website updated?
Hemen G. Stark 685 Corrections No Ramona Contreras Ramon Martinez
93. Youth Correctional Facility N/A No Administrative Assistant Supenntendent is your web staff overworked?
3 15180 E. Euclid Avenue 1959 No (909)606-5000/606-5001
Chino. CA 91710
Amtrak 650 Transportation Yes N/A Yolanda Mentz We can help!
7920 Lindbergh Drive ; Reservation Office) Yes Director
i Riverside, C;\'h 92508 2159(:;] ; ; No (951)789-7950/789-4634
The Westin Mission Hill Resort 600 Resor Yes Michae! Maclead Ken Pilgrim w .
95. 71333 Dinah Shore Drive 170,000 No Director of Sales/Marketing o 1-:;1:~r:[7\i“111.nt;::: ¥ .,rﬂ, e l 65‘ __________________________________________
5 vy No (760)328-5955/770-217 g " giloo
AN Mlengs, LA 92470 e i FULL SBERVICE GRAPHICS M it
Goodrich Corporation 562 Aircraft Components No N/A .S"I:irinh:nlsm
Acrostructures Group 23,000 No Nant
9. $200 Arlingion Avenue 1952 No (951)351-5400/351-5166 aeg ge"e'ODme"‘t
Riverside, CA 92503 - OSSN -- Content management solutions
e Databasing
North American 360 3 ce Manag, N Stephanie Hugh Dr. Rick Shinto — E-
ulﬂ:ﬂllll - C:‘ll;:fhn’hl N‘:\ i le: Dlre?l,m uTM.llrlic::ng CEO E-Commerce E-commerce tools and services
97. 3281 E. Guasti Rd. Suitc 700 1983 No (909)605-8000/605-8031 Web Haosting -- Online shopping carts and credit card transactions
(huml CA l’l?(,’[ www_ nammsocal.com Gr\ hlc D SI n = <
ap esig -- Website planning, design and implementation
Fairplex 300 Event Entertainment No Scott Kelly James Henwood Corporate ldentity Website lect i
98. 1101 W. McKinley Avenue 5 ‘11?5 Marketing Director m:ﬁm? Animated Logos ebsi proje management services
e Marketing Collateral -- Website hosting
, 214 Irrigation Yes J. Locasio Phillip Burkart =
. &mfmﬁ{ 5,000 No Executive Assistant Vice President/General Manager Custom search engines, directories and Cata‘ogs
" Riverside, CA 92504 1962 No il it Our content mana t tool hel, decouple th
y - L - . : : ement tools can help you decoupie the
= Applicable - Would not Disclose na = nof availeble, the above list obtained from the companies listed. To the best of our knowledye the information supplied is accurate as of press i Whil ry effort (1 made to ensure e g
:‘ = and the WP :mm”;;’s aph: Wﬂmx«mrﬁmd;‘m'mwad-ﬁriwmcmvmylclkrw”:mmkndbﬁulnnmulmnul‘."“(”) B:: 979, R«lz’:n(-ho E-Zc',:fm..fga‘ ("'A 91729.1979. Eﬂ Notlced-- 'ncr‘oase Buﬂinea. look-and-feel ofyour site from the informational content.
Researched by Nina Demasi. Copyright . with Custom Design Your clerical staff can keep your content up-to-date;
they won't have to wait for your overworked web experts
to do it.
M d = F | g
“Reliable and timely service”™ ;. For more Info sea us at www.cax.com
¢ y Call today for a free consultation!
866-4-PHASE-1 / 951-545-0250 Crins 909.338.3187 909-920-9154 x27
www.gabvriel-environmental.com S www.mindseyes.net
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REAL ESTATE NOTES

A mid-year review of the
Inland Empire office market
does not look all that promising
for owners and developers, at
least not in the short-term,
according to a 2nd Quarter
Office Market Trends report
from national real estate servic-
es firm Grubb & Ellis. The
report points out that negative
absorption for the region was at
-281,000 square feet, more than
double the number from the
first quarter of the year. The
report also shows that the
vacancy rate is inching closer
to the 20 percent mark and new
construction completions are
not being received by tenants,
instead coming online vacant.
Additionally, there appears to
be an expectation gap between
developers’ asking rents and
the market’s current vitality. As
a result, Class A and B asking
rental rates have not yet experi-
enced a decline, averaging
$2.19 and $1.80 per month,
respectively. The report pre-
dicts that while the market-
wide vacancy rate will surpass
20 percent by year-end, indi-
vidual submarkets will fare bet-
ter than others.

The following are some of
the commercial real estate
activities in the Inland

Empire:

In a major lease in the
region, MGA Entertainment
Inc, the Van Nuys-based manu-
facturer of the popular line of
Bratz dolls, has agreed to an
eight-year, $22.2 million lease
for the remaining 749,000 sq.
ft. ($0.31/sf/mo) of space at
AMB Property Corporation’s
Redlands Distribution
Center, located at 1651
California Street in Redlands.
MGA will use the facility for
expansion needs and to consol-

idate existing distribution oper-
ations located elsewhere. The
building is situated at the south-
eastern end of San Bernardino
County in the city of Redlands.
near the intersection of [-10
and the 30 Freeway. The space
is part of a 1.3 million sq. ft.
structure, which represents the
largest single building in
AMB'’s portfolio. The remain-
ing 564,000 sq. ft. at the facili-
ty is occupied by Weber
Distribution, a third-party
logistics provider that agreed to
a 10-year deal in October of
2007. MGA was represented
by Les Small Company, while
Bill Heim and Eloy
Covarrubias of Lee &
Associates repped AMB. John
Meyer, Scott Recknor and Kim
Snyder of AMB were also
involved in the negotia-
BB e visrsiiod A new six-
building, 3.3 million sq. ft.
industrial development in the
heart of the Inland Empire is
slated to break ground at the
end of the first quarter in 2009.
Called West Valley Logistics
Center, the project is a devel-
opment of  Texas-based
Hillwood and is located on 190
acres at the intersection of
Locust and Alder Avenues in
Southern Fontana. The project
will be marketed for lease and
for sale, with Lee & Associates
principals Jeff Smith, Paul
Eamnhardt and Erik Hernandez
signed up as the marketing
team. West Valley Logistics
Center will include six indus-
trial buildings of these sizes —
841,500 sq. ft., 549,700 sq. ft.,
1.12 million sq. ft., 198,400 sq.
ft., 437,200 sq. ft. and 106,300
sq. ft. The buildings will
include the following features:
30-foot minimum clear height,
large secured truck courts,
ample trailer storage, 2.5 per-

continued on page 36

crash. In April, the Fed cut rates by
an additional 25 basis points and
continued its work with foreign cen

tral banks to restore liquidity. The
Fed also extended its term auction facility, which is designed to encour-
age borrowing by banks, and launched a new facility that allows secu-
rities firms to borrow from the Fed using difficult-to-trade agency
mortgage-backed securities as collateral. In an unexpected move to
prevent further deterioration in the financial sector, the Fed also
extended credit to J.P. Morgan Chase to support the acquisition of
struggling Bear Stearns

Reality Sets In. Until last summer, strong secondary market
demand for mortgages allowed lenders to continuously replenish capi-
tal. Lenders are now proceeding with caution, basing underwriting on
actual NOIs as opposed to pro forma figures and raising equity require-
ments. Lenders are also placing greater weight on property quality and
location, shying away from riskier deals that rely heavily on future rent
and occupancy gains. Financing properties in tertiary markets has
become most challenging, with many major lenders avoiding these
markets altogether. On average, LTVs have declined from 75 to 80 per-
cent to 60 to 70 percent, while DSCRs have increased to 1.2x or greater,
up from 1.1x, or break-even in some cases, as recently as mid-2007.

Uncertainty Causing Frequent, Often Exaggerated Spread
Movement. Investors will remain highly reactive to economic indica-
tors in the near term, causing continued volatility across financial mar-
kets. Lender spreads have been fluctuating in a wide band since last
summer, with moves of 50 basis points in one day not uncommon. In
early May, conduits began to slowly re-enter the marketplace, with
spreads at 325 to 400 basis points or more over the 10-year Treasury.
Portfolio lender spreads have also narrowed and remain competitive
compared to conduits, at 225 to 275 basis points over the 10-year
Treasury for apartments and 225 to 320 basis points over for other
property types. Apartment investors have the advantage of using
Freddie Mac and Fannie Mae, which are pricing loans at 210 to 255
basis points over the 10-year.

