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State Revenues Up!

State raised by
sales and use taxes revenue were
up as listed below in 2004-05
according to the State Board of
Equalization 2004-05 Annual
Report, released by Board Vice
Chairman  Claude  Parrish.
During the same fiscal year total

revenues

revenues collected by the agency
rose to total $49.95 billion,
$41.48
sales and use tax

with

billion coming from

Revenues collected |‘} the
Board of Equalization provide
funding at the state and local
level for public service programs
related to health care, education,

transportation and public safety

Noteworthy facts in the report:

« Taxable sales in the state
totaled $515.30 billion during
the fiscal year, an increase of
$35.23 billion, or 7.3 percent,
from taxable sales in 2003-04.

+ Total sales and use tax rev-
enues of $41.48 billion included
$26.18 billion for state programs
and services and $14.11 billion
for cities, counties, and special
districts.

+ Gasoline, aircraft jet fuel,
and diesel and use tax revenues
rose by 0.8 percent to $3.40 bil-
lion.

. Collections from the
state’s tobacco-related taxes
totaled $1.091 billion. Alcoholic

beverage tax revenues grew by
continued on page 3
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Economic Waves by UC Riverside

UC Riverside Makes Economic Waves Totaling $953 Million

CB Richard Ellis Consulting calculates that UCR produces
$5.50 in value to the Inland Empire for every $1

invested from the region (June 26,

The first independent analy-
sis of the University of
California, Riverside’s econom
ic impact shows that UCR spent
$5.50 in Riverside San

Bemardino for every

and
counties
received from the

dollar same

2006)
area.
Altogether, CB Richard
EllisConsulting estimated that

UCR had a $953 million eco-

nomic impact in the state of

California during the 2004-05
continued on page 16

Stem Cell

Research

by Angela Vasquez

While we've all heard about
the controversy over stem cell
research, many of us really have
no clue as to what it really is and
what the fuss is about.

In 2004, California voters
passed Proposition 71 which
allocates funding for stem cell
research. The proposition won
59 percent of the vote and man-
dates the following:

“California
Regenerative
Medicine™ to regulate stem cell
research and provide funding,

+ Establishes

Institute  for

through grants and loans, for
such research and research facil-

ities.

« Establishes constitutional
right to conduct stem cell
research; prohibits institute’s
funding of human reproductive
cloning research.

« Establishes oversight com-
miltee 10 govern institute.

« Provides general fund loan
up to $3 million for institute’s
initial administration/imple=
mentation costs.

+ Authorizes issuance of gen-
eral obligation bonds to finance
institute activities up to $3 bil-
lion subject to annual limit of
$350 million.

* Appropriates monies from

continued on page 7
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Riverside Job Market

Riverside area employers
expect to hire at a bullish pace
during the third quarter of 2006,
according to the Manpower
Employment Outlook Survey.
From July to September, 47
percent of the companies inter-
viewed plan to hire more
while 3 percent
expect to reduce their payrolls,

employees,
according to Manpower
spokesperson Evlyn Wilcox.
Another 50 percent expect to
maintain their current staff lev-
els.

“Riverside area employers
have stronger hiring intentions
than in the second quarter when
33 percent of the companies
interviewed intended to add
staff, and 7 percent planned to
reduce headcount,” said Wilcox.
“Employers are slightly more
positive about hiring than they
were a year ago when 47 percent
of companies surveyed thought
employment increases were
likely and 7 percent intended to
cut back.”

For the coming quarter, job
prospects appear best in con-
struction, durable and non-

continued on page 37
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Mayor Pat Morris has an
interesting perspective on the
city of San Bemardino.

“It’s a hard working city
with a lot of interesting econom-
ic challenges, and with those
challenges go social and cultural
issues that continue to challenge
the city workforce, police force
and code enforcement officers.
We are a city on the move, but a
city full of challenges.” he told
the Business Journal.

His economic plans begin
with what was the Carousel
Mall.

“The mall’s coming down.”
he declared. The city is working
with a developer to build hous-
ing and shopping and perhaps
even office space where the mall
currently stands on E Street.

“But the mall is history,” he
emphasized.

His plan is to recover the
downtown area, block by block,
to attract a new group of fami-
lies. One new development even
has an incentive program for
families who might be described
as middle-class but are out of the
home market because of the cur-
rent price boom. The city’s pro-
gram will help them get into
these new homes and help to
build a new image. Then there is
the 20-block area north of the
California Theater. That area is
also a target. Hotels and busi-
nesses that are closed and decay-
ing and attracting vandals are
not helping the area. His devel-
opment corporation is reacquir-
ing many of the lots. The area’s
biggest problem, according to
his honor, is that much is this
property belongs to absentee
landlords. They are hard to track
down and even harder to regu-
late. None of this, however, will
slow down Morris and his new
crew.

The James Watson Company
has taken over the project, clos-
ing down old motels and target-

ing other blight. They plan to
develop some 22 town houses in
the area. Mixed-use plans will
allow for retirement centers and
low-income housing in the
downtown corridor in order to
address the issue of the dis-
placed. These “gorgeous” struc-
tures will be built with low-
income housing funds. Low-
income housing and affordable
housing will be mixed.

The much-discussed plan for
a new lake in the downtown area
is moving forward. The mayor
sees this as a good thing on sev-
eral levels. Most important is a
reduction in pressure along the
San Bernardino portion of the
San Andreas fault line. While
the city water table is not quite
as close to the surface as some
think, Morris sees the lake as a
way to take advantage of the
city’s water resource.

San Bernardino’s
Man With a Plan

become effectively isolat- W
ed. This unfortunate eco-
nomic disaster has been
evident for some time and
Mayor Morris plans to cor-
rect it with a new series of
interchanges.

Cargo looms heavy in
the new city hall plans.
The Alameda Corridor
East will run from Long
Beach, along Interstate 10
and run into  San
Bernardino. A big “and
beautiful” multimodal
center is currently being
developed for the city.
This will be separate and
apart recently
remodeled rail terminal now
being used by Metrolink.

With the help of County
Supervisor Dennis Hansberger,
the former Norton Air Force
base will become an important

from the

Jump in your custom vehicle and

Cruise over to the Route 66 Rendezvous!

Infrastructure, property values,
housing and retail demands and
general esthetics will all benefit
from the new lake according to
his plan.

Then there is Interstate 215.
Although originally
planned with cloverleaf exits, all
of the on-and-off ramps wound
up being built to the east, direct-
ing traffic into the city. The
result was for commercial areas
to the west of the highway to

it was

cargo-shipping terminus.
Although the Air Force built a
state-of-the art runway, one of
the deepest in the U.S., Morris
want to extend it to accommo-
date 21st century aircraft. This
will work just fine in conjunc-
tion with the remarkable recent
development of warehousing at
Norton such as the distribution
centers from Mattel to Stater
Bros. taking up vast amounts of
square footage.

San Bernardino Mayor—Pat Morris

Other elements of Mayor
Morris’ plans include such pro-
grams as Operation Phoenix,
Project Greenback and Arts on
Sth.

Morris is reluctant to cast
any shadows on his predecessors
who were not as energized as he
is. But he does credit his team of
public and private individuals
for the visions that they are put-
ting into practice over the next
five years. He describes them as
“the best and brightest” in the
world of economic development
and intergovernmental relations.
Among them are Emil Marzulo,
Diane Lanning and his own son,
Attorney Jim Morris, who until
recently was with Best Best and
Krieger, LLP. “1 feel blest to
have such a talented team
around me,” he told us.

Pat Morris’ first 100 days in
the mayor’s office have not been
easy. The Journal tried half a
dozen times to talk to him and
finally got him to sit down, with
the police chief and the L.A.
Times cooling their heals in his
outer office. This lifelong San
Bernardino County resident
clearly plans to make his city
competitive with Ontario and
Riverside, giving the Inland
Empire a three-city identity
again,

July 2006
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PFF Bank & Trust
to Open Five
New Branches

PFF Bancorp, Inc., the hold-
ing company for PFF Bank &
Trust announced that the bank
has signed lease agreements 1o
open five new branches in the
Inland Empire pending approval
from the Office of Thrift
Supervision (OTS).

Two of the new branches
will be located in the High
Desert region of San Bernardino
County. The Hesperia branch,
expected (o open in spring ‘07,
will be located at the corner of
Main and Topaz Streets. Also
slated to open in spring 2007,
the Apple Valley branch will be
located at the corner of Reata
and Apple Valley Road.

The bank will open two new
branches in Riverside County.
The bank’s second branch in the
city of Riverside will be located
at the corner of Van Buren Blvd.
and Wood Road. The San
Jacinto branch will be located at
the comer of Romona
Expressway and North State
Street. The Riverside branch is
expected to open in winter
2006/07 and the San Jacinto
branch in autumn 2007.

Also planned for winter
2006/07 is a second branch facil-
ity in the city of Ontario, at the
corner of Philadelphia Street and
Grove Avenue.

President/CEO Kevin
McCarthy commented, “We
intend to further expand our
branch footprint in the high
growth areas of the Inland
Empire where the levels of
household and business forma-
tion provide us with tremendous
opportunity to continue to grow
both our loan and deposit-

frachises.”

UCR Outreach Center Receives Irvine Foundation
Grant to Support and Expand Its Work

The ALPHA  Center
receives a math grant to sup-
port and expand programs
that enrich students’ under-
standing and  strengthen
teachers” knowledge.

Officials at UC Riverside’s
schools outreach clearinghouse,
The ALPHA Center announced
today the receipt of a $150,000
James Irvine Foundation grant
to sustain and expand programs
for middle- and high-school stu-
dents, their teachers, and
prospective teachers from the
Coachella and Imperial valleys.

The new Irvine Foundation
grant augments an existing
$300,000 allocation that sup-
ports programs for K-12 teach-
ers and their students in the two
desert valleys.

Pamela Clute, ALPHA
Center executive director and
UCR assistant vice provost for
Academic Qutreach and
Educational Partnerships, is
excited about the grant because
it allows UCR to strengthen its
ties with the two desert regions.

“This Irvine grant basically
allows successful ALPHA pro-
grams to continue to have a
presence in the Coachella
Valley,” Clute said. “Using the
satellite campus at UCR Palm

State Revenues Up!
continued from page |
0.5 percent to $314.27 million.
+ State property tax levies
for 2004-05 totaled $34.52 bil-
lion, increase of 8.5 percent.
County-assessed property values
grew $347 billion during 2004-
05 to reach $3.48 trillion for the
2005-06 tax year.

'!

CALL FOR ART ENTRIES

March 30, 31 & April 1, 2007
INDIAN WELLS, CA
See page 13 for details

Desert, we are able to offer pro-
fessional development for teach-
ers, academies for K-12 students
and opportunities for communi-
ty college transfer students from
the College of the Desert with-
out them having to drive to
Riverside.”

Some desert programs the

ALPHA  Center  provides
include:

*» Girls Excelling in
Mathematics with  Success

(GEMS) is a collection of acad-
emies for middle- and high-
school girls that focuses on
importance of mathematics to
college and to life. The purpose
is to equip girls with knowledge
about mathematics, community
service, mentoring and the spirit
of supporting one another.
GEMS has served 800 girls and
their parents, 20 college female
students seeking certification in

« 2 Lasers on Site

= State Of The Art Equipment
* CK & Traditional LASIK

* Pre & Post Op. Care

o Ask About Coizome! u™ LASIK

mathematics and science teach-
ing, 15 existing teachers and
their principals, and 20 female
community leaders who serve as
speakers.

*  Desert MATE
(Mathematics Academy for
Teaching Excellence) is an
intensive summer program for
teachers designed to provide
them with mathematics content,
teaching approaches to the con-
tent and research issues related
to how teacher development
impacts student achievement.
Algebra, geometry and analysis
form the core of the program
because these topics are a key to
higher mathematics for college
entrance. MATE has reached 90
teachers from Riverside and
Imperial Counties.

» California Mathematics

continued on page 17
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This July in the Inland Empire Business Journal!

News and Features

Stem Cell Research
A review of Pl'0|‘0\'l[l(\ll 71 [‘RI\\ULI in 2004 which allocates

funding for stem cell research. What is stem cell research and
what the fuss is all about—the facts. . s

Commentary: Another Primary Bites the Dust
Less than 30 percent turned out to vote in the last election for
both Riverside and San Bernardino. So what is wrong? ... 10
What is a Credit Union? Credit Unions vs. Banks
Are you confused regarding why some people deposit their
money in credit unions instead of banks? There is a big differ-
ence-learn why banks are not pleased. . . .............. 12

Lead Your Team to Victory:

The Do’s and Don’ts of Effective Group Influence
Effective influencers have a good set of communication behav-
iors, know how and when touse them. .. .............. 24

“Sorry, What's Your Name Again?"

Six Steps to Relieve the Most Common Memory Worry
The majority of us claim we just aren’t good at remembering
names. This article will give you some tips to help solve this
T T e S R SRR 33

Coalition for California Jobs
Another list of the “Job Killer” bills which the Coalition for
California Jobs addresses that can be a problem for California
DUSIDGESESE. .« . i s b vt e e e s e e v 39

Columns

Close-1 p

Corporate Profile
Investments & Finance. . ... ..
Commentary and Letter to the Editor
The Lists:

Largest Credit Unions in the Inland Empire

Commercial Printers.

SBA Lenders Serving the Inland Empire. . . ... ..
Advertising Agencies Serving the Inland Empire. .. . ... ..
R R R e L T Lo o R
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Inland Empire People. ........
Manager’s Bookshelf. .. ...................
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New Business List of San Bermnardino. ... .................
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10

26

24

28
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Dance the night away at Misty’s Lounge where live entertainment and a party
atmosphere have made Misty’s the most popular night club in town. Featuring today’s
top 40 hits and music from the 70s, 80, & 90's. Located in the DoubleTree Hotel
Ontario. Happy Hour: Mon.-Fri. 430 p.m.-7 p.m. Open: Mon.-Fri. 4:30 p.m. to close.

Sun, & Sat. 11 a.m. to close.

NORTH VINEYARD

PHONI 909

www.ontarioair

“Discover the Newly Renovated Doubletree Hotel Ontario...
Innovative, Elegant, Memorable.”

Porter’s is proud to feature
quality and most flavorful steaks available, along with exceptional Fresh Seafood
and Chops. Experience Porter’s specialty martinis and extensive wine list. After
dinner enjoy your favorite cognac, port or a selection from our tantalizing dessert
menu. Semi-private dining room available. Reservations required. Located in the
DoubleTree Hotel Ontario. Serving lunch Tuesday through Friday, Sunday brunch,
and dinner seven nights a week. For reservations call: (909) 418-4808.

ort.doul

PORTER'S

“Serving an extraordinary dining experience’”

USDA Prime Midwestern Beef, the

AVE. « ONTARIO
) » FAX 909) 93 1999

letree.com

highest
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Sodexho Lends a Hand to Twentynine
Palms’” Families

the nation’s lead-
ing provider of food and facili-
ties managemenl services, has
been a supporter of the Armed
Services YMCA for a number of
years. This year, Sodexho is
renewing its commitment to
America’s military families with
a total donation of $166,000 to
the Armed Services YMCA over
the next three years. Sodexho’s
donation will help sustain the
Operation Hero tutoring pro-
gram and many of the other edu-
cational, recreational and sup-
port services provided by
ASYMCA to military families at
Camp Pendleton, Camp Lejeune
and Twentynine Palms.

Sodexho,

“Sodexho and ASYMCA
share the same goal of support-
ing the needs of our country’s
military community,”  said
ASYMCA Executive Director
Frank Gallo, Rear Admiral, U.S.
Navy (Ret.). “As we continue
this successful partnership, we’ll
be able to make even greater
strides in improving the quality
of life for America’s military
families.”

The ASYMCA offers essen-
tial programs to junior enlisted
personnel and their families,
such as childcare, hospital assis-
tance, spouse support services,
food services, computer training
classes, health and wellness
services, and holiday meals.

More than three-fourths of
Sodexho’s donation will be used

Natura
Meetmq (hoice

TOP OF THE TRAM OFFERS
COMPLETE BANQUET AND
MEETING AMENITIES,
INCLUDING VIDEO
CONFERENCING, WITH

SPECTACULAR VIEWS OF THE

SAN JACINTO STATE PARK
WILDERNESS AREA.

to support the Operation Hero
programs at Camp Pendleton,
Camp Lejeune and Twentynine
Palms. Operation Hero is one of
ASYMCA’s national signature
programs. Designed for chil-
dren 6-12 years old who are
experiencing temporary difficul-
ty in school---both socially and
academically---this semester-
long program provides after-
school tutoring and mentoring
assistance with certified teach-
ers.

Through its partnership with
the Marine Corps, Sodexho
operates mess halls and provides
other logistical support to U.S.
troops. The company's dedica-
tion to providing quality service
10 America’s military personnel
was recently recognized by the
Marine Corps with the W.PT.
Hill Award “Best Full Food
Service Mess Hall in the World™
designation.

With support from Sodexho
and other businesses that want to
show their support for American
troops, ASYMCA is able to
operate more than 150 program
centers around the globe. The
ASYMCA has consistently pro-
vided programs to military
members and their families since
the Civil War.

For more information about
Sodexho, please visit
www.sodexhousa.com

Linda Lowry Selected as Pomona’s New
Assistant City Manager

Pomona City
Douglas

Manager of community involvement,
Linda is a perfect fit for Pomona,
and 1 look forward to working
with her,” said City Manager
Douglas Dunlap.

Dunlap has named

Linda Lowry as assistant city
manager. Lowry will assume
her new position on July 20,
2006. Lowry has been city man-
ager of Diamond Bar for the past
five years. She has also served
as city administrator of
Bellflower and deputy city man-
ager in the City of South Gate.
She served as finance
director/city treasurer and assis-
tant city administrator in
Bellflower prior to being
appointed city administrator.

She has a bachelor of science
degree in business from
California State University,
Long Beach and a bachelor of
arts degree in English from the
University of Irvine. She is also
a certified public accountant and
is enrolled in the masters’ degree
program at Claremont Graduate
School.

“With her wealth of munici-
pal experience and strong sense
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USINESS [oUMQ

PUBLISHED BY BOARD CHAIRMAN
Daily Planet Communications, Inc. William Anthony
MANAGING EDITOR
Ingnd Anthony
PUBLISHER’S ADVISORY BOARD

Julian Nava, Ph.D., Former U.S. Ambassador to Mexico
Stephen C. Morgan, President, University of La Verne
D. Linn Wiley, CEO, Citizens Business Bank

Barbara L. Crouch, Human Resource Consultant

Dr. Jerry Young, Former President, Chaffey College
Bruce Holden, Partner, Attorneys at Law

Cliff Cammings, Toyota of San Bernardino

CORRESPONDENTS AND COLUMNISTS

Camille Bounds

Joe Lyons Henry Holzman Roger Scip Alan Vengel

Ryan Ratcliff Claire Raines Winston Scott Allen Leinberger
Lara Ewing Angels Vasquez

STAFF

Travel Editor: Camille Bounds Administrative Asst.: Robbin Powers

CALL
GROUP SALES
(760) 325-1449



BUSINESS JOURNAL « PAGE 6

July 2006

D. Linn Wiley Retires From CVB Financial Corp. at the End of July
and Christopher Myers is Named New President and CEO

Citizens Business Bank is
one organization in the Inland
Empire making its name with
superior customer service and
performance for investors. From
its inception, the bank has out-
done its competition because of
their focus on customer service.
In 1974, CVB Financial Corp.
began as Chino Valley Bank
started by a local group of busi-
nessmen from Chino. Their
vision in 1974 was to create a
premier financial services’
organization for the community
of Chino. Although there was
competition at the time, their
performance attracted interest
from three other local communi-
ties, resulting in them opening
more branches over the next five
years. Chino Valley Bank
became Citizens Business Bank
in March of 1996, in response to
the geographic expansion and
the strategic business focus of
the bank.

Today, Citizens Business
Bank has assets of more than
$2.5 billion, 40 branch offices,
and a full line of business bank-
ing products and services;
including asset management
services. The bank serves the
business banking needs of peo-
ple in the Inland Empire, Orange
County, San Gabriel Valley and
the High Desert communities.
Citizens Business Bank concen-
trates on the business and pro-
fessional communities, small- to
medium-sized businesses, and
health care, legal, accounting,
insurance, and other types of
professionals. They have two
specific markets: agribusiness
and construction and real estate
financing. They serve some of
the numerous dairies in Chino,
and provide construction and
permanent real estate financing.

D. Linn Wiley, president and
chief executive officer of CVB
Financial Corp. and Citizens
Business Bank, will be retiring

" effective Aug. 1, 2006. Wiley
has been the president and CEO

D. Linn Wiley
of CVB Financial Corp. and
Citizens Business Business

Bank for 15 years, and has fos-
tered the bank from 14 financial
centers to 40 and from $500 mil-
lion in assets to $5.5 billion in
assets. During Wiley's tenure,
annual eamings have increased
from $8 million to more than
$70 million, and the market
value of CVB Financial com-
mon stock has grown from $54
million to $1.25 billion.

Wiley received his associate
of arts degree from Santa Ana
College, and his bachelor of arts
in economics from the
University of California at
Davis. He received his masters
of business administration in
finance and management from
California State University at
Long Beach. He completed the
graduate school of credit and
financial ~management  at
Harvard University, and the
graduate school of sales man-
agement and marketing at
Syracuse University.

He has been active in numer-
ous civic, community and pro-
fessional organizations, includ-
ing serving as director of the
Inland Empire  Economic
Partnership; the Southwest
Region of Youth for Christ; and
United Way. Wiley also serves
on the advisory board for the
Inland Valley Daily Bulletin and
the Inland Empire Business
Joumal. He is a director and

chairman of the Federal
Government Relations
Committee for the California
Bankers Association, and a
member of the Government
Relations Council for the
American Bankers Association.
Wiley has received the
Outstanding Marine in Business
Award, the Distinguished
Service Award from the Junior
Chamber of Commerce and the
Distinguished Alumni Award
from Santa Ana College. He was
named Boss of the Year by the
American Institute of Banking
and received the silver CEO of
the Year Award from Financial
World Magazine. Wiley also
received the Merit Award for his
top ranking thesis on economics
of scale in banking at Harvard
University.

Wiley will remain a member
of the executive committee and
the chair of the Trust Services
Committee, working full-time
until the end of the year.

Christopher Myers

Christopher D. Myers will
succeed Linn Wiley as president
and chief executive officer of
CVB Financial Corporation and
Citizens Business Bank. “Chris
Myers was a unanimous deci-
sion by our board of directors,”
said Wiley.

For the past 10 years, Myers
has been with Mellon Ist
Business Bank where he served
as chairman and chief executive
officer for the past two years.

Mellon Ist Business Bank is
headquartered in Los Angeles
with additional offices in the
Inland Empire, Orange County
and the San Femando Valley,
and has $3.5 billion in assets.

Myers began his career with
First Interstate Bank where he
completed their extensive com-
mercial loan training program,
and progressed through the man-
agement ranks to become vice
president and manager of the
Westwood office. He then went
on to join Bank of the West
(Sanwa Bank of California) as
commercial banking center man-
ager for the San Fernando Valley
and West Los Angeles.

Myers is a native Southem
Californian and attended La
Canada High School, playing on
the football team. He went on to
receive his bachelor of arts
degree from Harvard University
and a master of business admin-
istration degree in finance and
marketing from the University
of .Califonia at Los Angeles.
Myers started on the Harvard
University football team, where
he helped win two Ivy League
championship titles.

“Chris Myers is an ideal
selection for the position. He has
a great background and exten-
sive experience in business
banking. He knows olir business
and he knows our markets," said
Wiley. “Chris is first-class in
every respect.”
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Stem Cell Research
continued from page |
general fund to pay for bonds.

Overall, Proposition 71 will
cost the state about $6 billion
over 30 years to pay off both the
principal ($3 billion) and interest
($3 billion) on the bonds. State
payments will average about
$200 million per year.

Stem cells are the building
blocks of living beings and are
unique because of their two

qualities: 1) They can copy
themselves, and 2) They can
grow into different cell types. A
stem cell has two options once it
copies itself=it can remain a
stem cell or become another type
of cell, such as a muscle, blood
or brain cell

There are many types of
stem cells but the two most com-
mon types are adult and embry
oni¢, Adult stiem cells have been
used in research for more than
40 years and have resulted in the
development of several success-
ful therapies. These stem cells
have the ability to create
replacement cells for those that
are lost through injury, disease
or the normal wear and tear of
aging. Adult siem cells are cells
that have
develop into a particular cell
type. An example of these stem
cells would be cells found in an
umbilical cord during or shortly
after delivery. These would be
adult stem
because they have already par-
tially developed into blood cells.

Adult stem cells have the
ability to replenish the tissues
where they are found, just like
the new skin that develops when

already begun to

considered cells

a wound is healing. Stem cells
“multipotent™
because they can turn them-

are considered

selves into several different
kinds of cells within the same
basic cell type. Adult stem cells
have helped to find cures for cer-
tain leukemia and other blood
diseases.