Commercial Mortgage Origination Volume Reflects Tighter
Financing Climate. First quarter originations were dramatically below
year-ago levels. The financial market shock caused commercial mort-
gage origination volume to fall 17 percent in the second half of last
year when compared to the previous six-month period. The decline,
however, was due entirely to conduit lenders. While the CMBS market
recently began showing signs of life, the sector first needs to work
through a backlog of an estimated $30 billion of mortgages before a
true recovery cycle can gain traction. Some of the loans in the pipeline
were originated prior to the tightening of lending standards, making
new issues difficult to price. It is important to note that even after the
drop in originations in the second half of 2007, lending activity was
still up 37 percent from just three years earlier. It will take some time
for the securitization model to be redefined as a source of capital, but
the benefits of this vehicle prior to the frenzy will most likely result in
its return to the marketplace in some form.

Lack of Overall Distress Preventing Unreasonable Price
Corrections. On average, longer-term loans nearing maturity were
originated at least five years ago, during which time owners recorded
substantial increases in incomes and values. Refinancing for these
assets, even in today’s tighter environment, is available as a result.
Loans issued in the 12 to 18 months leading up to the market shift had
the most aggressive underwriting, but many of these mortgages fea-
tured interest-only periods of three to five years, providing operators
time to work through the economic downturmn. Some of these aggres-
sively financed assets in the hardest-hit local economies are likely to
default in the near term, though this is unlikely to cause an overall, sys-
temic distressed environment.

Low Interest Rates Helping Offset Higher Spreads. The yield
on the 10-year Treasury fell to a low of 3.3 percent in March but has
since increased; however, at approximately 4 percent, it is still 125
basis points below last summer. Despite concerns surrounding the
weak dollar and inflation, investors will continue to look to U.S.
Treasury as a safer alternative to stocks, which have been prone to dra-
matic swings. As a result, the 10-year is forecast to end 2008 in the
high-3 to low-4 percent range.

Marcus g Millichap

RESEARCH SERVICES

Special Report...

continued from pg. 14

Report prepared and edited by
Hessam Nadji Erica Linn
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Calendar
Internet Seminar Series 2008 for Business
Managers, Owners & Executives

Tuesday, Aug. 12 and
Tuesday, Sept. 9 (8:30 a.m.
until 11:00 a.m.) at Redlands
Chamber of Commerce,
Meeting Room

Seminar I: Basics of the
Internet

Provides a variety of infor-
mation that will enable better
understanding of the rapidly
changing geography of the
Internet, providing the frame-
work to understanding how to
successfully position your com-
pany. Proactive ideas will help
to make your site more effec-
tive. In addition, discover acces-
sible tools to evaluate your
online success, as well as that of
your competition. Ron Burgess
of Burgess Marketing
Consultancy, speaker.
Sponsored by the Redlands
Chamber of Commerce, Altek
Media Group and RedFusion™
Media, Inc. Check-in &
Continental Breakfast - 8:30
am.. Seminar begins at 9:00
am.; Cost: $39.00 per seminar.

Thursday, Aug. 14 and
Thursday, Sept. 11 (2:00 p.m.
until 4:30 p.m.) at Redlands
Chamber of Commerce,
Meeting Room

Seminar Il: Online
Marketing

Includes advanced market-
ing techniques and methods,
with in-depth information on
how to drive customers and
prospects to your Website.
Learn how to measure return on
invested marketing programs.
Specific examples from real-life
situations will help you under-
stand how to assess the right
approach to take, to meet your
business goals. Ron Burgess of
Burgess Marketing
Consultancy, speaker.
Sponsored by the Redlands
Chamber of Commerce, Altek
Media Group and RedFusion™
Media, Inc. Check-in &
Continental Breakfast - 8:30
am.:. Seminar begins at 9:00
a.m.; Cost: $39.00 per seminar.
Check-in & Continental
Breakfast - 8:30 a.m. ; Seminar
begins at 9:00 a.m.: Cost:
$39.00 per seminar

Space is limited. To register
visit www.redfusionmedia.com-
[seminar.htm or phone registra-
tion or for more information
call: (909) 798-7092 or 800-
280-0903 or E-mail: mar-
garet@redfusionmedia.com
with Seminar in the subject line.

not ask for better or more.
¢ Parking: Cool under-
ground, valet service and free
* Pool Area: Perfect

Visit The Rivie...

continued from page 44
150,000 square feet of meeting

space----- 23 breakout rooms
with a total of over 30,000 My only disappointment:
square feet of space----12 sky-  To access the Internet, you

box meeting rooms----15,000  must give online your name, e-
mail address, credit card num-

ber and information. 1 do not

square feet of prefunction area-
--7,000 square foot banquet
kitchen and a fully equipped
business center.

give credit card and/or personal
information to online
unknowns. It would be much

Summary better that Internet access
* Food excellent charges be billed to your hotel
* Service: All hotel employ-  room.

ees are more than willing to

help you and have a great atti- Recommendation:

tude---just ask. Go! Go! Go! Get a deal!
* Entertainment: You could  Get a gas card! Enjoy! We did!

TRITON

Communications, Inc

Plase allow us to miroduce ourselvns: Triton Commamic stions B, 4
full service tele conmnmy gions ¢ompany. Onziall formed n 1981,
Please allow us to introduce ourselves: Triton Communications, Inc.. a full
service lelecommunications company, Originally formed in 1981, and
Incorporated on August 12th 1982, We began as » contracior providing
instullation service for Rolm of California. In 198S, Tritan

Communications, Inc. became an interconnect and began 10 serve its own

CUNIOmOrs

withus day Pleas review the

Tt Fruvevamicainne e s WE S1E YEry prowd 1o say that muany of our ofiginal customers are still with

us today. Please review the list of services and qualifications below, We are
certwin you will find that Triton Communications, Inc. can be of asustance 10 you and your company. We have
a very well tramed technical staff and our mstallation and service technicians have an average of fificen years

experience cach. The following is 4 list of our services,

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

s £ )7 & —i

Trton Communications, Inc.
663 Brea Canvon Road Ste, 4
Walnut, CA 91789
Phone:909,594 5895
Fax:909.598 2832
www Intoncomm.com

|
I
g

Call Bill

]

Book of Lists

Reserve your advertisement space today
in the Inland Empire’s premier reference tool.
Anthony at 905-483-4700 or
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Real Estate No...

continued from pg. 34

cent skylights as well as single
and cross-dock loading. In
addition, all buildings will be
submitted for “green” or
Leadership in Energy and
Environmental Design (LEED)
certification. Hillwood is com-
mitted to green development
and has recently completed five
buildings in San Bernardino
that have been submitted for
LEED certification...............
OliverMcMillan, the develop-
er of the City of Ontario’s his-
toric Guasti District, has
selected Kimpton Hotel &
Restaurants to operate the city’s
first luxury boutique hotel.
Kimpton, one of the leading
boutique hotel companies in the
US, will run the new 125-room,
Four Star Hotel, which will be
situated at the heart of the
Guasti District and is projected
1o open in summer
20105000 In a Corona lease,
Assa Abloy Door Group Inc.
agreed to a 61-month, $3.1 mil-
lion deal for a 93,700 sq. fi.
($0.54/sf/mo) property at 255

Airport Circle, located within
the West Corona Industrial
Center, east of the 71 Freeway
between the 91 Freeway and
Corona Municipal Airport.
Assa Abloy, a provider of com-
mercial door products, plans to
use the facility for assembly
and distribution  purposes.
Mitch Zehner and Louis
Tomaselli of Voit Commercial
Brokerage represented the
landlord, Oak Properties, a
commercial leasing company
located in San Diego. Luke
McDaniel and
Driscoll, also with Voit, repre-
sented the tenant in the transac-

Cameron

Husgvarna Construction
Products, a manufacturer of
equipment and diamond tools
for the construction and stone
industries, signed a five-year,
$3 million lease for an 87,000
sq. ft. ($0.57/sf/mo) industrial
building. The property is locat-
ed at 265 Radio Road, near the
15 and 91 Freeways, and fea-
tures 30-foot clear ceiling
heights and 10 dock-high
doors. Husgvarna will use the

building as its Southern

California manufacturing and
warehouse facility. Tim Hawke
of Strata Realty represented
the lessor, Rexmor LLC, in the
transaction. Chris Migliori and
Paul Gingrich of DAUM
Commercial Real Estate rep-
resented the tenant in the trans-
ACHON. :: vissensnsi A 247k sq. ft.
retail shopping strip at 903-911
and 951-975 West Foothill
Blvd in Claremont sold for
$3.325 million ($135/sf). The
property is along Foothill
Boulevard with very high traf-
fic counts for the area. Many of
the tenants are long-term occu-
pants with well established
businesses which depend upon
Richard
Longobardo of Marcus &
Millichap represented the
buyer and the
California-based
ETOUP . vociiarinansins In an Apple
Valley land sale, Scottsdale,
AZ-based America’s Tire pur-
chased one acre of land at the
southwest corner of Highway
18 and Thunderbird for the
development of a new store.
The land was sold by a private
investor. Jeff Ottman of Grubb

area residents.

seller, a
investment

& Ellis represented the seller,
while Melissa Fish of Tafco
Realty
DUy T v rareees In Ontario, a

repped the

private family investment enti-
ty purchased a 2,400 sq. ft.
Jack-in-the-Box property at
4351 Ontario Mill Parkway for
$2.32 million ($967/sf). Built
in 1978, the property is situated
at the intersection of I-10 and I-
15. Warren Berzack of
Investment Real Estate
Associates represented the
buyer in the transaction. The
seller, GE Capital Solutions,

represented itself

This column provides a
review of the latest commercial
real estate activity {hl'uuqhu“[
the Inland Empire. It is pro-
duced in a joint media effort
between the Inland Empire
Business Journal and
Rentv.com, a leading Internet
real estate news site which has
been covering the industry in
California for nine years. For
more commercial real estate
information  from  around
California, 20 o

www.reniv.com.,

olutions.

=
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RESTAURANT REVIEW

My Dinner With Tommy Bahama
By Joe Lyons

with a series of other retailers Beach Florida look to it. No
who carry the line. The line con-
sists of camp shirts and slacks.
sandals and deck shoes, golf
clubs and cigar ashtrays. Home
furnishings, et cetera, et cetera,
el cetera.

So popular has the line
become that a series of

There is no such person as
Tommy Bahama. He is a mar-
keting image, like Betty Crocker
or Uncle Ben.

He is a combination of a
Jimmy Buffet Parrothead and
the sort of man who reads
Playboy,
along  with
Bl 2 arr
Aficionado
and The Robb
Report. He is
the “purveyor
of island
lifestyles.’
Through the
last decade or
so he has

Crab Calloway.
plastic fish. No pink netting. The soups are Tortola
There i1s some rattan and wicker.  Tortilla and Cooper Island Crab
Dark wood accents the lighter  Bisque. With bits of crab and a
paint job. good cream sauce, the bisque
And then there is the food. was as good as the better lobster
We started with rum drinks.  bisques that I have had. The
Although Bahama has its own Tortilla soup, with chicken bits
line of light and dark rum, it is and lime sour cream sauce was
spicy and good.
For entrees,
we went with the
Sanibel Stuffed
Chicken and the
Long Island New
York Strip. They
really had to
stretch to get the
island reference
on the meat dish,
but it works. It was a 14-ounce
center cut brushed with sea-
soned butter and served with
onion rings. The stuffed chicken
was moist and flavorful. It was
stuffed with a herb cheese and
roasted red peppers and had a
parmesan and Japanese bread-
continued on page 39

restaurants (called Tropical
Cafés) have sprung up,
attached to some of the tonier
stores. There is one in
Newport Beach, of course
There is one coming soon to
Las Vegas. And there is one
in Palm Desert, naturally on
El Paseo, the Rodeo Drive of
the desert.

Located on the corner of
El Paseo an acquired taste. As our wait-
and Lupine  ress said, “It's not for every-
Lane, the one." So we went with the
restaurant is Bacardi. One great Mohita and
| actually on one strong rum and diet cola.
i the second Heady stuff.
| floor of the Appetizers consist of such
store. (Or  humble titles as Tommy's World
the store is  Famous Coconut Shrimp and
below the
restaurant;
o it's all a
matter of perspective.) The
decor is not as bad as you might
expect. It actually has a South

come Lo
define upscale casual. Even
though I have a Tommy
Bahama tie, he represents an §
open collar, slacks and sandals
look.

The company actually was
founded by three guys who
wanted to represent a contem-
porary way of life. Not surpris-
ingly, they operate from the
capital of West Coast cool,
Seattle. Their motto is, “Where
life is one long weekend.”

Today there are some 50
Tommy Bahama stores, along

THE HISTORIC

GALLEANO WINERY

A
New York Grill.,

009 / 987-1928

950 Ontario Mills Drive, Ontario

Mon / Thur 11:30 a.m. - g: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. - g:30 p.m. * Reservations Recommended

We can custom

design a label just
. for you using:
Photos, Logos,
Colors, Invitations,

It’s New York without the attitude! This award-winning
restaurant is where famous fare is finely defined. Our menu

Themes features prime steaks, Australian lobster tail, garlic roasted

chicken, rack of lamb, prime rib and fresh seafood

Weddings * Anniversaries specialties. Join us for jazz in our Manhattan Room where
Birthdays « Special Events
Graduations * Holiday = Gifts

Wine Tasting Available Daily

acclaimed artists have made us the Inland Empire’s most
intimarte jazz experience! We take care of every detail with

3 innovarive menu items, specialty dishes, dramatic desserts,
4231 Wineville Road
Mira Loma, CA 91752
(951) 685-5376 or (951) 360-9180
www.galleanowinery.com

outstanding wine selection and entertainment to comple-

ment your dining experience - and discover our magnifi-

- cent banquet rooms, perfect for hosting your next event.
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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“What to Say to a Porcupine:
20 Humorous Tales That Get to The

Heart of Great Customer Service,”

by Richard S. Gallagher;
Amacom, New York, New York;
2008; 110 pages; $19.95.

Summer is the traditional
time for light reading, even in
the world of business books.
Author Richard Gallagher has
developed one of the more
clever efforts this season. He
takes his lead from the ancient
Aesop’s fables by substituting
animals for people in a series of
situational case studies that are
all focused on how to provide
better service to customers.

Just as  Aesop did.
Gallagher also offers “morals”
to each of the fables while
offering a modern twist: discus-
sion questions that are most
appropriate when the book is
used as a teaching vehicle to
bring employees up to speed on
the importance of customer
service.

Most of the tales are orient-
ed toward retailing or prof-
itably furthering business-to-
consumer relationships.
Business-to-business situations
aren’t  heavily  stressed,
although the points he makes
are certainly valid in either B-
10-C or B-to-B situations.

The author makes one of
the key points early in the book
about its purpose in the tale he
calls “Running with the Pack.”
The moral is that listening to
what your customers tell you is
a key step to help improve cus-
tomer service, an essential step
toward building a better bottom
line.

‘Gallagher notes:

“Moving from fables to the
real world, you can often see a
direct link between service
quality and crowd size at many
;ﬁﬂmplmwbere you eat. For
example, different restaurants
in the same chain often have
wildly different levels of suc-

cess depending on how cus-
tomers are treated. More impor-
tant, the fortunes of the same
restaurant can change dramati-
cally with even subtle changes
in how customers perceive the
level of service, even when the
food is exactly the same. When
employees are unmotivated and
customers don’t come first,
crowds usually get smaller and
smaller until these restaurants
eventually go out of business.
And...the restaurant owners
probably never even under-
stood why.

“You can change this
dynamic by making a habit of
asking customers what they
think, and then using this feed-
back to improve your opera-
tions. No matter what profes-
sion you are in, input from your
customers holds the keys to
your success. Listen to what
whey tell you—and more
important, react to it—and you
will be at the top of your game
in any business.”

Even though the book takes
its title from the cautionary tale
of dealing with rude, hard-to-
satisfy customers (the “porcu-
pines”), the “You and Your
Service Team™ section offers
some sophisticated approaches
to managing customer relations
within your organization.

The author comments:

“Once upon a time, the
stereotypical athletic coach—
and the stereotypical manag-
er—was a tough-love type who
motivated through fear and
intimidation. “Look at today’s
most successful coaches—Ilike
baseball’s Joe Torre or basket-
ball’s Phil Jackson—and you'll

see people who behave more

like psychologists than slave

drivers.... Both have one thing

in common: more champi-
onships than anyone in their
generation.,

“If you supervise others,
take a hard look at your own
coaching style. People hate
being criticized, but love learn-
ing new skills. And when you
put the basics of
strength-based coaching 1o
work for you, you’ll notice the
difference in your team’s per-
formance.”

We have already entered a
difficult economic period in

positive,

which growing a business will
rely more than ever on the rep-
utation for building solid cus-
tomer relationships. “What to
Say to A Porcupine” makes no
pretences about being the
definitive work on building
great customer service. It is,
however, an easy-to-read teach-
ing vehicle about building prof-
itable relationships with the
people who are most important
lo everyone in your business:
your customers

- Henry Holtzman

“Bestselling Business Book@

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 Post-American World™ by Fareed Zakaria (W.W. Norton & Co

..$2595) (1)*

Why the 21st Century will not be “the American Century.”
2. #21 Distinctions of Wealth: How to Create Unlimited Abundance

in Your Life,” by Peggy McColl (John Wiley & Sons..