Adult stem cell research has
been supported by federal fund-
ing in the United States; howev-
er, embryonic is the evil-
stepchild of stem cell research.

Embryonic stem cells were dis-
1998, and it is
some researchers
that they could help find treat-
ment and cures for more than 70
serious diseases and injuries

covered in

believed by

Embryonic stem cells are
blank, unspecialized cells found
in blastocyst. A blastocyst is a
mass of 150 or so cells that
develops approximately 5-14
days after an egg is fertilized
Embryonic stem cells make up
the inner cell mass of the blasto-
cyst. Embryonic stem cells are
different from adult stem cells in
that they are pluripotent, mean-
ing they can grow into any and
every cell except egg and sperm
cells. Embryonic stem cells also
have the ability to continue to
multiply and exist indefinitely
Some scientists believe that the
versatility of embryonic stem
cells gives them a greater poten-
tial than that of adult stem cells

This is where the controver-
Sy begins because some people
believe that embryos should not
be destroyed no matter what.
Most embryonic stem cells cur-
rently used for research are gath-
from fertility
Infertile couples seeking to have

ered clinics.
a child often times use vitro fer-
tilization to have multiple
embryos frozen and stored at
fertility Instead of

throwing unused embryos away,

clinics.

many couples can opt to donate
them for research.

Egg donation is another
option through which embryonic
stem cells are made available for
research. Somatic cell nuclear
(SCNT), sometimes
called nuclear transfer or thera-
peutic cloning, allows scientists

transfer

to remove the nucleus (contain-
ing the DNA) from an unfertil-
ized egg and replace it with the
nucleus from the cell of a patient
who has a disease. The egg with
the implanted genetic material is
stimulated to convert to a blasto-
cyst which contains stem cells
that matches the patient’s dis-
ease. SCNT offers a way to learn
about diseases and test therapies
on human cells rather than on
actual living people.

continued on page 20
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While geotechnical and
environmental consulting may
sound like a complex tag, Mark
Bergmann, owner of LGC
Inland, simplifies the term to
“Dirt Cops.”

Bergmann's LGC Inland is a
full-service geotechnical, envi-
ronmental and materials’ testing
firm providing responsive con-
sulting services throughout
Southern California. His offices
in Murrieta, Simi Valley and San
Clemente consist of geologists
and engineers who combine
their technical knowledge and
experience to provide cost effec-
tive solutions to complex geot-
echnical issues.

“We look for geological haz-
ards and mitigate them to make
it safe to build on those sites,”
said Bergmann.

Bergmann’s knowledge in
geology extends 25 years. After
finishing his studies in earth sci-
ence at California State
University, Fullerton, he went on
to work on commercial, residen-
tial, educational, transportation,
municipal and public works’
related projects.

“When [ was going to
Fullerton university, I was a psy-
chology major,” said Bergmann.
“I’ve always had a natural inter-
est in land forms. I've always
questioned the environmental
and physical aspects of the
world. I took geology at CSUF,
and decided to change my

"ORPORATE PROFILE

LGC Inland
The Dirt Cops of the Inland Empire

by Angela Vasquez

major.”

Bergmann took over Lawson
& Associates in 2004, changing
the name to LGC Inland.
Bergmann and his partner, Tim
Lawson, built the company from
nothing and currently have three
offices with 49 employees in
Murrieta, 30 in San Clemente,
and 15 in Simi Valley. When
projects necessitate, they have
the ability to pull manpower and
resources from all three offices.

The majority of LGC
Inland’s work is geared toward
residential projects, while 20
percent is focused on commer-
cial developments.

“We study geological maps
and look for old landslides,
faults, trenches and compressi-
ble soil. You can’t build a house
on soil and have the foundation
break up,” said Bergmann. We
get out there and drill residential
and commercial developments
and figure out the geological
concerns. We write a report and
contractors bid to make stable
paths for our residential devel-
opment.

“Onsite we're watching con-
tractors who are using the bull-
dozers to move dirt. We make
sure they remove unsuitable
soils, landslide debris, and make
sure they stabilize any slopes.
Then we sign-off on it and certi-
fy that work is done properly,
and it’s safe to build a home or
start a business there.”

LGC Inland specializes in
three types of consulting: geot-

echnical, environmental and
materials’ testing. Environ-
mental consulting involves

researching the history of a
property to make sure it is suit-
able to be used. Bergmann
describes their environmental
assessments as 15-20 percent of
their business, used in support of
their geotechnical consulting.

“Lenders require phase |
environmental assessment. We
have to see how the land was
used for the in the past; phase 2
is the drilling necessary to find
out the extent of contamination,”
said Bergmann.

Some examples of the type
of phase 1 environmental work
would be testing for asbestos
and lead-based paint. Phase 2
would involve underground stor-
age tank investigations, well
redevelopments, and hazardous
materials’ management. Phase 3
would involve mitigating the
problems with soil excavation or
soil vapor extraction.

The third aspect of LGC
Inland is materials’ testing, and
is an area which focuses on the
beginning of the development.
This service would include
inspection of concrete, masonry,
structural steel, fireproofing,
roofing, and waterproofing.

“Materials’ testing would
involve such things as breaking
concrete cylinders to make sure

they have enough cement, and
testing walls or foundations to
make sure they're strong
enough,” said Bergmann. “We
also inspect asphalt, concrete
and masonry. Schools have lots
of masonry buildings. We must
be sure they are built correctly,
and they are safe.”

These “Dirt Cops™ use a
variety of resources to find pos-
sible sources of contamination in
order to properly handle them,
Their investigative tools include
record searches, previous land
usage, old air photos, and signs
of stained soils. Bergmann
describes the most prominent
violator as petroleum contami-
nation; for example, when old
gas station sites have single-wall
gas tanks that corrode and begin
to leak. In Riverside County, the
most common contamination is
methane from animal waste
product.

“In Riverside County, we
can usually find the contamina-
tion and ship it to the proper
waste facility,” explains
Bergmann. “In other areas we
typically can dig all contaminat-
ed material out and haul to a
dump site, but it just depends on
the extent of the contamination.
Sometimes it’s too much to fix
and a difficult process. Improper
habits from the past catch up
with us.”

Maggio Joins
Inland Valley Bank

Christopher D. Maggio, a
veteran banker with 24 years
experience, has joined Inland
Valley Bank as vice president.

Before joining Inland Valley
Bank, Maggio was vice presi-
dent and manager of the busi-
ness banking division of
Provident Savings Bank in
Riverside. There he managed

business banking activities in 12
offices of the bank and oversaw
more than 400 commercial cus-
tomers.

“We are fortunate to find
someone with Chris’s experi-
ence and strong customer serv-
ice skills,” said Gene Wood,
president of Inland Valley Bank,
the newest community bank
serving the Inland Empire. “His
strong community ties and local
relationships will be an invalu-
able asset as we bring our spe-

cial brand of personalized bank-
ing to the Inland Southern
California region.”

Maggio also held manage-
ment positions with Business
Bank of California, Citizens
Business Bank, Valley
Merchants Bank in Hemet,
CommerceBank and Bank of
America.

Inland Valley Bank opened
its first office in Moreno Valley
in May. Although the bank is
new, its managers and employ-

ees have more than 300 years'
combined banking experience.

Inland Valley Bank is a divi-
sion of South County Bank, 2
subsidiary of CalWest Bancorp.

Since it is wholly-owned by
South County Bank, Inland
Valley Bank can immediately
offer its small business cus-
tomers throughout the state the
benefits of U.S. Small Business
Administration’s preferred lend-
ing status.
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THE GAINERS

Top five, by percentage

THE LOSERS
Top five, by percentage

Company Current Beg. of Point % Change Company Current Beg. of Point %Change
Close Month Change Close  Month Change
Pacific Premier Bancorp Inc 11.82 11:50 032 2.8% Modtech Holdings Inc 6.59 939 -2.80 -29.8%
Provident Financial Hldg 28.50 27.87 0.63 2 3 HOT Topic Inc 11.70 13.84 -2.14 -15.5%
PFF Bancorp Inc 34.01 34.00  0.01 0.0%  Fleetwood Enterprises Inc. 8.50 940  -0.90 -9.6%
K‘Cw“‘].w A”.m' l\"d' of 39.60 4032 -0.72 -1.8% Hansen Natural Corp 168.25 184.87 -16.62 0%
CVB Financial Corp 15.44 16.20 -0.76 -4.7% Watson Pharmaceuticals 23.67 25.33 -1.66 -6.6%
Ticker 6/21/06 5/31/06 % Chg. 52 Week 52 Week  Cuorrent P/E Exchange
Close Price  Open Price Month. High Low Ratio
American States Water Co AWR 35.06 36.90 5.0 43.79 28.12 20.5 NYSE
Channell Commercial Corp (L) CHNL 3.40 3.60 -5.6 10.25 322 NM NASDAQ
CVB Financial Corp CVBF 15.44 16.20 4.7 17.55 13.78 16.4 NASDAQ
Fleetwood Enterprises Inc (L) FLE 8.50 9.40 9.6 13.69 8.38 NM NYSE
Hansen Natural Corp. HANS 168.25 184.87 9.0 202.10 38.03 55.2 AMEX
HOT Topic Inc (L) HOTT 11.70 13.84 -15.5 20.97 11.19 31.6 NASDAQ
Keystone Automotive Ind. Iinc KEYS 39.60 40.32 -1.8 46.92 23.69 28.3 NASDAQ
Modtech Holdings Inc MODT 6.59 9.39 29.8 11.27 577 NM NASDAQ
National RV Holdings Inc NVH 5.33 5.70 -6.5 8.58 4.00 NM NYSE
Pacific Premier Bancorp Inc PPBI 11.82 11.50 2.8 13.25 10.23 11.8 NASDAQ
[PFF Bancorp Inc (H) PFB 34.01 34.00 0.0 35.51 27.01 16.0 NYSE
Provident Financial Hldg PROV 28.50 27.87 2.3 33.15 25.04 11.1 NASDAQ
Watson Pharmaceuticals Inc (L) WPI 23.67 25.33 -6.6 36.93 23.51 18.8 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 bank-
ing and financial advisory organizations. All
stock data on this page is provided by Duff &
Phelps, LLC from sources deemed reliable.

No recommendation is intended or implied.
(310) 284-8008.

Month Volume
34,085,850
16,142,452
13,742,300

8.305.800
3,174,773
85,177,588

Hansen Natural Corp.

Hot Topic Inc.

Watson Pharmaceuticals Inc
Fleetwood Enterprises Inc.
CVB Financial Corp
D&P/IEBIJ Total Volume Month

o o e S A
pipe.d g

-

Advances 3
Declines 10
Unchanged 0
New Highs 1
New Lows -+

MANNERINO

L A W O FPFPV'CE'S

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

“Had laws not been, we never had been blam ‘d; for
not to know we sinn ‘d is innocence”
Sir William Davenant
1606-1668

9333 BASELINE ROAD, SUITE 110 RANCHO CUCAMONGA CA 91730

(909) 980-1100 = FAX (909) 941-8610
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Ho hum. Another primary
electiorr has come and gone.
Does anybody care? It would
appear not. A less than 30 per-
cent turn out was about the best
we could muster for both
Riverside and San Bernardino
Counties.

We are talking about an abil-
ity to participate in the political
process that many people before
us have died for. But slightly
more than 70 percent of our
community says, “So what?”
Even today, many countries with
100 percent turn out are told
how to vote. We continue to be
shocked by the tales of political
machines who put dead people
on the roster. Many of us still
have not gotten over the embar-
rassment of Florida's “hanging
chad” scandal of some six years
ago. It’s because of that scandal
that we still hear arguments
about what form of polling place
is best for us. But we still don’t
get out the vote.

Consider this. That 30 per-
cent figure is the amount of reg-
istered voters who turned out.
Not eligible citizens. I've heard
a lot of excuses. “I don’t like any
of the candidates.” “I don’t want
to participate in this system.” “I
don’t want to take the blame if
the wrong guy gets in.” “I can’t
vote in the primary because I
don’t want to declare a political

Pmy.“
Then there is the classic.
“My vote doesn’t count.”

Excuses, not reasons. I have
even heard from people who
have told me if the government
wanted their vote, they should
get paid for it. OK, the system is
not perfect. But most of the ideas
that have been tossed out
haven’t made a lot of sense.
Three-day voting periods?
Nuts. People used to take three
days to ride to their nearest vot-
ing booth from their farm.
Today, you can vote right down

COMMENTARY

Another Primary Bites the Dust

by Joe Lyons

the block. Your boss has to give
you time to go vote.