.$15.95) (4)

How to become wealthy and stay that way.
3. “Debt Cures “They™ Don’t Want You to Know About,” by Kevin

Trudeau (Equity Press...$25.95) (5)

What banks and credit card companies prefer you not to know.
4. “Winners Never Cheat: Everyday Values We Learned As
Children (But May Have Forgotten),” by Jon M. Huntsman (Wharton

School Publishing...$19.95)(2)

Why playing by the rules is still the only way to win.
5. “The Logic of Life: The Rational Economics of An Irrational

World,"” by Tim Harford (Random House..

-$19.95) (3)

Why economics always appears logical when nothing else does.
6. “When Markets Collide: Investment Strategies for the Age of
Global Economic Change,” by Mohamed El-Erian (McGraw

Hill...$27.95) (8)

New investment strategies as seen by the global investment guru.
7. “Launching a Leadership Revolution: Mastering the Five Levels
of Influence,” by Chris Brady and Orrin Woodward (Business

Plus..,$23.99) (6)

Detailed view of how to develop leadership skills.

8. “The Five Lessons a Millionaire Taught Me About Life and
Wealth™ by Richard Paul Evans (Simon & Schuster Trade...$14.95)%*
Why the wealthy are different in a variety of ways.

9. “The Dip: A Little Book That Teaches You When to Quit (and
When to Stick)™ by Seth Godin and Hugh Macleod [Tllustrator]

(Penguin Group — USA...$12.95) (8)

Why winners often quit while losers stick.

10. “Women and Money: Owning the Power to Control Your
Destiny,” by Suze Orman (Random House...$24.95) (9)

Guru of women's financial empowerment tells how it’s done.

(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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The Seven Sins...

continued from pg. |3

ditional narrative strategic plan
into a StrategyPrint—a concise,
two-page blueprint for your
business. Page one contains the
insights your team has generated
regarding the markel, cus-
tomers, competitors and the
organization itself. Page two
contains the action plan, align-
ing the goals, objectives, strate-
gies, tactics and metrics. The
simplicity and brevity of a tool
such as the StrategyPrint allows
managers to easily update it on a
daily basis, making it a func-
tional real-time strategic plan.

Sin #7: Not challenging
business as usual

At the heart of strategy is
resource allocation, so at the
heart of a stralegic manager's
work is their ability to effective-
ly allocate their limited
resources. When a manager has
had success, it is common to
continue to allocate resources in
the same manner that led to that
success. However, as the con-
text of the business changes in
the form of market trends,
evolving customer needs, new
competitor offerings, etc., the
resource allocation formula that
led to that success will need to
be renewed.

Action: Take time during the
quarterly Strategy Tune-up ses-
sions to evaluate the assump-
tions on which resource alloca-
tion decisions have been made.
This will eliminate the business-
as-usual mindset that causes
many successful managers to be
cast into business purgatory.

Be on guard for the seven
sins of strategy, for repentance
alone won’t guarantee business
salvation. Salvation will come
to those with a dedication to
strategic thinking excellence.

For more information, con-
tact Rich at (847) 756-4707, or
to receive a free copy of his
monthly e-publication Strategic
Thinker, visit www.strate-
gyskills.com.

More Myths Abo...

continued from pg. 12

one from Ireland just as easily as
Thailand.

Try asking customers how to
say “hello™ or even your name
in their native tongue. You may
be slightly embarrassed as you
struggle with their language but
they’ll love you for it because
now you know how they feel
trying to speak English.

If you want to be truly suc-
cessful with people from other
cultures, you must make this
agreement with each and every
one of them. “I will teach you
about American customs and
practices as it relates to my busi-
ness. In exchange, [ want you to
teach me about your cultural
background.” In this way, you
develop a mutually-beneficial
relationship which will hopeful-
ly last a lifetime.

Michael Soon Lee, MBA,
CSP, has been a retail and serv-
ice manager as well as a multi-
cultural consultant for over 30
vears. Michael can be reached
at (800) 41-SPEAK or by e-mail

at: michael@EthnoConnect.com.

InstaDecision: 4...
continued from pg. 15

people feel? After you've col-
lected your personal research,
you'll be able to speak in the
first person as a runner. Pretend
you're one of those successful
fiction authors writing under a
pseudonym. Tell your story like
you live it. Now your cus-
tomers will be able to personal-
ly connect with you because
you've become one of them.

Why do people underesti-
mate the power of this?

There are two reasons that
nonlinear decision making and
inductive reasoning are less
valued than linear decision
making and deductive reason-
ing. Both are based on the mis-
perception that nonlinear deci-
sion making and inductive rea-
soning are inherently irrepro-
ducible, unverifiable, unpre-

dictable and thus unreliable.

1) Despite that fact that
humans are born as empathic,
introspective and unbiased
“pattern recognition
machines,” the vast majority
become linear deductive deci-
sion makers. Through their
educational experiences and the
very basis of our scientific soci-
ety, deductive is valued over
inductive and linear over non-
linear.

2) Once the nonlinear and
inductive skills are atrophied,
those that undervalue what they
can no longer do easily (nonlin-
ear decision making) believe
that these skills are unlearn-
able. Nothing could be further
from the truth.

In short the problem is not
that “gut” is unreliable or *“sam-
ple size of one™ (intuition) is
too small. The problem is in
those who devalue this innate
human ability. The next time
you're faced with a decision
your gut and head argue about,
don’t be afraid to go with your
gut, it just might know more
than you think it does.

“The fault lies not in our
stars Horachio, but in our-
selves.”

- William Shakespeare

For more information, visit
Dr. Maurice A. Ramirez’s
WWW, 3 =

Website at

My Dinner W...

continued from pg. 37

crumb crust. The strip, which [
ordered medium, seemed like it
was medium rare, but it was so
good that I didn't ask for any
sauce to put on it. I took it as it
was served. It was delightful.

We split a very generous
side of “Perfect Storm Smashed
Potatoes.” Too many restaurants
are serving some sort of paste
called mashed potatoes these
days. It is always a pleasure to
find light fluffy. tasty mashed
potatoes and these were them.
Other side dishes with island
names included Dr. Mambo's
Plaintian Combo and Tommy
Bahama's Island Almond Rice.

Desserts are positively dan-
gerous and jack your blood sug-
ars till they register at Cal Tech.
Things like Wha'jamaican
Chocolate Cake and Pineapple
Upside Down Vanilla
Cheesecake. I foolishly went
with the Blackbeards
Butterscotch. It is made from
dark brown cane sugar, buttered
cream, vanilla and scotch
whiskey, blended and served
chilled, with caramel sauce and
fresh whipped cream. I am seiz-
ing up just writing this.

After dinner I did the only
proper thing. I went downstairs
to the store and spent money.
Well, you would have too.

Tommy Bahama's Tropical
Café and Bungalow Bar, along
with the Emporium, are located
at The Gardens of El Paseo, 73-
595 El Paseo #2200 B, Palm
Desert 92260. For reservations
call 760-836-3338.

Yeu Cax Beesste Paxt Of The Manthdy
Caupens Lacol Frouckise Success Steny
The Coupon Iodustry is thriving. 79% of the United States

population wes coupons. Coupons have remained strong no
maifer what stage the ecconomy isal. -

Staet o Mandbly Conpans Framchise in guon Homee Towm!
(909)386-0550
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NEW BUSINESS County of San Bernardino

RIVERHOUSE RENTAL
1042 N. MOUNTAIN AVE #B
134

UPLAND, CA 91786

A H REHMAN

7880 LAYTON ST
RANCHO CUCAMONGA,
CA 91730

ACE CONSTRUCTION
657 NORTH VALLEJO WAY
UPLAND, CA 91786

AG-TECH DAIRY & FOOD
LABORATORY

13529 EUCLID AVE
ONTARIO, CA 91762

ALFARO JR. TRUCKING
2415 W. LUGONIA AVE
REDLANDS, CA 92374

ALTA LAGUNA
COMMUNITY

10210 BASELINE ROAD
RANCHO CUCAMONGA,
CA 91701

& B SECURITY
SERVICES

7355 LYONS AVE
HESPERIA, CA 92345

BAD ASS COFFEE
COMPANY RANCHO
CUCAMONGA

11460 KENYON WAY STE. 108
RANCHO CUCAMONGA,
CA 91701

BAXTER DOGS

12583 HIGHLAND AVE
RANCHO CUCAMONGA,
CA 91739

BLACK OAK REAL
ESTATE

23794 LAKE DR
CRESTLINE, CA 92325

BLUE PALM CORP.

15450 WEST SAND STREET
SUITE 200

VICTORVILLE, CA 92392

BRITT'S OFFICE
12918 4TH ST
YUCAIPA, CA 92399

BRIVAL CLEANING
SERVICES DBA JANPRO
11088 CARLOW CT
ALTA LOMA, CA 91701

BUDGET INN OF
ADELANTO

11625 LAWSON AVE
ADELANTO, CA 92301

CALICO CONSULTANTS
S50W 6TH ST
ONTARIO, CA 91762

CERTIFIED WELDING &
EXHAUST

321 HIGHWAY 138
CRESTLINE, CA 92325

8980 BENSON AVE SUITE C

MONTCLAIR, CA 91763
CHIMNEY CHARM
39609 BIG BEAR BLVD
CJS PC REPAIR &
NETWORKING

10570 MUSTANG CIRLCE
MONTCLAIR, CA 91763

CLEANING SERVICE
9595 RAMONA AVE
MONTCLAIR, CA 91763

CORNERSTONE AUTO
TRANSPORT

19512 JURUPA AVE
BLOOMINGTON, CA 92316

CUSTOM IMAGE AUTO
DETAILING

2644 SECRET DRIVE
RUNNING SPRINGS, CA
92382

DANIEL TAYLOR

8182 RANCHERIA DRIVE
RANCHO CUCAMONGA.
CA 91730

DIALYZE UNIVERSITY
10808 FOOTHILL BLVD,
SUITE 180-158

RANCHO CUCAMONGA,
CA 91730

DIVERSE CAPITAL
SOLUTIONS CORP.

15450 WEST SAND STREET
SUITE 201

VICTORVILLE, CA 92392

DOMINOS PIZZA

8127 MULBERRY AVENUE
#101

FONTANA, CA 92335

EDELWEISS DESIGNS
23939 CRESTA DRIVE
CRESTLINE, CA 92325

EMERITUS AT VICTORIAN
COURT

1031 N. EUCLID AVENUE
ONTARIO, CA 91762

EXSALONCE HAIR
STUDIO

17144 SLOVER AVE., SUITE
K-117

FONTANA, CA 92337

FOR THESE THREE
154-A WEST FOOTHILL
BLVD

UPLAND, CA 91786

FORECLOSURE STOP
CENTER, INLAND HELP
DIVISION

1221 E. BIG BEAR BLVD.
BIG BEAR CITY, CA 92314

FOUR SEASONS
GARDENING AND
IRRIGATION SERVICES
6651 KAISER AVE
FONTANA, CA 92336

FOWLER AND
ASSOCIATES

2157 MALATI CIRCLE
UPLAND, CA 91784

FROG QUEEN CARDS &
GIFTS

204 W. F STREET #14
ONTARIO, CA 91762

G & K PROPANE 8
YUCCA VALLEY. CA 92284

AX GLOBAL GROUP
DEW POINT

3052] INDEPENDENCE AVE
REDLANDS, CA 92374

GOODGUYS SMOG 2
24927 EAST 5TH STREET
SAN BERNARDINO, CA
92410

GREEN LIFE NUTRITION
935 W FOOTHILL BLVD.
RIALTO, CA 92376

GREEN VALLEY
LANDSCAPE

1426 W. JACKSON ST
RIALTO, CA 92376

H & B SERVICES
19576 KENDALL DRIVE
SAN BERNARDINO, CA
92407

HIGH DESERT
INDUSTRIAL SECURITY
SERVICES, INC.

22366 PAHUTE RD.
APPLE VALLEY, CA 92308

HOME PLUS FURNISHING
AND HAWAIIAN CAFE

425 E. FOOTHILL BLVD
RIALTO, CA 92376

HOUSE OF ANGELS
3664 NORTH E STREET
SAN BERNARDINO, CA
92405

INLAND FIRE &
SECURITY

295 S. SIERRA WAY
SAN BERNARDINO, CA
92408

INLAND SIGNAL &
SECURITY

295 S. SIERRA WAY
SAN BERNARDINO, CA
92408

INTELCOMPUTERS
1101 N.MT VERNON AVE
COLTON, CA 92324

J & J ACCESSORIES
9773 SIERRA AVE
FONTANA, CA 92335

JAE GROUP INC.
6540 KAISER AVE
FONTANA, CA 92336

JIRON AND ASSOCIATES
9719 SUMMERHILL RD
RANCHO CUCAMONGA,
CA 91737

KEEPIT ON THE DL
7697 LAUREL AVE
FONTANA, CA 92336-2371

L.LG. COSMETICS

10655 LEMON AVE. APT. 702
RANCHO CUCAMONGA,
CA 91737

LATOURETTE REALTY
2321 DENAIR AVE
HIGHLAND, CA 92346

LASER SHAPING
CENTERS

13193 CENTRAL AVENUE
#210 .
CHINO, CA 91710

LEGAL FUNDING
NETWORK, LLC

21953 TANAGER ST
GRAND TERRACE, CA 92313

LINA'S CLEANERS

16137 GREEN TREE BLVD
#1

VICTORVIILE, CA 92395

MACKENZIE WELLS

555 NORTH G STREET #3117
SAN BERNARDINO, CA
92410

MARCUS PROPERTIES
13677 OAK MESA DR
YUCAIPA, CA 92399

MCDONALD FAMILY
CHILD CARE

2091 1ST LANE

BIG BEAR CITY, CA 92314

MEDICINAL APPAREL
1959 S. FERN AVE
ONTARIO, CA 91762

MEXICAN RESTAURANT
CENADURIA LA GORDA
10654 CEDAR AVE,
BLOOMINGTON, CA 92316

MOUNTAIN CREATIVE
SERVICES

607 HIGHLAND ROAD

BIG BEAR LAKE, CA 92315

MT. HIGH DELIVERIES
2707 APPLEWOOD DR
ONTARIO, CA 91761

NEAT BRAIDS &
NATURAL HAIR STYLES
BY ELISHA

10523 MAPLE AVE
BLOOMINGTON, CA 92316

NEOVESTORS
6990 GALATINA PLACE
ALTA LOMA, CA 91701

O'SHEA'S DELIVERY
SERVICE

2519 TAHOE DRIVE
ONTARIO, CA 91761

PACKMULE EDUCATION
& CONSULTING
SERVICES

12913 CALIFORNIA ST
YUCAIPA, CA 92399

PEMBROKE DOWNS
12400 CYPRESS AVENUE
CHINO, CA 91710

PERSONAL AMBASSADOR
256 CAJON STE. D
REDLANDS, CA 92373

PLAYFUL BEGINNINGS,
INC.

33878 GOLDEN CROWN WAY
YUCAIPA, CA 92399

POWER PLUS PRODUCTS
602 N EUCLID AVE STE:A
ONTARIO, CA 91762

PRODIGY CLOTHING
COMPANY

6820 CORAL CT.

ALTA LOMA, CA 91701

R URECYCLING?
7750 PALM AVENUE
HIGHLAND, CA 92346

RAM PROPERTIES
GRAND TERRACE

21900 BARTON RD SUTTE 109
GRAND TERRACE, CA 92313

S.TEAM.
1838 E. CEDAR ST
ONTARIO, CA 91761

SENSIBLE SOBRIETY
508 PIONEER RD

LAKE ARROWHEAD, CA
92352

SHH. KEEPIT ON THE DL
7697 LAUREL AVE
FONTANA, CA 92336-2371

SPRING VALLEY LAKE
CLEANERS

12170 SPRING VLY PKWY
VICTORVILLE, CA 92392

STEAM AND GAS
1838 E. CEDAR ST
ONTARIO, CA 91761

STONEWORKS #1
714 LARODA CT
ONTARIO, CA 91762

STYLISH DWELLING
DESIGN CONSULTANTS
2338 SCORIA COURT
CHINO HILLS, CA 91709

SUCCESS WITH SUSAN
420 ORIENTAL AVE
REDLANDS, CA 92374

T & S COMPOUNDING
PHARMACY, INC.