Eighteen-year-olds, most of
whom are now in their 50s,
worked for their suffrage back in
the radical sixties. MTV's “Rock
The Vote™ has been trying to get
those young voters out, but usu-
ally they only manage to gener-
ate TV ratings. Speaking of
which, 1 am shocked to realize
that more people voted for the
winner of “American Idol” than
voted for Bush and Kerry com-
bined in 2004. Shameful.

So what’s wrong? Is it that
the primaries are under promot-
ed? I doubt n, because con-
cerned voters would not wait to
be told. They would care pas-
sionately about the right to have
their opinion counted. They
would know the date and the
candidates and find their polling
place. At least they would in a
perfect world.

Is it that there are no real
issues? You would think so, con-
sidering the kind of advertising
that we were subjected to this
past spring. Most of it consisted
of telling us that we should vote
for one candidate because the
other one was no good. There
was no discussion of what con-
cerned California. Nothing
about education, illegal immi-
grants in our state or spending
by Sacramento.

Negative advertising may be
another excuse for voter
malaise. Advertising not based
in truth could be another. It is
often not easy to know which
side is lying. In the case of the
most recent primary, was the San
Bernardino county assessor real-
ly guilty of sexual harassment?
If he was guilty, why wasn’t he
charged? Why did the county
pay the penalties and let him
stay on. Whose version of the
truth was to be believed? And
that's just onre case. How many
other times have we been

deceived by spin-doctors who
can make truth out of fantasy?

Of course, as always, many
things that we have no control
over often get tossed about.
Where a local official stands on
Iraq is not significant. Things
like abortion and gay marriage
are maiters for Washington.
Then there are the propositions.
Goble-de-gook and legalese.

If you can’t understand
these, don't feel bad. Most peo-
ple can't figure them out. They
may or may not have any effect
on the state. We are constantly
being told that a “yes” vote
means “no” and a “no” vote
means ““yes.” And all of this con-
fusion is in English. What errors
get made in translations?

I know what you are think-
ing. I have written in these pages

before that we should always
vote “no” on the propositions in
order to make our elected repre-
sentatives in the state capital do
the job we sent them there for.
But that only works if you vote.

I could tell you the old cliché
about bad politicians being
elected by good citizens who
don't vote. 1 could tell of men
and women who died at San
Juan Hill and Saigon and
Normandy and Baghdad.

But you've heard these
things before. If they haven't
motivated you yet, they never
will. You have to want to get
involved in the process.

In the end I have to shrug
and say, “Oh well, as long as you
don't vote, it gives my vote that
much more weight.”

I guess I should thank you.

LETTER TO THE EDITOR

June 16, 2006

Dear Editor:

California’s gay policy-writers are at it again, this time trying to
push their agenda down the academic ladder into elementary and high

schools.

There is nothing new to learn from their SB 1437, except another
insufferable lesson on how gay rights activists have weaponized the
concept of “tolerance.” This lesson comes at the expense of our chil-
dren, as state funds are drained that could have been used for meet-

ing achievement standards.

My Webster’s definition of tolerance means to “recognize and

respect other’s beliefs without sharing them.’

s

If parents and school

boards do not wish to reach social mores of the gay rights “move-
ment,” they are branded “intolerant,” because they are not tolerant
enough to appease the movement's hubris. Yet, gays themselves are
intolerant of the Judeo-Christian principles on which our country was

founded.

The current trio of gay rights bills in Sacramento seeks to advance
their reckless intolerance. It will be truly alarming if today’s legisla-
tors are as easy to brainwash as tomorrow’s schoolchildren.

Sincerely,

Mr. and Mrs. J. Anthony
P.O. Box 3552
San Leandro, CA 94578
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LooOK! UP ON YOUR SCREEN!

by J. Allen Leinberger

This is the
Superman.

It’s not just the new movie.
It’s the major marketing cam-
paign behind it. Not only can
you find the diamond
shaped “S”-shield on soda pop

year of

iconic

and potato chips, it hangs as a
banner over Dodger Stadium.
There are, of course, trading
cards and action figures

Computers linked to the
Internet can provide you with
connections to merchandise and
imagery that Superman’s cre-
ators never even dreamed of
back in 1938,

For example, the Warner
Bros. Website, supermanre-
turns.com has desktop images
and screen savers of the last son
of Krypton, along
with his love,
Lois Lane and his
archenemy, Lex
Luthor, for you to
download.

Another
Warmer Bros site,
wbstore.com has
such merchandise

as shirts, hats,
rings, ties, and
even cuff links.

For your cell phone, DC Comics
has offered up the S-shield as
wallpaper on your screen.

Here’s a strange one out of
England. You can order
Superman aprons, tea towels and
oven mitts at creative-tops.com.
They also have similar items in
pink and purple, for Supergirl
fans.

You can order Superman
checks and a handsome match-
ing leather checkbook from
checksunlimited.com.

Check the Internet Website
for Target and Wal-Mart if
you're shopping for Superman
towels and bed sheets.

The Inland Empire Business
Journal was surprised to discov-
er a local connection to the
Superman merchandise rage

with a series of peripheral items
available from a company called
[-Rocks out of Walnut just north
of the 60 freeway. I-Rocks pro-
duces third party devices
such as keyboards, com-
puter business
card readers and USB ter-
minals in various super
colors, all with that S sym-
bol prominently displayed.

And our

mouses,

local super
connection does not stop
there. I-Rocks uses the services
of Ingram Micro as their tech-
nology distributor. Ingram, with
an 800,000-square-foot highly
automated distribution center in
Mira Loma, only to
resellers, so don’t be looking
there to get your Superman Key-
board. They do feel
pretty super them-
selves, however,
being #72 on the
Fortune 100 list with
$28.8 billion in sales
last year alone.

The Website,
superman home-
page.com does have a
hot link to I-Rocks, if
you're looking.

There is even a
company that can sell you a
Superman cover for your iPod at
xtrememacs.com/cases.

Speaking of the iPod, the
Associated Press announced last
month that Apple’s iPod music
player has surpassed beer drink-
ing as the most “in” thing among
undergraduate college students.
This 1s according to the latest
biannual market research study
by Ridgewood, New Jersey-
based Student Monitor.

Nearly three quarters, or 73
percent, of 1,200 students sur-
veyed said iPods were “in.”
That’s more than any other item
in a list that also included text
messaging, bar hopping and
downloading music.

It should be noted here that
many of you first learned of the

sells

iPod here in the pages of the
Business Journal barely over
five years ago. The original
devices, while small, were big-

ger than the current models and
had less hard drive space, thus
holding less music. It did not
hold pictures or videos and did
not have color capability, but it
began the 21st century’s digital
music revolution.

Even as you read this, people
are downloading the soundtrack
to “Superman Returns” off of
Apple’s 1Tunes Music Store,
bringing everything full circle.

But there is more to come.
Last year in these pages we
announced the development of
“Blue Ray” DVDs. More than
likely the 14 disk “Ultimate
Superman Box Set” due for
release in the fall, will be avail-
able in ‘blue-ray.’

Your current DVD player
has a red ruby that projects a
laser ray, which reads the tracks.
The blue ray will play your old
disks, but your old player
will not read the new blue-
ray disks. That 14 disk
Superman box, by the way,
will have the new movie,
“Superman Returns,” as
well as the four newly reed-
ited Christopher Reeve
films and other features,
including a film of the *60s
Broadway musical, “Up, Up and
Away.”

Like we said, the guys who
developed Superman back in
their college dormitory in pre-
war Cleveland never dreamed of
all of this. Besides, you were
looking for something to replace
all of that old Batman and
Spider-Man stuff anyway.
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Credit Unions vs. Banks

What is a Credit Union?

The fundamental difference
1s the not-for-profit co-operative
structure of credit unions. As co-
operatives, credil unions are
owned by their members—unlike
banks, which are owned by their
stockholders. And unlike banks,
where the profits are returned io
the share-holding stockholders,
credit union “profits” (or excess
eamnings) are returned to the
member/owners in the form of
superior rates, lower fees, and
high quality products and serv-
ices.

Members of participating
credit unions, including
Arrowhead Credit Union, have
free access to over 19,000 CO-
OP Network ATMs and over 900
Service Center locations in the
U.s.

As member-owned co-oper-
atives, credit unions operate on a
democratic model. Each mem-
ber has the power to influence
and direct credit union policy -
and, unlike banks, credit unions
give their members “a voice” in
the organization’s operations.

Credit unions hold annual
meetings during which members
elect a board of directors—from
among their membership-to
represent the members in deter-
mining the future direction of
the credit union. The credit
union not-for-profit  model
allows for cooperative decision-
making, which empowers each
and every credit union member.

Frequently Asked Questions:

Q. Are Credit Unions Safe?

A. Like other financial institu-
tions, credit unions are closely
regulated. Historically, they
have operated in a very prudent
manner. The National Credit
Union Share Insurance Fund
(NCUSIF), administered by an
agency of the federal govern-
ment, insures deposits of 80 mil-
lion credit union members at all
federal and many state credit
unions nationwide. Deposits up
to $100,000 per account are

insured. Likewise, deposits are
insured for $100,000 or more in
unions
covered by private insurance

state-chartered credit
programs. Of the federal deposit
insurance funds, the NCUSIF
has had the strongest equity-to-
insured risk ratio over the last
decade. Not one penny of any
insured savings has ever been
lost by a member of a federally
insured credit union.

Q. What Are the Advantages
of Credit Unions?

A. Credit unions exist only to
serve their member-owners.
Surveys repeatedly show mem-
bers are more satisfied with the
service they receive from their
credit union than customers of
banks or savings and loans are
with their institutions. Because
credit unions are democratic,
member—owned cooperatives,
members have the power to
direct credit union policy. If the
majority of members are dissat-
isfied with the directors who set
the policies of their credit union,
they have the power to replace
them. Credit union elections are
based on a one-member, one-
vote structure. This structure is
in contrast to for-profit, public
companies where stockholders
vote according to the number of
shares they own. Their nonprof-
it status enables credit unions to
operate at a lower cost than
many for-profit institutions and
helps them to offer competitive
loan and savings rates. For
instance, credit unions usually
charge lower interest on credit
cards than most other providers,
and many credit unions charge
no annual card fee.

Q. Can Anyone Join a Credit
Union?

A. Members of each credit
union must share a “common
bond,” such as the same work-
place, church, fraternal organi-
zation, or neighborhood.

If you have any questions please
feel free to contact Arrowhead
Credit Union’s Governmental

Affairs Office at the information
below. Arrowhead Credit Union
Affairs team
the best
members

Governmental
strives 10 represent
interests of the
through advocacy and educa-
tion. We appreciaie your support
and welcome your feedback.

Contact:

Pete Aguilar

VP. Director of
Governmental Affairs
Arrowhead Credit Union
P.O. Box 735, #086

San Bernardino, CA 92402
paguilar@arrowheadcu.ore
Fax: (909) 379 - 6908

Credit Unions

Banks

Credit unions have member-owners,
not customers, Each person who
“deposits” money in a credit union
becomes a member of the credit
union because his deposit is consid-
ered his share of the ownership.
That means credit unions are mem-
ber-owned. Each member is also an
owner of the credit union.

Banks can serve anyone in the gen-
eral public. Banks have customers
who have no voice in how the bank
is operated. Banks are owned by
small groups of investors who
expect a certain return on their
investments

July 2006

BUSINESS JOURNAL +« PAGE 13

Credit unions are democratically
controlled. They are run by a volun-
teer board of directors elected by
and from the membership. Each
member has one vote in electing
board members and certain commit-
tee members and can run for elec-
tion to the board or commitiees.

At banks, only the investors have
voting privileges. Customers don’t
have voting rights, cannot be elected
to the board, and have no authority
in the overall governance of their
bank.

Credit unions are not-for-profit.
This doesn't mean that they do not
or should not make a profit. After
expenses are paid and reserves are
set aside, surplus earnings are
returned to members in the forms of
higher dividends, lower loan rates
and free or low-cost services.

In banks, only the investors gel a
share of the profits.

Federally-chartered and all of
California’s state-chartered credit
unions are insured by the National
Credit Union Share Insurance Fund
(NCUSIF), which is managed by the
National Credit Union
Administration, an agency of the
federal government. As a federal
deposit insurance fund, the NCUSIF
is backed by the full faith and credit
of the U.S. government. The
NCUSIF is the only deposit insur-
ance fund that operates on a pay-as-
you-go system, which prevents the
accumulation of annual losses. The
NCUSIF has never had to use tax-
payers’ money.

Banks are insured by the federal
government. Their insurance fund is
called the Federal Deposit Insurance
Corp. Part of this fund, which cov-
ers savings and loans, had to be
bailed out by using billiens of dol-
lars of taxpayers' money. The FDIC
is not operated on a pay-as-you-go
system.