735 ELM WAY
UPLAND, CA 91786

TAKE THE FIRST STEP
MARKETING

6627 DENNY AVENUE
NORTH HOLLYWOOD, CA
91606

THE EMPLOYMENT GUIDE
§282 WHITE OAK AVE,
SUITE 108

RANCHO CUCAMONGA,
CA 91730

TIKI TERIYAKI
3055 S. ARCHIBALD AVE. #F
ONTARIO, CA 91761

UNDER THE SON
8230 HEMLOCK AVE
FONTANA, CA 92335

VICTOR VILLA
13393 MARIPOSA ROAD
VICTORVILLE, CA 92392

WILSON & BELLAUTO &
TRANS REPAIR

8846 8TH STREET
RANCHO CUCAMONGA,
CA 91730

WRIGHTWOOD DRY
CLEANERS

6036 CEDAR STREET
WRIGHTWOOD, CA 92397

XTREME CLEAN PLUS
2745 MOUNTAIN VIEW DR
RUNNING SPRINGS, CA
92382-0707

395 LOS COMPADRES
15655 HWY 395
VICTORVILLE, CA 92394

ACT MEDIA

24769 REDLANDS BLVD
SUITE G

LOMA LINDA, CA 92354

AGGRESSIVE FEELINGS
14317 WOODLAND DR
FONTANA, CA 92337

AINTREE WOODCRAFT
33501 OAK GLEN RD
YUCAIPA, CA 92399

ALL SHOES

1042 WATERMAN AVE
SAN BERNARDINO, CA
92410

ANY FREIGHT
ANYWHERE

4037 PHELAN RD,,
STE. A, APT 233
PHELAN, CA 92371

APPLE DENTAL CENTER
19190 US HIGHWAY 18,
SUITE A

APPLE VALLEY, CA 92307

BARKERS FREIGHT
EXPRES
6783 JASMINE CT
CHINO, CA 91710

BEDAZZLED

35986 CALLE ELVIRA RD
NEWBERRY SPRINGS, CA
92365

BELLA NAIL SPA

12281 APPLE VALLEY RD
#104

APPLE VALLEY, CA 92308

BIG O TIRES OF
VICTORVILLE

12932 - A HESPERIA RD
VICTORVILLE, CA 92395

BING FOX
ENTERTAINMENT

7550 SMALLWOOD PL.
RANCHO CUCAMONGA,
CA 91730

BLOOMINGTON
RECYCLING INC.

18434 VALLEY BLVD
BLOOMINGTON, CA 92316

BOUNCE IT UP
52 EUCLID PLACE
UPLAND, CA 91786

BROOKS

INTERNET SALES
1580 W TOWNSEND ST
RIALTO, CA 92377

BUDGET INN
14153 KENTWOOD BLVD
VICTORVILLE., CA 92392

C.E.M. SALES

6769 GILBERT PL.
RANCHO CUCAMONGA,
CA 91701

CHERRY NAILS & SPA
7470 CHERRY AVE #103
FONTANA, CA 92335
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CHONG'S GARDENING
10097 MILLS AVE
MONTCLAIR, CA 91763

CM-MOTORSPORT
21829 BARTON RD
GRAND TERRACE, CA

92313

COYOTE UNLIMITED
41013 VALLEY OF THE
FALLS DR

FOREST FALLS, CA 92339

CROWN PAINTING
CONTRACTORS

18 EAST STATE STREET
REDLANDS, CA 92373

CYBERMAN
9241 CIELITO ST
ALTA LOMA, CA 91701

DADS POOL SERVICE &
REPAIR

9100 HEMLOCK ST
RANCHO CUCAMONGA,
CA 91730

DAN C J INTERNATIONAL
25834 AMAPOLAS ST
LOMA LINDA, CA 92354

DOMINO'S PIZZA
9885 CENTRAL AVE
MONTCLAIR, CA 91763

DUNN RITE LOADING
SERVICES

755 S. PAMPAS AVE
RIALTO, CA 92376

NEEW L BV SIENVE SIS

s — —

AZUCENA'S GORDITAS
RESTAURANT

52565 HARRIZON ST. STE. 108
COACHELLA, CA 92236

VALENCIA, MICAELA
81280 BEGONIA C1
INDIO, CA 92201

TOP SALES AND
SERVICES

2021 PASEO RACQUETA
PALM SPRINGS, CA 92262

KHOURY, LUJIA
2021 PASEO RACQUETA
PALM SPRINGS, CA 92262

BLOOM CONTAINER
GARDENS

79301 SPALDING DR
BERMUDA DUNES, CA
92203

THOMSON, KEVIN LEROY

79301 SPALDING DR,
BERMUDA DUNES. CA
92203

THOMSON, TERRI ALICE
79301 SPALDING DR.
BERMUDA DUNES, CA
92203

IGLESIA NUEVA CREA-
CION EN CRISTO

49571 CINNABAR LN
COACHELLA CA, 92236

EW BU

ECCENTRIC ENERGY
21169 MULTNOMAH ROAD
APPLE VALLEY, CA 92308

EXECUTRAIN OF THE
INLAND EMPIRE

3200 E. INLAND EMPIRE
BL. #220

ONTARIO, CA 91764

FIELDS FAMILY
COUNSELING SERVICE
8333 VINEYARD AVENUE #2
RANCHO CUCAMONGA,
CA 91730

FINE ART IN WOOD
560 ROSE LANE
TWIN PEAKS, CA 92391

FONLYNX INC,

14726 RAMONA AVE. 3RD
FLOOR

CHINO, CA 91710

FRANKS SMOKE SHOP +
MART

14433 7TH ST. SUITE 4
VICTORVILLE, CA 92395

G & GAUTO CARE
31685 STATE HWY |8
LUCERNE VALLEY, CA
92356

GMI PROPERTY
MANAGEMENT

14440 CIVIC DRIVE, SUITE
100

VICTORVILLE, CA 92392

e M T R S T

FIMERES, FIMBRES
49571 CINNABAR LN
COACHELLA, CA 92236

MARQUEZ, FERNANDO
48095 JILLIAN CT
INDIO, CA 92201

MONTEZ, JENNY
49571 CINNABAR LN
COACHELLA, CA 92236

ULTIMATE VISIONS
23233 BERRY RD

DESERT HOT SPRINGS.CA
92241

CARROLL, NAM FON
23233 BERRY RD.

DESERT HOT SPRINGS, CA
92241

CARROLL, WILLIAM LE
MOINE

23233 BERRY RD.

DESERT HOT SPRINGS. CA
92241

DIESEL #3
74-794 42ND AVE., UNIT 2
PALM DESERT, CA 92260

O'NEIL, MICHAEL ALLAN
52105 AVENIDA HERRERA
LA QUINTA., CA 92253

AAA QUALITY
COMMUNICATIONS
74-794 42ND AVE, UNIT 2
PALM DESERT, CA 92260

SINESS ('

R

GRAFFITI GRINDERS
7830 ARCHIBALD AVE
RANCHO CUCAMONGA
CA 91730

HANDY ROCKY
70995 INDIAN TRAIL
29 PALMS, CA 92277

INNOVATIVE RENTALS
AND LEASING

7528 BURGUNDY AVE
RANCHO CUCAMONGA,
CA 91730

INTEGRITY AUTO
DEALING

9045 CHANTRY ST. APT.#2
FONTANA, CA 92335

JOONEY'S BBQ
4449 HOWARD STREET
MONTCLAIR, CA 91763

KULWINDER KAHLON
INSURANCE ANENCY
15555 MAIN ST
HESPERIA, CA 92345

LIBERTY AUTO GLASS
10238 CHERRY AVENUE
FONTANA, CA 92335

M & J PROPERTY
MANAGEMENT

1012 S, RIVERSIDE AV}
RIALTO, CA 92376

W i e =

MAO CORPORATION
PO BOX 14285
PALM DESERT, CA 92255

CRIME SCENE CLEANERS
= RIVERSIDE COUNTY
2287 ROBINHOOD PL
ORANGE, CA 92867

NALLY, JAMES RAYMOND
2287 ROBINHOOD PLACE
ORANGE, CA 92867

MOHICA TOWING INC
68315 KIELEY RD.
CATHEDRAL CITY, CA
92234

GIRLS NIGHT OUT
TREASURES

40431 CAMINO MON
TECITO

INDIO, CA 92203

RIGA, CHEY ANNE
40431 CAMINO MON
TECITO

INDIO, CA 92203

SIMON, SHIRLEY JEAN
78543 SAN MARINO CT.
LA QUINTA, CA 92253

CONTRACTORS
SCAFFOLDING SERVICES
370 MEYER CIRCLE
CORONA, CA 92879

ount

County o

MACLIN'S COOKIE
HOUSE

13009 COWAN AVE
CHINO, CA 91710

MARINE SURPLUS
56131 29 PALMS HIGHWAY
YUCCA VALLEY, CA 92284

MEADOWS CONSULTING
2471 WEST 7TH STREET
SAN BERNARDINO, CA
92410

MERCURY RECYCLING
INC.