Credit unions are part of a world-
wide support network that includes
credit unions, state credit union
leagues (California Credit Union
League), a national trade association
(Credit Union National Association)
and a worldwide credit union organ-
ization (WOCCU). They share
ideas. information and resources.

Most banks belong to state and
national organizations. However,
banks usually are reluctant to share
ideas, information and resources.

Largest Credit Unions in the Inland Empire

Name of Credit Union
Address
City, State, Zip

Assels

Altura Credit Union
2847 Campus Parkway
Riverside, CA 92507

784,000,000

Arrowhead Credit Union
P.O. Box 735
San Bemardino, CA 92402

27 000,000

USA Federal Credit Uinon
9999 Willow Creek Rd
San Diego, CA 92131

603,000,000

March Community Credit Union
23520 Cactus Ave
Moreno Valley, CA 92553

437.697.000

Norton Community Credit Union® 149,863,797
Main- 295 S. Tippecanoe,

San Bernardino, CA 92423-0847

High Desert Federal Credit Union 182,000,948
15099 Kamana Road

Apple Valley, CA 92307-1388

Service Plus Credit Union 90,461,997

1209 University Ave.
Riverside, CA 92507

La Loma Federal Credit Union 64,474,796
11131 Anderson St

Loma Linda, CA 92354

United Methodist Federal Credit Union*
5405 E. Arrow Highway
Moniclair, CA 91763

45,000,000

Ist Valley Credit Union

2441 N. Sierra Way

San Bemardino, CA 92405
Inland Empire Credit Union®

401 E. Second St.
Pomona, CA 91766

55,443,531

45,000,000

Raincross Credit Union 36,000,000

8543 Indiana Ave

Riverside, CA 92504

San Bernardino Credit Union
401 West 2nd St

San Bemardino, CA 92401

29,000,000

Bourns Employees Federal Credit Union* 34,699,024
1200 Columbia Ave.

Riverside, CA 92507

Rafe Federal Credit Union*

6876 Magnolia Ave.

Riverside, CA 92506

Printing and Publishing Credit Union*
P.O. Box 1505

Riverside, CA 92502

Barstow Non-Ops Credit Union*
P.O. Box 846
Barstow, CA 92312

CALL FOR ART ENTRIES

20,341 417
7.900,000

7,520,342

INDIAN WELLS /337

FyrESIvAL

S

March 30, 31 & April 1, 2007
INDIAN WELLS, CA

Ranked by Assets
Loans
s

666,000,000
600,000,000
620,000,000
345228516
95,538,242
145360310
52,899,359
36,116,900
20,500,000

36,810,907

21,000,000
19,000,000
13,000,000
23,044,597

18,233,133
4,750,000

5,661,290

Members

106,000

135,650

38,500

13,125

13.616

7,560

10,807

4500

5.800

99,000

6,500

2536

N7

2,900

1,203

Employees

370

510

233

106

53

33

30

19

Branches Key Executive
Title
Phone/Fax

E-Mail Address

12 Mark Hawkins
President/CEO
951) 571-5301/571-5830

21 Larry R. Sharp
President/CEO
(909) 379-6280/379-6277
arrowheadcu,org

20 Toni Clark

Regional ?
(800) 220-1872/(858) 31-8100
services@usafed.org
3 Bob Cameron
President/CEO
(951) 656-4411/697-8024
marchccu@marchecu.org

2 Debra Gannaway
President/CEO
(909) 382-3324/382-7985
WWW.IOFCOMCULOFE

3 Thomas J. Brown
President/CEO

(760) 242-5646/242-5042
hdfcu@gte net

Berneta Titus

President/CEQ
(951) 680-1998/787-6699

[

Z Todd Murdoch
CEO
(909) 796-0206/796-2233
lifcu.org

1 Ramon Noperi
Preside:
(909) 946-4096/981-7055
memberservices@umicu.org
Debbie Barrera
CEO
(909) 882-2011/881-4162

2 m E. Kirschner, CPA
(909) 865-2655/469-1095
staff@nlandempirecu.org

I Vernon Elliott
President/CEO
(951) 343-3280/343-1659

i Gnﬁ Stockdale
Pres|
(909) BRY-0838 ext. 225/889-7973
gregg@sbeecu.org

0 Dan Robertson
Manager/CEO
(951) 781-5600/781-5452
befcu@ boumns.com
| Boanie Wann
President/CEOQ
(951) 682-1555/682-4252
1 Carlos Vasconcelos
CEO
(951) 7810981
0 Michael S. Ruffalo
CEO
(760) 256-2591/256-2504

At the Indian Wells Tennis Garden

Deadline 9/19/06 Notification 10/31/06
App fee $25 standard - $50 after dead-
line; Space fee $250 to $500: 10% com-
mission Space sizes: 11 x 11; 17 x 11; 22
x 11 Jury by 3 slides of work and 1 dis-
play 200 exhibitor spaces; 5th Annual
10,000 last year attendance $900,000 art

sales.

Fine Art & Quality Craft No buy-sell;
Artist must be present On Plaza
Concourse

Contact: Indian Wells Arts Festival
Dianne Funk Enterprises, Inc

PO Box 62 Palm Desert 92261
Download App & Info: www.IWAF.net
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Population Growth in the High Desert
Shouws Signs of a Slowdown

by Ron Barbieri, PhD

Senior Associate
Lee & Associates’ Victor Valley Office

Over the next two years, the
population of the High Desert is
expected to increase by 40,000,
which is 15 percent less than the
growth over the last two
The projected
slowdown reflects the
impact of higher interest
rates and gasoline costs
on the economy. In addi-
tion, the reduction in
housing demand was off-
set in part by the acceler-
ation of the need for
industrial space and the
expansion of retail out-
lets in the High Desert.

years.

Demand for Residential Space
Decreases
In 2004 and 2005, an aver-
age of 7,500 homes was con-
structed each year. Almost all of
the units that came on-line were
single-family homes. The High
Desert is the low-cost provider
of new housing in all of
Southern California where the
annual increase in population
ranges between 360,000 and
400,000. The lack of easily
developable land in Los
Angeles, Orange and San Diego
Counties, coupled with a politi-
cal preference for low density
residential development, has
channeled the growth in popula-
tion to the Inland Empire. In
each of the last three years, the
population of Riverside and San
Bernardino Counties grew by
more than 130,000. This trend is
expected to continue because
land is still available to accom-
modate residential tract develop-
ment and the construction of
warehousing, distribution and
manufacturing facilities.

The higher interest rates,
which have reduced the demand
for new housing across the
United States, are having a simi-
lar effect on the Inland Empire
and the High Desert. The level

of new home sales and residen-
tial construction appear to be
down by 10 to 30 percent

depending on the submarket. In

the High Desert, new home sales
are reporied to be down by as
much as 25 percent while sales
of existing homes have declined
by 12 percent.

Home prices in the High
Desert have declined slightly in
the 4th quarter of 2005 and the
Ist quarter of 2006. In the
spring of this year, the median
home price appears to have sta-
bilized, but several real estate
agents claim the price of more
expensive homes is continuing
to decline while lower price
homes continue to increase in
value. All of this is consistent
with the “soft landing” being
engineered by the Federal
Reserve to fight inflation by
slowing down the rate of eco-
nomic expansion.

Retail Market Continues to
Increase

The absorption of retail
space in the High Desert has
been very high by historical
standards. When the level of
housing construction accelerated
in 2002, retailers committed to
expanding in the area. Over the
last four years, new power and
neighborhood centers anchored
by Home Depot, Lowe's, Target
and Wal-Mart and Stater Bros
were developed. Several have
openad for business, while an

equal number will come on-l-mc
over the next 18 months. A few
additional centers are planned
for 2008 and 2009.

g AR | (-
growth in popu-
lation
increase in the
median
hold income are
driving the
demand for retail
space. There are
some indications
that the comple-
tion of the retail
space being developed will pro-
vide more capacity than required
by the increase in households
and income levels. The concern
for a possible oversupply of
retail space is mitigated by the
fact that residents of the High
Desert are making more of their
purchases in local stores rather
than in the Los Angeles Basin.
As a broader range of retailers
open stores in Victor Valley, the
tendency to shop locally will
accelerate.

and the

house-

Industrial Market
Experiences High Demand

From 2003 through 2005,
the annual absorption of indus-
trial space in the Inland Empire
has averaged over 16 million
square feet. Most of this has
been for warehousing and distri-
bution operations. The increase
in the demand for such space is
directly related to the increase in
import and exports through the
ports of Los Angeles and Long
Beach. Forty-three percent of all
the goods imported into the U.S.
pass through those ports. The
twin ports of Los Angeles and
Long Beach will continue to
maintain their share of the
growth in imports and exports.
Because of this, the Inland
Empire is forecasted to experi-
ence high levels of industrial

absorption in the form of ware.
housing and distribution space
over the next five years

The inventory of vacan
industrial land in the [og
Angeles Basin will be substan.
tially absorbed over the next five
years. As that begins to oceur,
the demand for new industrial
space will shift to the High
Desert and further east along the
[-10 Freeway to Banning and the
Coachella Valley. The amount
of industrial absorption captured
by the High Desert will depend
on whether or not BNSF railroad
has constructed an intermodal
facility in either Victorville or
Barstow. If BNSF were to estab-
lish such a facility to transfer
shipping containers from trains
to trucks and visa-versa by 2011,
the annual absorption of indus-
trial space in the High Desen
could be as high as 12 million
square feet per year. This would
be 12 times the current level of
industrial growth in the High
Desert.

About the Author:

Ron Barbieri, PhD, is a sen-
ior associate in Lee &
Associares’ Victor Valley office.
Lee & Associates is one of the
largest national commercial real
estate providers with regional
expertise. As a group of inde-
pendently owned and operated
companies, Lee & Associates
currently has more than 29
offices located in California,

Arizona, Nevada, Missouri,
Illinois, Michigan, New Jersey,
Texas and Wisconsin.

Additional information is avail-
able at www.lee-associates.com
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Name
Address
City/State/Zip

UBS Printing Group, Inc.
2577 Research Dr.
Corona, CA 92882

Crown Printers
250 W. Rialto Ave
San Bemardino, CA 92408

Advanced Color Graphics
245 York Place
Claremont, CA 91711

Faust Printing Inc.
8656 Utica Ave., Ste. 100

Rancho Cucamonga, CA 91730

Robinson Printing
42685 Rio Nedo Street
Temecula, CA 92595

Ace Direct
948 Vella Road
Palm Springs, CA 92264

The Performance
1251 Pomona Rd., #101
Corona, CA 92882

Printing & Promotion
Plus, Inc.

2005

29,000,000

8,000,000

6,000,000

6,000,000

4,600,000

5,500,000

1,600,000

1,890,000

930 South Mt. Vemon Ave., Ste. 200

Colton, CA 92324

Pomona Print Stop
9077 Arrow Rie., Ste, 120

1,450,000

Rancho Cucamonga, CA 91730

Printing Resources of So. Calif. 1,268,947

893 West 9th St.
Upland, CA 91786

A to Z Printing Co., Inc.
4330 Van Buren Blvd.
Riverside, CA 92503

Alphagraphics
9016 Archibald Ave.

1,000,000

1,000,000+

Rancho Cucamonga, CA 91730

ZAP - Corona Printing
210 N. Smith Ave.
Corona, CA 92880

Acrey & Tharp Printing
PO. Box 2127
Riverside, CA 92516

Redlands Blueprint &
Commercial Printing Co.
922 B New York St.
Redlands, CA 92374

Harper's Printing
1956 N. “E" St.
San Bemardino, CA 92405

850,000

729,000

500,000

# of Employees
$ Sales Volume Year Established

60
1970

1979

28
1962

1924

50
1979

1991

10
1984

1977

11
1970

10
1921

1984

Commercial Printers

Ranked by 2005 Sales Volume

Products

Folding Cartons,
Commercial Printing,
Books, Manuals

Marketing & Advertising,
Direct Mail,
Catalogs, Brochures

Commercial Sheet-Fed Printing, 640

Press Type
Colors

KBA 6 Color (In-Line UV)

407, 29"
6 With Perfectors

Data, CTP
1-6 Colors

Services
Specialties

Full Service Capabiltics,
In-Line UV,
Stolastic Printing, Bindery,
Die Making & Cutting

40" 6 Color, Plus Coating Color Printing, Digital Printing,
Litho,Digital Vanable

Complete Finishing
Fulfillment, Distributation,
Mailing

Heidelberg CD with Coater High Quality, Quick Turn,
b et

Brochures, Catalogs, Manuals, 240 Heidefberg 102 ZP Perfectorin-House Design,
Packaging Heidelberg QM 46 Quickmaster  Pre-Press, Full Bindery

Commercial Lithographic Printing, 6
Magazine, Brochures,
Marketing Materials

Product Catalogs, Brochures, Packaging,
Calendars, Posters, Mailers, Presentation
Folders. Stationery, Programs

Full Color Offset
Mailing
Variable Digital

Full Printing
Design Services

Graphic Design, Process Color Offset Printing,
High Volume Digital Copies,
Bulk Mailing

Volume Copies, Business Forms,
Flyers, Business Cards, Envelopes, 3
Manuals, Catalogs

Color 41" KBA 105

With Coating, 5 Color 41"
KBA 104 29x4 Perfector Full Service In House Bindery

(2) Komoni &
Ryobi,
4 Color + Spot

Komoris-IGEN
5 + Coating

Ryobi
2 Color, 4 Color

4 AB Dick Presses,
Digital Doc-U-Techs

Perepress Services
Graphic Design

Creative Development
Quali "W‘l’“cl Y”, B
In-Line Aqueous Coating,

Conventional and Electronic
Pre-Press, In-House Bindery

Brochures,
Booklets, Folders

Full Service From Design,
Print & Mail

High Volume
Copy Usage

Models 6180,2 135, 2045 Color

Ofset Printing, Mailing Services,
High Speed Digital Printing
(Black, White & Color)

Heidelberg QM46-2
Ryobi 3302
Two Colors

Black & White + Color

Posters, Newsletters, Letterheads, Ryobi Foil

Design, Black & White Copying
Digital Mailing Services, Posters,
Banners, Promo Products, Full Color, Printing

Business Printing, Wide Format
Color Signs & Posters, Copying,
Graphic Design

Commercial Printing,
Brochures, Posters,
Booklets, Magazine Flyers

Publishing
Book Binding Services,

2 - 4 Coler

2 Heidelberg
2 Colors
1,2and 4

High Speed Digital Printing

Offset Printing, Mailinga Services,

Bindery, Wire “0™

Design, Copy, Print

Top Local Executive
Title

Phone/Fax

E-Mail Addres

Gene Hamrick
President/Owner
(951) 273-7900/273-7912
fiaitickE bk

Denny Shorett

President

(909) 888-7531/889-0371
denny(@crownconnect.com

Steve Thompson
Owner
(909) 625-3381/625-2081

Rose Mary Faust

CEO

(909) 980-1577/989-9716
info@ faustprinting.com

Dave Robinson
President

(951) 296-0300/296-0306
dave@robinsonprinting.com
Mark Lawrence

CEO

(760) 969-5500
milawrence(@acedirect. com

President
(951) 273-7390/273-7395
natalie@ideas2ink.com

Jon Melzer

GM

(909) 370-0860/824-2396
info@ printproplus.com

Joe & Neal Cantone
Owners
(909) 593-8993/989-5352

Nancy DeDiemar
President
(909) 981-5715/981-9396

Allison Dale

President
(951) 689-4411/687-6387
general@a-zprinting.com

Tim Main

Owner

(909) 989-8550/989-0400
vslli@alphagraphics.com922

FTP Dropbos, Strong Customer Service Paula A. Montanez
1,2And 4 Colors  And Customer Service, Marketing  President

Man Roland, 204 Hamada, Davidson,

4 Color, 2 Color,
Single Color Process

Packet Folders,
Foil Embossing,

AB Dick 9800 Series,  In-House Computer Graphics,
2 Color Komori Perfector  Custom Printing, Bindery,

Yearbook,
Young Authors Publishing

(951) 734-8181/737-1791
v

David Tharp
Owner
(951) 653-4922/653-3408

diharp@acreytharp.com
Daney Bachiu
Manager/Owner

(909) 792-3478/335-1121
redlandsblue@ earthlink net

Elmer Harper

Owner

(909) 882-1234/882-2772
Aharpers@ venzon.net

Subscribe to the INLAND EMPIRE BUSINESS JOURNAL Today!
See page 11 for details.
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€conomic Waves by UCR
continued from page |

academic year. The firm arrived
at that number by using indus-
try-standard multipliers to show
how direct campus spending rip-
ples through the economy, as the
institution buys goods and serv-
ices, pays salaries to employees
and constructs new buildings,
prompting the need for more
production elsewhere.

“lI am not surprised to see
that the university is a very

robust and efficient economic
engine for the region,” said
Chancellor France A. Cérdova.
“As we continue to expand our
own workforce and student
enrollment — and with new ini-
tiatives such as the proposed
School of Medicine and the
newly launched Palm Desert
center — we expect that UCR
will further broaden its impacts
and contributions.”

The nine-month  study
showed that while most of]
UCR'’s revenue comes from out-
side the region, the majority of
spending is concentrated in the
fast-growing Inland Empire.

In 2004-05, the campus
spent $380.7 million on salaries
and wages, goods and services,
and construction, of which
$256.6 was spent in the Inland
Empire. Since just $46.7 million
of the university’s revenue came
from local sources, that means
the campus made a net contribu-
tion of $209.9 million to the
local economy. In other words,
UCR spent $5.50 in the Inland
region for every dollar in rev-
enue received from the same
geographical area.

In all, UC Riverside’s total
spending impact in California
was $638.0 million in the 2004-
05 fiscal year. In addition,
spending by UCR’s students and
retirees and by visitors to the
campus had an economic impact
of $315 million. The campus
also generated 8,031 full-time
equivalent jobs statewide.

“This total impact of $953
million includes the direct
spending of the campus, as well
as the indirect and induced

Rotail Sales (Y-0-¥ change)

Miltions of Square Feet

Muedian Price per Square Foot

impacts of that spending,” said
Kathy Barton, UCR's director of
technology collaboration. “In
other words, every dollar spent
by the campus itself — and by
students, faculty, staff, and
retired employees — has ripple
effects in the local economy and
beyond.”

The full report, which is

available online at
www.impact.ucr.edu, summa-

rizes UCR’'s various impacts:

« The highly-skilled grad-
uates of UCR’s colleges and
schools are perhaps UC
Riverside’s most significant
contribution to the Inland
Empire and California

2006 NRI Rank: 10, Down 4 Places. The Inland Empire fell four
spots due to rising risks associated with low housing affordability.

Riverside-San Bernardino

¥ 4 Places 2006 Rank: 10

cconomic.\. Of the 57,740 tota]
alumni of UC Riverside, 46,146
or about 80 percent, lived in (h(:,
State of California in 2005,

« Of these alumni, Nearly

18,000, percen
lived in the Inland Empire, '

+ Each year, UCR gragy.
ates add to the pool of skilleg
continued on page 38

or about 3]
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= Asking Rent

Asking Rent and Vacancy Trends

Employment Forecast: Employers continue to add jobs in the § §22 15%
Inland Empire. The job market will expand by 33,000 positions ";
this year. Nearly 8,500 jobs will be created in the trade, trans- 5 S
portation and utilities sector, while higher-paying positions will & $20 129, 8
also be added in the professional and business services sector. Cf g
Q ]
<
Construction Forecast: Builders are expected to add 3.7 million g =
square feet of retail space this year, up almost 50 percent from 2 $18 9% 2
2005. Much of the new growth is being driven by big-box -
retailers along Interstates 10, 15 and 215, _.% I
£ $16 6%
Vacancy Forecast: Vacancy in the metro will increase 10 basis 02 03 04 05 06*
points to 9.4 percent by year-end 2006. The increase is
axpected to be temporary, as population and job growth will
continue to run at above-average levels, and retailer demand is
expected to accelerate in response.
v W Strong Growth Prospects Throughout
Region Attract Investors
Retail Seles va. Householne trong population and retall sales growth continue to attract businesses
== Rotnil Sales == Housahoids A 3 N
12% 6% = Sto the inland Empire. National retailers are making a major expansion
§ throughout the region, as they are eager to position themselves in the
2 path of population growth. For example, this year alone, Wal-Mart is adding
10% 4% ?j. Supercenters in Hespena, San Jacinto and Palm Desert. By the end of this
2 year, developers will add more than 1.5 million square feet of retail space to
o South Riverside. While the metro has recorded significant price appreciation
8% 2% in recent years, prospective buyers are still attracted to the anticipated long-
g term growth of the region and to properties that are reasonably priced
§% 0% g compared to the rest of Southern California. Investors are encouraged by
02 03 04 a5 06* both the sheer numbers of new residents and jobs, as well as the type of
positions that are expected within the region, including higher-paying
Retail Completions services careers. While new positions will be created across employment
sectors, professional and business services will post the most significant job

8 growth over the next few years.

Y Competition for available properties continues to put downward pressure
on cap rates, with the average for single- and multi-tenant properties at 6.1
percent and 6.3 percent, respectively. While transaction velocity has slowed

2 from the breakneck pace of prior years, investors are still finding value
throughout the metro. Retailers continue to expand as new housing is pushed
farther out toward the edges of the metro area. The Victorville submarket has

0 been booming, with new home construction drawing more residents to the

02 03 04 05 08" area. Multi-tenant prices in Victorville, however, remain as much as 25 percent
SR & below the median for the market as a whole and cap rates are slightly greater
-mes_"::; S than the metrowide average. Opportunities also exist in Palm Deseft, where
- single-tenant cap rates are averaging 7 percent.
$300
4 Rent Forecast: Despite a mild uptick in vacancy. asking rents will increase
5200 5.8 percent to $21.25 per square foot by year-end 20086, Effective rents will
rise at a similar rate to $19.40 per square foot.
s100 | - 4 Investment Forecast: The Inland Empire's more affordable housing will
continue to draw new residents from coastal areas. Sales activity Is
S0 expected to pick up further in Coachella Valley, South Riverside County and
02 03 04 05 06" Victorville, where cap rates and prices are attractive compared to other

* Forecast ** 1H 06 Estimate

submarkets in the metro area.

Marcus g Millichap
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WHY YOUR CUSTOMERS BUY

does customer

Why

your
buy? This is the most important
question in selling. What bene-
What is he

attempting to avoid, achieve or

fits does he seek?

preserve by buying your prod-
Amongst the
various benefits available 1o him
or her, what are the tangible ben-
efits and what are the intangible
benefits? A tangible benefit is
something the customer can
touch and feel. It is something
the customer can hold up and
show to someone else. A tangi-
ble benefit has very much to do
with how the purchase is viewed
by others, and is very important.
Describing the components and
features of a product or service
is how you point out to the cus-
tomer the tangible benefits of
purchasing and using it.
However, as we have seen,
the intangible benefits are large-
ly emotional. They are con-
cerned with pride, status, securi-

ucts or service?

by Brian Tracy
www.briantracy.com

ty, admiration and respect of oth
ers, and other factors that make
the person feel happy that he or
she has purchased what you are
selling.

A person who buys a Rolex
watch will explain it to others in
terms of its gold case, its jeweled
Swiss movement, the fact that it
is waterproof to 330 feet and the
tremendous accuracy for which
it is famous. But none of these
are reasons for buying a Rolex.

The real reasons, the intangi-
ble benefits, are the feeling of
success, prestige and status that
a person gets when he or she
wears a Rolex in the presence of
people who are wearing less
expensive timepieces. It is the
unspoken statement that I have
arrived!” that the customer is
making that causes him to buy
the watch in the first place.

What are the tangible bene-
fits of buying and using your
product or service, and what are

-- Website hosting

to do it.

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

We can help!

-- Content management solutions

-- E-commerce tools and services

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

-- Website project management services

-- Custom search engines, directories and catalogs

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

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

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

For more info see us at www.csz.com
Call today for a free consultation!
909-920-9154 x27

the intangible benefits? What
are the tangible and intangible
benefits of dealing with you as a
salesperson? What are the obvi-
ous payoffs of dealing with you,
and what are the not so obvious
payoffs?

Now, here are two things you
can do immediately to put these
ideas into action:

« First, identify the specific
tangible benefits your customer
will enjoy from ownership and
use of your product or service.
How could you prove these to
your prospect?

+» Second, identify the intan-
gible, emotional reasons why
your customer buys from you.
How could you demonstrate and
emphasize these benefits in your
sales conversation?

UCR Outreach Center

continued from page 3

and Science Teacher Initiative
(CMST) provides College of the
Desert students, who are willing
to transfer to UC Riverside, with
annual $5,000 fellowships for
teaching highly-conceptualized
mathematics or science to K-12
students in Riverside County
while pursuing their teaching
credentials. These transfer stu-
dents must major in mathemat-
ics, science or education. The
program has just begun in the
region.

Since 1998, the ALPHA
Center has worked to develop
programs which prepare stu-
dents to enter and excel in col-
lege.