8416 SULTANA AVE
FONTANA, CA 92335

MISTER H20
955 N. DUESENBERG DR
ONTARIO, CA 91764

MWE CONSTRUCTION
17045 RED CEDAR CT
FONTANA, CA 92337

NORTHSTAR FINANCIAL
GROUP

2631 COLONIAL AVE
ONTARIQO, CA 91761

ONEGREENMOM.COM
829 NOTTINGHAM DR
REDLANDS, CA 92373

PACIFIC WAY INSURANCE
SERVICES

3400 INLAND EMPIRE
BLVD #101

ONTARIO, CA 91764

of San Bernardino

PLASCH PAVING
14943 RODEO STREET
HESPERIA, CA 92345

RAM HI-TECH SALES
13877 GREEN VISTA DR
FONTANA, CA 92337

RAMADAS K. KAMATH

19015 TOWN CENTER DR
STE 102

APPLE VALLEY, CA 92308

RELATIONSHIP CAFE
24575 UNIVERSITY AVENUE
LOMA LINDA, CA 92354

RETROWAY
ENTERTAINMENT
761 S MAGNOLIA AVE
RILATO, CA 92376

RIVER OF SPIRIT
2865 W. RIALTO AVE #65
RIALTO. CA 92376

ROLLING RICE

9668 MILLIKEN AVE. #102
RANCHO CUCAMONGA,
CA 91730

SADDLEROCK BUILDING
SERVICES

1980 KUNA AVE
LANDERS, CA 92285

SECUREMYHOUSEPAY-
MENT.COM

1510 W FOURTH ST
ONTARIO, CA 91762

T T

SHAROMAR MUSIC
PUBLISHERS, LLC
13004 LOS CEDROS
AVENUE

RANCHO CUCAMONGA,
CA 91739-9506

SO CAL REVENS
1546 FOOTHILL WAY
REDLANDS, CA 92374

STARR INVESTIGATIONS
202 CHANDLER WEST
HIGHLAND, CA 92346

TACOS EL ZARAPE

370 W. COURT ST., SUITE E
SAN BERNARDINO, CA
9240

THE DOOR PLACE AND
MORE

25714 ALTO CT

SAN BERNARDINO, CA
92404

THE IMAGING
CONNECTION

8235 KINLOCK AVE
RANCHO CUCAMONGA,
CA 91730

THIRD DAY JEWELRY &
ACCESSORIES

3383 N. ARROWHEAD AVE
SAN BERNARDINO, CA
92405

Riverside

TRAFFIC LOOPS AND
SAWING SPECIALISTS, INC.
627 S. MANCHESTER
ANAHEIM. CA 92802

QUIZNOS OF INDIO
R2451 HWY 111 A 101
INDIO, CA 92201

PERFECTO, LLC
14-250 MONROE ST
INDIO, CA 92201

INTERNATIONAL CASINO
ACADEMY

68555 RAMON RD. D205
CATHEDRAL CITY, CA
92234

LYNN, KATHLEEN JEAN
12471 LITTLE MORONGO RD.
DESERT HOT SPRINGS. CA
92240

RND MOTORS
$3-347 HWY 111
INDIO, CA 92201

RODRIGUEZ, RUDY
SEGOVIA

1143 OBELISCOS
CALEXICO, CA 92231

BDA PUBLICIDAD
2764 RIDGELINE DR. #208
CORONA, CA 92882

REYES, DAMIAN
2764 RIDGELINE DR. #208
CORONA, CA 92882

CARMENITA SEAFOOD
RESTAURANT

24805 ALESSANDRO BLVD.
MORENO VALLEY. CA
92553

HERNANDEZ, FELICITAS
7672 LANKERSHIM AVE
HIGHLAND, CA 92346

MILLION ENERGY
COMPANY

31602 LEATHER WOOD DR
WINCHESTER, CA. 9259

GIBSON, SAMANTHA LEE
31602 LEATHER WOOD DR.
WINCHESTER, CA 925%

MILLION ENERGY
COMPANY
31602 LEATHER WOOD DR
WINCHESTER, CA. 9259

MODAVIS, RON DAVID
29432 PORT ROYAL
LAGUNA NIGUEL, CA 92677

SLAVO, CHRISTOPHER
JUDE

31602 LEATHER WOOD DR
WINCHESTER, CA 9259

SMOKERS ZONE
126 N. MAIN ST. CHLIE
LAKE ELSINORE, CA 92530

AMAN, WALI
31843 MCCARTNEY DR.
WINCHESTER. CA 9259

RICH WILMS TRANSPORT
25946 RIDGEMOOR RD.
SUN CITY, CA 92546

WILMS, RICHARD CARL
25946 RIDGE MOOR RD.
SUNCITY, CA 92546

SKIN CARE BY DEENA
39694 WINCHESTER RD. DI3
TEMECULA, CA 92591

GADAHN, DEENA MARY
20722 DESERT JEWEL DR
MENIFEE, CA 92584

REFERRAL NETWORK
72-605 HIGHWAY 111 STE. B2
PALM DESERT, CA 92260

TECHNOLOGY SQUARED
2762 MOORGATE PL.
RIVERSIDE, CA 92506

CANNELL, WILLIAM
GLEN

6054 ELENOR ST.
RIVERSIDE, CA 92506

HUGHES, STEVEN
CHARLES

29774 MASTERS DR
MURRIETA, CA 92563

LAWRENCE, SAMUEL
REAN

2762 MOORGATE PL.
RIVERSIDE. CA 92506
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County of Riverside

TANYA'S TODDLERS
PRESCHOOL AND
DAYCARE

163 HOLLYLEAF WAY
CORONA, CA 92881

DANZE, TANYA JAYNE
163 HOLLYLEAF WAY
CORONA, CA 92881

CHAMPION AUTO SALES
26111 YNEZ RD. UNIT B10
TEMECULA, CA 92591

CHAMPION
INDUSTRIES INC

3225 MCLEOD STE. 100
LAS VEGAS, NV 89121

XTREME SKATE
43288 BROOKWAY DR.
TEMECULA, CA 92592

RAMZEN CORPORATION
687 BATAAN PLACE
MONTEREY PARK. CA
91755

PERLAS INSURANCE SER-
VICES

43288 BROOKWAY DR.
TEMECULA, CA 92592

THE PERLAS GROUP, INC
43288 BROOKWAY DR.
TEMECULA, CA 92592

JAYMAR ENTERPRISES,
LLC

43288 BROOKWAY DR
TEMECULA, CA 92592

BOTAS EL ALAZAN
2560 N. PERRIS BLVD. #D-6
PERRIS, CA 92571-3254

JUAREZ, CRISTOBAL
MENDOZA

25263 RED FERN CIRCLE
MENIFEE, CA 92584

AFFORDABLE LOCK &
KEY

41735 ELM ST.
MURRIETA. CA 92562

ZABLOW, ROBERT SCOTT
39956 MALACCA WAY
MURRIETA, CA 92562

ZONE B RECORDS
4250 JEFFERSON ST
RIVERSIDE, CA 92504

O'BRIEN, JESSE NATHAN

BRAWNER, LISA
43189 BUISNESS PARK DR.
TEMECULA, CA 92590

ON TIME
CONSTRUC-
TION

42925 CORTE
ABANILLA
TEMECULA,
CA 92592

GRIECO,
ROBERT
ANTHONY
42925 CORTE
ABANILLA
TEMECULA,
CA 92592

FRESH
DRINKING
WATER
3375 IOWA
AVE., STE.F
RIVERSIDE,
CA 92507-
3691

MOSQUEDA,
REYNA
10217 OAK-
WOOS AVE.
HESPERIA,
CA 92345

KOBY'S
AUTO
GLASS
REPAIR
17448
GRAND AVE.
LAKE ELSI-
NORE, CA
92530

HOLLOWAY
JR, ANDREW
WENTON
24660 BAM-
BOO CT.
MORENO
VALLEY, CA
92553

FACE TO
FACE

2938 BROCK-
TON AVE.
RIVERSIDE,
CA9TII

TURNING
POINT
GROUP
HOME FOR
GIRLS, INC.
20 SOUTH
INDIAN HILL
AVE
CLARE-
MONT, CA
971

DUKE'S
MESQUITE
BROILER
31940 HIGH-
WAY 79
SOUTH, STE.
C1
TEMECULA,
CA 92592

More Myths Abo...

continued from pg. 12

to have.

The Biggest “C’ is Crisis!

Leaders are made, not born.
Leadership is forged in times of
crisis It’s easy to sit there with
your feet up on the desk and
talk theory. Or send someone
else’s kids off to war when
you've never seen a battlefield
yourself. It’s another thing to
lead when your world comes
tumbling down. George Bush,
Dick Chaney and who is this
Bozo coming up next? One of
the most liberal idiots—in the
U.S. Senate—and he is talking
about disarming America? |
can’t believe the American peo-
ple are seeing what he is about
to do to this country. May God
have mercy on us all!

On Sept. 11, 2001, we need-
ed a strong leader more than
any other time in our history.
We needed a steady hand to
guide us out of the ashes. A
Hell of a Mess.