BNLAND EMPIRE I

USINESs journd

Get Your Subscription
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FULL BERVICE GRAPHICS

Web Development
Web Design
Detabasing
E-Commerce
Web Hosting
Graphic Design
Corporate ldentity

- Animated Logos

*« Marketing Collateral

Be Noticed!! Increase Business
with Custom Design

Merntion this ad for a free consultation

909.338.3187

www.mindseyes.net
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"Houston, we have a problem": Leadership in Times of Crisis

by Winston Scott

Perhaps you’ve never been
called upon to lead in a situation
as fraught with potential peril as
the manual capture of a $10 mil-
lion, 3,000 pound, out-of-control
satellite in outer space, but busi-
ness leaders face major crises all
the time: a scandal involving
senior management, fall-out
from an economic downturn,
product malfunction and recall,
or the loss of a key employee.

Leadership under extreme
conditions, like those encoun-
tered aboard the space shuttle
Columbia mission in 1999,
requires key principles that will
guide you, your team, and your
mission to success. The
Columbia mission ultimately
succeeded, and using the same
principles of leadership that
worked on this space mission,
business leaders can turn an
obstacle into an opportunity, too.

Space Mission Lesson #1:
Prepare for the unknown.

A leader needs to anticipate
potential problems as part of
preparation. The  original
Columbia mission was to launch
a research satellite called
Spartan, but it malfunctioned
almost immediately. The effort
to retrieve it for repair went
awry when the shuttle’s robotic
arm inadvertently tipped the
satellite, setting this object,
roughly the size and weight of
an automobile, spinning unpre-
dictably in space. Because
NASA and the Columbia crew
already prepared for potential
problems, they immediately
knew what to do next: have two
spacewalking astronauts—one on
his first space flight—perform a
dangerous manual capture of the
satellite.

When an unanticipated prob-
lem occurs in business, like the
astronauts, you should be so
thoroughly prepared that you
already know what options and
resources might be available to
help solve it. Otherwise, you
waste time trying to figure out

your options, thus allowing the
crisis time to get even worse. S0
in your business, determine what
possible factors could cause
your company to suffer, and then
devise action plans for each sce-
nario. Should that problem ever
occur, you already know how to
react and lead your team to vic-

tory.

Space Mission Lesson #2:
Conquer communication barri-
ers.

Get to know the members of
your team well and understand
what their particular communi-
cation strengths and weaknesses
are, particularly in times of cri-
sis. Be careful not to assume that
they understand you, even those
you think you know best. It's
never more important for every-
one to be on the same page than
when you’re confronting a prob-
lem. To ensure that the message
you send has been received as
you wanted it to be, solicit feed-
back. asking, “Do you under-
stand what I mean?” to encour-
age clarifying questions and
honest responses from your
team.

English was the other space-
walker’s second language, so the
lead spacewalker took extra care
heading off potential problems
by spending time with him to
ensure they were speaking the
same language, literally, before
they attempted to capture the
satellite together. What's more,
in space, all direction is relative
to something else, so to facilitate
the manual capture of a satellite
while cruising at 18,000 miles
an hour, everyone on the team
needs to know what “up” and
“down” mean in that context.

In the world of international
space flight, there may be literal
language barriers to overcome,
and in an organization, even if
everyone speaks the same lan-
guage, the filters of culture
sometimes put up obstacles that
you must use finely-honed com-

munications skills to conquer.

Men and women are known to
communicate differently, for
example, and business leaders
must ensure that communica-
tions’ meaning and intent are
clearly understood by everyone,
especially when trying to solve a
problem.

Space Mission Lesson #3: Be
alert for non-verbal communi-
cation.

A good leader will pick up
on cues to potential problems
and misunderstandings before
they occur. For example, while
both the robot arm operator and
one spacewalker on the
Columbia mission were highly
qualified individuals, both were
on their first space flights. The
lead spacewalker observed the
other spacewalker talking very
little and keeping to himself
away from the group, so he
shared his own experiences on
his first spacewalk to reassure
the other man that he
empathized with his nervous-
ness but was confident he would
do well.

As a business leader, you
must know how key team mem-
bers act on a normal basis so you
can gauge when something is
awry and their behavior
changes. When a crisis occurs, is
your usually social VP of mar-
keting now keeping to her
office, with the door closed and
the blinds drawn? Is your usual-
ly mild-mannered CFO now
barking orders like a drill ser-
geant? These are tell-tale non-
verbal cues that you must step in
and lead your team more effec-
tively, as the crisis is taking its
toll on your much needed key
players.

Space Mission Lesson #4: Ask
for help.

A leader must demonstrate
an immediate understanding of
the problem. You can't be
wishy-washy, even if, at the
moment, you don’t have a clue

what’s going wrong. You need 1o
show that you're in control,
demonstrating sclf-assurancc.
Your people will follow confi.
dence.

But confident doesn’t mean
omniscient. You must soligjt
input and feedback from the
experts on your team and from
people outside of the team ag
well. NASA rehearsed the satel-
lite’s capture on the ground and
sent images up to the shurle.
The spacewalkers constructed a
Spartan simulator for practice,
and the team leader rehearsed
the terminology to use in the
capture and to direct the com-
mander where to fly the shuttle
to get it close enough to the
satellite so they could reach out
with gloved hands and manually
direct the satellite back into the
shuttle.

You don’t need to know
every single nut and bolt
involved in every single person's
job, but there are people on your
staff who are more expert in cer-
tain areas than you are.
Acknowledge that and benefit
from it when planning and prob-
lem-solving.

Space Mission Lesson #5: Earn
real experience.

Business leaders, like astro-
nauts, obviously need technical
training in their field, but equal-
ly important are maturity and
experience at making difficult
real-time decisions. There's a
reason you never see 22-year-
old astronauts! You must have
complete confidence in your
ability to make critical judg-
ments and to take action in tough
situations, and the only way to
acquire that is to be seasoned by
experience.

While mounted in foot
restraints on the edge of the
shuttle, the Columbia space-
walkers spent three hours safely
manipulating the satellite into
the single orientation that would
fit it into the payload bay. The

continued on page 37
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CALENDAR

July

[2th

The University of La Verne's
Center for Strategic Thinking is
offering a “hands-on" workshop
to provide companies, investors

and entrepreneurs a comprehen-

sive look at the due diligence
process. The workshop will get
underway at 7:30 a.m. in the

Room (PDR)

university’s main cam-

Presidents Dining
on the
pus. Atiendees will be provided
an extensive checklist intended
to assist in conducting or prepar-
ing for a due diligence review
They will also receive detailed
information and take part in a
dialogue focusing on specific
due diligence
guest expert and ULV faculty
members. All ULV Center for

Strategic Thinking workshops

aspects with a

are open to the public.
Admission 1s $25 and includes
breakfast. Due to space limita-
reservations are recoms-
mended. For additional infor-

mation on each workshop and to

tions,

make reservations. contact Erica
Arias at (909) 593-3511, ext
4202 or e-mail arase@ulv.edu.

25th

Rancho Cucamonga Chamber
mixer/expo being held at Dave
& Busters, 4821 Mills Circle in
Ontario. Hosting sponsor is
Arbonne International.  Ea,
drink, door prizes and more at
5:30 p.m.

27th

Multi-Chamber mixer (Upland,
Montclair, Rancho Cucamonga
and Ontario) being held at

Draper Mortuary, 811 N.
Mountain Avenue, Upland at
5:30 p.m. This will be a

Christmas in July event, so
please bring an unwrapped toy
for underprivileged children.
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Trammag Slgns Aramark

I'he Palm Springs Aerial
Tramway announced it has
signed a contract with Aramark
Sports  and Entertainment
Services, a division of Aramark

to provide the food and bever-
Aramark
operate the Peaks Fine Dining
Restaurant, Pines Casual Dining
Restaurant,

age services will

Lookout Lounge as
well as provide catering for ban-

quets and special events.

*“I am pleased that we have

entered into a contract with a
substantial restaurant operator in
that our cus-

order to ensure

will outstanding
dining and service,” stated Rob
Parkins, president of the Palm
Springs  Aerial Tramway,
“Aramark has both the experi-
ence and the resources to deliver
quality food and beverage.”

lomers enjoy

Aramark chefs have created

a menu featuring
fresh

from
aged

with

bakeries.

will

a variety of
vegetables and

the Coachella Valley,

greens
dry
meats and poultry aleng
breads from local
Additnonal selections

fresh

fresh

include market

seafood and pastas.

1 $250 Provides cleft surgery for one child.
[ $125 Covers half the cost of one surgery. T §

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 vinually 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.
T % 50 Provides medications for one surgery.
We'll gratefully sccept any amount.

sotugaiiid by the m~ and all donations 1o The Suile

This Holiday Season,
Give The Gift Of_,Av
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msmmrs.\'u: www.smiletrain. org

Name Address
City State Zip
Telrphone eMail
Charge my gift o my eredit card: 0 Visa 0 MasterCard 0O AMEX O Discover
Account No. Exp. Dute
Signature
Send this coupon with your donation to:
The Smile Train
P.O. Box1979
Rancho Cucamonga, CA, 91729-1979
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Smile.

Make check out to
“The Smile Train.”

The%mleTram

Changing The World Oac Smile At A Tiine.

1-877-KID-SMILE

S-I-h---sﬂneﬂi-—ﬂ
2005 The Sasile Train.
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direct research. Another agency
resulting from this legislature
was the Alliance for Stem Cell
Research (AFSCR), created by
the sponsors of the proposition.
The mission of AFSCR 1s to
advance stem cell research and
educate the public about its
potential and progress.

The AFSCR is currently
working with patient advocates
and local leadership to ensure
the passage of The Stem Cell
Research Enhancement Act,
H.R. 810, a bill that will signifi-
cantly increase federal support
for embryonic stem cell
research. The AFSCR is one
organization striving to make
stem cell research beneficial to
humans as soon as possible.

“There is a group of people
who will never support stem cell
research, and there's a group of
people who will always support
stem cell research,” said Susan
DeLaurentis, president and CEO
of Alliance for Stem Cell
Research. “The numbers of peo-
ple supporting stem cell research
are increasing because of the

Stem Cell Research
continued from page 7

Embryonic stem cell
research is often times confused
with human or reproductive
cloning. Cloning is different in
that the cells are copied so that
their genetic material, or DNA,
matches exactly. Embryonic
stem cell research utilizes thera-
peutic cloning, or somatic cell
nuclear transfer, to copy cells
with the goal of making stem
cells to treat and cure serious
diseases and injuries. Using
SCNT, scientists can produce
embryonic stem cells without
using sperm to fertilize an egg.

Some researchers believe not
only could stem cell research
help find cures for blood dis-
eases, it could also be instru-
mental in treating Parkinson’s
disease, Alzheimer’s, spinal cord
injuries, stroke, heart disease,
diabetes, arthritis and severe
burns.

The California Institute for
Regenerative Medicine was cre-
ated from California’s
Proposition 71, to fund and

TRITON

Communications, Inc.

Please allow us 10 introduce ounselves: Triton Communications, Inc., a-full
e scrvice iclecommumications company.  Originally formed in 1981, and
Incorporated on August | 2th 1982, We begati as a contractor providing
installation service for Rolm of California. In 1985, Triton
Communications, Inc. became an interconnect and began 1o serve ils own
custonwern.

4 We are very proud to say (hat many of our original customers are still with
us iocday, Please review the list of services and qualifications below. We are certain you will find that Triton
Commumcations, Inc, can be of msistance 10 you and your company, We luve a very well tramned rechmical
stalT and our installation and service lechnicians have an average of fifteen years expenience easch. The fol
lowing is & list of our services:

» Sales and Service of refurbished (Nortel, Toshiba) & new (NEC) telephone systems and equipment
« Complete System cabling of voice, data, and compater networking

» Voice Mail and Paging systems to Video conferencing and Call Accounting systems

« Providing Local Dial Tone, T1, Long Distance and 300 numbers

« VoIP solutions.

P Ve T =

Triton Communications, Inc
663 Brea Canyon Road Ste. 4
Walnut, CA 91789
Phone-909 594 5895
Fax:909.598.2832
www.tritoncomm.com

people in the middle. Once those
people in the middle become
educated, they become support-
ers.”

Alzheimer's disease is one
such ailment researchers believe
stem cell research can unlock
some answers to. Alzheimer’s
disease is a chronic, progressive
neurological disorder character-
ized by accelerated loss of brain
cells and the connections
between cells. Losing brain
mass and connectivity degrades
normal brain function, including
reasoning and information stor-
age and recall.