So here’s where we stand.

We're immersed in a
bloody war with no plan for
winning and no plan for leav-
ing. We're running the biggest
deficit in the history of the
country. We're losing the man-
ufacturing edge to Asia, while
our once-greal companies are
all moving offshore. We're get-
ting slaughtered by health care
costs. Gas prices are skyrocket-
ing, and nobody in power has a
coherent energy policy. Our
schools are the worst in the
world. Our borders are like
sieves. The middle-class is
being squeezed every which
way. These are times that cry
out for leadership and we are
getting ready to put the most
liberal senator in the U. S.
Senate in as our next President
because we want to be fair and
elect someone just because of
his race. We don’t have time to
be fair, we need a strong leader.

But when you look around,

you've got to ask: “Where have
all the leaders gone?” Where
are the curious, creative com-
municators? Where are the peo-
ple of character, courage, con-
viction, omnipotence, and com-
mon sense? I may be a sucker
for alliteration, but I hope you
get the point.

Name me a leader who has
a better idea for homeland
security than making us take
off our shoes in airports and
throw away our shampoo?
We’ve spent billions of dollars
building a huge new bureaucra-
cy, and all we know how to do
is react to things that have
already happened.

Name me one leader who
emerged from the crisis of
Hurricane Katrina. Congress
has yet to spend a single day
evaluating the response to the
hurricane, or demanding
accountability for the decisions
that were made in the crucial
hours after the storm.
Everyone’s hunkering down,
fingers crossed. hoping it does-
n’t happen again. Well guess
what people? We are having
more floods right now. What
are we doing to help these peo-
ple out. Now, that’s just crazy.
Storms happen. Deal with it.
Make a plan. Figure out what
you're going to do the next
time. ©~ Why are we allowing
people to build in flood plains
anyway? If you build in a flood
area, expect to be flooded and
deal with it. Don’t expect the
government to bail you out.

Name me an industry leader
who is thinking creatively
about how we can restore our
competitive edge in manufac-
turing. All they seem to be
thinking now-days is getting
themselves bigger salaries and
bonuses. Who would have
believed that there could ever
be a time when ‘The Big Three’
referred to Japanese car compa-
nies? How did this happen, and
more important, what are we
going to do about it? Likely
nothing!

Name me a government
leader who can articulate a plan
for paying down the debt, or
solving the energy crisis, or

managing the health care prob-
lem. The silence is deafening,
But these are the crises that are
eating away at our country and
milking the middle-class dry,

I have news for the gang in
Congress and the Senate. We
didn’t elect you to sit on your
nothing and
remain silent while our democ-

asses and do

racy is being hijacked and our
greatness is being replaced with
mediocrity. What is everybody
so afraid of? That some hnm:-
head on Fox News will call
them a name? Give me a break.
Why don’t you guys show
some spine for a change? |
honestly don’t think any of you
have one!

Had Enough?

Hey, I'm not trying to be the
voice of gloom and doom here.
['m trying to light a fire. I'm
speaking out because 1 have
hope; I believe in America ...,
In my lifetime I've had the
privilege of living through
some of America’s greatest
moments. ['ve also experienced
some of our worst crises: the
Great Depression, World War
I, the Korean War, the
Kennedy assassination, the
Vietnam War, the 1970s’ oil
crisis, and the struggles of
recent years culminating with
9/11.,

If I've learned one thing,
it’s this:

You don’t get anywhere by
standing on the sidelines wait-
ing for somebody else to take
action. Whether it’s building a
better car or building a better
future for our children, we all
have a role to play. That’s the
challenge I'm raising in this
book. It’s a call to 'Action’ for
people who, like me, believe in
America, It’s not too late, but
it’s getting pretty close. So let’s
shake off the crap and go to
work. Let’s tell ‘em all we've
had ‘enough.’

Editor’s Note: Your opinion
is appreciated........ send your
comments  addressed  to
“Letters to the Editor.”
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INLAND EMP'RE People and Events

Mav-,;.ws Tim I»l'\DC*’ of Apple Valley presents a

proclam

opening.

at

> Angels Roadhouse 2 at their gramd

r Award.

Chamber Team Coes to Sacramento as Voice of
Rancho Cucamonga Businesses - Representing

Business to Government

Assemblyman Bill Emmerson. Starting left to right:
Norm MacKenzie, Kathleen Griego, Assemblyman
Emmerson, Mike Bailey and Haig Jamgotchain.

- Chamber Team meets with

Tim Esser of Esser Air
Conditioning and Heating raised

nearly $19,450 for 15 local non-prof-
it organizations. He did this though
the support of various valley media
outlets. His bicycle ride took him 2
days as he pedaled nearly 175 miles

from Indio to Yuma, AZ.

Stoneridge Dental Group in Moreno
Valley celebrated its grand opening with a
ribbon cutting. Stoneridge Dental Group is
located at 27110 Eucalyptus Ave., Ste A in
Moreno Valley.
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Just think “Vegas™ or say,

“Vegas,” and pleasant thoughts

come to mind Now think,
“Vegas™ and exciting greatl

deals present themselves to you

from the right, left and above-

-free gas to free shows to meal
-and all because of the
economy. The hotels and casi-
nos don't like to feel a “dip in

business,” so they are acting to

deals----

offer deals you cannot refuse.
Business in Vegas is down by
as much as 10%, but if the new
promotions work, that number
will not be for long.

I just returned from a quick
3-day review of Las
Vegas...... had a great
e experienced “deals”
that now | would like to share!

We stayed at the Riviera
Hotel on the Strip which has
over 2,000 rooms and suites
and chose the new Monaco
Tower (one of four separate
towers). The hotel is spending
well over 20 million dollars
renovating their guest rooms
and they look great. Visit their
Web site and check everything
Olt--==-= mid-week room rates
are as low as 3$50 per
night...... free show
tickets.....free buffet break-
fast......a great pool area and
shows not to be missed.

Dining

If you have a group and
some want Chinese food and
others have a taste for Mexican
dishes or BBQ. well the choice

By Bill Anthony

IS simple----check out the
World Fare Buffet.

five different stations as well as

I'hey offer
a carving station. Fine dining
1s offered at Kristofer’s Steak
House which is celebrating 20
years in the Riviera, and having
served over 1.5 million guests,
it has the distinct honor of hav-
ing the highest percentage of
repeat dining customers for a

Las Vegas steak house

Our waiter boasted that the
double lamp chops were the
best ever IN THE WORLD. 1
had my doubts, but the group
who ordered this dish were not
disappointed and proved me
wrong.
happy with my
selection  of

I was

Alaskan king
crab legs and
thought they

were the best
ever also. The

dessert menu
even offered
baked Alaska
which you
rarely see

these days on
any menu.

FBARBRA &

he (Concert tha

Have a craving for Italian?
Try Ristorante [taliano!
Excellent osso buco which is
tender veal shank served over
saffron rice
party loved, ves loved the lin-
guini del pescator....... scallops,
shrimp, calamari and mussels
sautéed in olive oil, white wine,
garlic, fresh spices in an Italian
He raved about

it. The appetizers were also so

tomato sauce,

good (we know because I think
we tasted them all).

Shows.....Shows......and
More Shows!!!I!!

The Riviera Hotel offers
nine different
shows. The
shows include
“Ice: The
Show From

Russia" which
some In our
party  loved
the most All
the cast mem-
bers are from
Russia and
their perform-
ances are

amazing. It

fjﬁm K

Another one in our

sit The Riviera in Las Vegas (not France) for Excitement and Fun

was created 20 years ago as the
Moscow Ice Circus and was
brought to the Riviera over a
year ago. The party even
thought it was better than “O"
Cirque du Soleil presented at

_La Cage )

the Bellagio! That is a bold
statement but true. La Cage is
another show which features
the most accomplished female
impersonators in the world,
highlighted by Frank Marino as
a memorable Joan Rivers.
believing in this
show. The third show we were
fortunate to see was the tribute
to Neil Diamond starring Jay

Seeing 18

White. Many in our party were
Neil Diamond fans, and they
loved his performance. Time
being not on our side, we could
not attend the other shows
offered by the hotel: Crazy
Girls (a topless review, and the
long lines of people waiting to
get in may say it'’s good); the
Riviera Comedy Club; and a
“Barbra and
Frank: The Concert That Never
Was," Sebastian
Anzaldo portraying Frank
Sinatra and Sharon Owens- as
Barbra Streisand.

concert called

starring

It was not
appearing the nights that we
were there but we will definite-
ly go back on our next trip.

Business  Meetings -

Conferences - Conventions
Got a meeting or conven-
tion you need to schedule? The
Riviera Convention Center has
continued on page 35
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