Stem cells could possibly
provide some of the first models
to study Alzheimer’s and its
mechanisms. Human cellular
models would enable the explo-
ration of the basic biology and
chemistry of the healthy brain,
and help researchers understand
what goes wrong with the
Alzheimer’s brain. Stem cells
may also be able to provide tools
to search for new drug targets, as
well as human cellular screens
for testing drug safety and effi-

July 2006
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cacy. Stem cells may be used 1o
deliver growth factors ot other
compounds that protect cells or
promote cell regeneration. Some
believe, in time, stem cells may
be used to replace cells lost 1;,
Alzheimer’s.

“The amazing thing about
science is you don't know how
long something will take.
Research will provide answers
about diseases,” said
DelLaurentis. “If you can create a
model and see how a disease
progresses, you can test different
drugs to see which ones work.
We may have an amazing sur-
prise in a lab somewhere, and
that’s the exciting part.”
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Your partner in business.

USA Federal understands that our business partners need a
variety of choices to meet their unique needs. Whether your

. business requires just the essentials or a more sophisticated

. suite of accounts and services, USA Federal offers solutions

" that simplify managing finances giving you the freedom to focus

on building your business.
A=

Visit a branch and join today!
——

‘ Lake Elsinore
29261 Central Ave,, Ste. C USA Federal
= cRBDODVY U N iO N

~ Murrieta
25359 Madison Ave., Ste. 105 Get there. Start here.
. {800) 220-1872

www.usafedcu.org

conditions and services subject to change. Membership is sasy, This credit Union is Tederally
N Credit Union

Deposit Checks Without
Leaving Your Office!

) longer need to drive to the bank or

rier to pick

Tl (9491 2516959 fax (949) 2515050
2111 Business Comtes Drive
Irvine, (A 92612
infofowdi com  wwwe cwbh com

TEMECULA
VALLEY REGION
1951) 5292850 Fax (951) 580-9406
40425 Murriets Hot Sorings fsad, Sulte 203
Mameta, CA 92563

up your check deposits.

CoMMERCEWEST

BANK
Bank on The Difference~

(DRPORATE NEADQUARTERS ORANGE (DUNTY SOUTH BAY
REGIONAL BUSINESS CENTER
‘o (949 251-2088 L (949) 2519087
4685 Machsthr (ot
Newport Beach, (A 92660

REGIONAL BUSINESS CENTER
Vel (3100 7199536 fax (310) 7189537
19300 South Harmalton Avecsse
Gardena. (A 90043

INLAND EMPIRE
REGIOMAL BUSINESS CENTER
1 (951) 582-9405  fax (951) 5825406
1611 Pomana Road
Corona. (alifornia 92830

MAXIMIZE YOUR
HIRING INTELLIGENCE

*Narrow the External Candidate Pool to
the Best Possible Matches with
Available Positions.

CALLTODAY
FOR YOUR
FREE TRIAL!

(877) 345-2021

*Compare the Character Qualities of
Internal and External Candidates When
Making Placement Decisions

*Build Stronger Teams of Complimentary
and Compatible Employees

*Enhance Individual Job Performance and
Overall Productivity

e e
America, Inc.

wwrw acheckamerica.com

*Increase Employee Retention and
Reduce the Cost of Turnover

provides character & behavior assessments alowing you to

with the most likelihood of succ

he MERIT Prabie from A-Check Amer

s lor your organization

Infand Empire

www, NAWRO-TE.org

| NAWBO-Inland Empire monthly dinner meeting
| . " : i
' Please join us for dinner on July 20!

Please join NAWBO-IE's monthly dinner meeting

NAWBO-IE 2006 - 2007
BOARD MEMBER
INSTALLATION

Special guest:

Senator Robert “Bob” Dutton

Thursday evening July 20™ , 2006

5:45 Registration ~ 6:15 Dinner/Program
Ontario Hilton Hotel
(off the 10 freeway at Haven, comer Haven/Inland Empire Boulevard)

$40 NAWBO Members with advance payment ~ $45 Non-Members and all walk-ins
$20 Student rate with valid identification

RSVPs requested by July 17*!!
To RSVP please call Sherri Gomez (951) 689- 1200 or
via email at shern. gomez(@igmail com

Submit your reservation and payment to
NAWBO-IE, 4510 Van Buren Boulevard, Riverside, CA 92503

Visit us at our website www NAWBO-1E.org

* Golf Tournament

* Business Showcase
* Community Parade * Business Luncheon Seminars
* Installation & Awards Dinner

* State of the Community Luncheon

* Regular Networking Opportunities

* Ribbon Cuttings & Grand Opening Assistance
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Staff Leasing Companies Serving the LE.

Ranked by Number of Offices in the Inland Empire -

Specialities

wil Executive

Company Name Number of Offices 2004 Revenue, 1.F Year Established, L1 :
Address Intand Empiry Placements, L Headquarters itk
City, State, Zip Companywide Phone/Fax
E-Mail Address
Select Personnel Services, Inc " WND ) { 1 Steve Sorenson
1 14011 Park Ave., Ste. 170 S04 Santa Barbara, CA |
Victorville, CA 92392
Amvigor Staffing Services \di Yictor Teller
2 M3 N. I \ Sie B
1, CA
Princeton Corporate Consultants | £2.300.00( 8t Medical Device, Steve Adams
3. 420'W. Bascline Rd.. Ste. ( 6 N/A Encino. CA P ace al V.P., Operation
Claremont, CA 917 Q) 625
KimstalT H '} $4 HR Outsour Risk M X Mike Johnson
4 7872 Cowan Ave 5 CA Ad Plc. HR & ( director of S
Irvine, CA 92614 Work ( I { k f

2006 EDITORIAL SCHEDULE

EDITORIAL FOCUS SUPPLEMENTS LISTS

July
* Manufacturing * Marketing/Public Relations * Credit Union
* Distnnibution/Fulfillment * Media Advertising .

« Casual Dining
» Building Serv

* Quarterly

* Credit Unions
» Event Planning
* High Desert Economic Development

August

 Personal/Professional Development « Environmental Firms

* Environmental

* Expansion & Relocations « Largest Companic

| Real Estate » Small Package Delivery Ser
* MBA Programs

* Medical Clinic

* Employment/Service Agencies
* Health & Fitness Centers

» Caterers

* Coachella Valley Economic Development

September

* Women in Commerci

* Mortgage Banking * Health Care & Services * Substance Abuse Programs
» SBA Lending * Airports * Largest Banks
* Independent Living Centers * Golf Guide o Southern California * Largest Hotels

* Golf Courses

October
* Lawyers/Accountants
* HMO/PPO Enrollment Guide
» Economic Development
*e Temecula Valley » Holiday Party Planning » Copiers/Fax/Business Equipment
» Financial Instimmtions (2nd Quarter, “06) « Quarterly Financial Review ; =
November
» Retail Sales
« Industrial Real Estate
» Commercial R.E./Office Parks
* Educational Services Directory

* Wireless Phone Service
* [nternet Services

* Telecommunications
» Office Technology/Computer

* International Trade * Long Distance/Interconnect Firm

* Commercial R.E. Development Projects
* Commercial R.E. Brokers

* Fastest Growing LE. Companie

* Human Resources Guide

» Executive Gifis

* Building and Development
¥« New Communities . \!u][t_‘J;_'; ( ‘n“”\\.n]\'.
* Title Companies

December
* Financial Institutions ( yrd Quarter, ‘06) = Health Care « 2007 “Book of Lists
* Top Ten Southern California Resorts * HeetLeasmng Awo Dealers
» Temporary Placement Agencies * Business Brokerage 1o

'~

*New in 2006 B e o
To take advantage of these special marketing opportunities, contact Bill Anthonyat 303.

To be included on a list contact Robin Powers at 302.

1",‘
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There is no equal to The Retreat in Temescal Valley. Where a country club lifestyle is yours for the
rest of your life. Amenities and luxury will permeate each day. The homes are large and beautiful
with breathtaking views of open hillsides and the golf course which is now fully seeded, lush, green
and open for play. Memberships are still available but not for long. it's all a perfect beginning to
a luxurious, well-earned, sun-filled life out here in the canyon. Come join us soon.
KB HOME
Huntington
Up to 5 bedrooms and & baths

3,315 to 3,711 square feet
FROM THE HIGH $800.000s

KB HOME
Sienna Ridge
Up to 6 bedrooms and 5 baths
3,760 to 5,323 square feet
FROM THE LOW $1,000,000s

DIVERSIFIED PACIFIC
The Estate Collection
Up to 5 bedrooms and 5 baths
4,096 to 5,923 square feet
FROM THE MID $1.000.000s

BEAZER HOMES
Masterpiece
Up to 5 bedrooms and 4.5 baths
3.173 to 4,839 square feet
FROM THE $900,000s

PRESTIGE HOMES
Dolce Vita
Up to 6 bedrooms and 4.5 baths
3.097 to 5,352 square feet
FROM THE LOW $1.000.000s

LENNAR
Castellina
Up to 5 bedrooms and 4.5 baths
3.614 10 4,477 square feet
FROM THE MID $1,000,000s

PRESTIGE HOMES
Dulcis
Up to 6 bedrooms and 5 baths
2.569 to 4,087 square feet
NOW SELLING

THE RETREAT

AT LAST.

21650 RETREAT PARKWAY, CORONA, CA 92883 (951) 277-0562 TheRetreatCC.com
Call or stop by the Welcome Center. * Broker co-op available, please see each sales office for details.

Take the 15 freeway to the Welrick Road exit and head west
Continue on Weirick Road which turns into The Retreat Parkway
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SBA Lenders Serving the Inland Empire

Ranked by loans funded (Riverside & San Bernardino Counties)

. - g l\':;:?'!:.;un Name r....?;"u\ llﬂni:t“'i = \lumlx-rl-ol“ :Ni\ Iypes of Loans Offered: Tvpes SBA Loans Funded: \ulmlwr n{llfﬁnm: {u Local Executive
o J ded- =905 Loans Funded TA v . Los 5 . land it
The Do's and Don'ts of Effective GI"OIIP Influence City, State, Zip ($ Amount)*  10/04- 905 504 Seas. Line of Lred. Companywide  Phone/Fax
y Contract Loan Prg. Small Loan Programs  E-Mail Address
WV Alan venge
by Alan 'V {
Web Site: www.vengelconsulting.com gwm‘- ?T's[;m(om 119,838,000 204 Yes No 2 Michael A. Owen
Nuch' of g ’ ) o ; L : & & hank at thi Send ber of options on the table L R d“(t\‘l‘\ﬂt Yes No 5 Exccutive Vice President
uch of our work today example, looking at individuals see us looking back at this mee € I § 1¢ table. werside, C/ ! No Yes (R00) 337-6003/(909) 352-5737
depends on our ability to influ- on a work team, you might ing a year from now and saying Before the vote, keep people ErRE mowen(@cdcloans.com
o . g - z - . ’ t ational By 70 828 . Y /g o
ence groups of people we leador  think, “If I were . what that it was then that we really open and thinking about possi- 3 fn‘:ﬂ'{:,‘:":‘lgm"“r'l‘l'j:\:nl‘\m 0,828,500 41 Yes o 3 ity oo TR
work with on projects. Groups  would I be most concerned tumned things around.” bilities, rather than just giving Escondido, CA 92025 No No ‘L:;IZ.:K.:\(Z’,.: Enxh 39
3 A ’ § . 1pcs = o ',I)ll A yc ) C.C0
are made up of many personali- about? What would be § Previvks Taticeinle for il them two choices: this or that. Mowen@cdcloans.com
ation: X
ties, mindsets, motives and esponse to my efforts to SR : : Otherwise, they will select that
01 response (o my Llf_t rts to influ ideas. Supporting your con- _ Sowthiand Econ. Doy, Corp. 13453,000 . ” - [ S ge
agendas—some explicit and oth-  ence the group? If 1 were tentions with facts shows that and have a tendency to defend 3, 400 N. Tustin Ave., #375 5 Yes No 3 President
. . - . e : o g : o 3 LR ! mENeE o o ’ Ana, CA 92705 N = S1143/(714) 667-1005
rs hidden—so having a specific W W 25 4 their choice, even if they don Santa No No (714) 647-1143/(714) :
&8 hidden=so having a specific how would I respond to “me you have done your homework . ; : @ soutiiatioede co
strategy for influencing teams  What does__ feel he or she has and provides a E'LU(KI Balanserti o W holeheartedly believe in it.
can mean the difference between  to gain yse?” 5 < o s Temecula Valley Bank 7372700 18 Yes No 1 Stephen H. Wacknitz
o T P Jose your vision. Remember, people DON’TS 4. 21710 Jeiferson Ave.. Ste. A100 Yes No i PebenCED
success and failure. - St ey - I L al Temecula, CA 92590 No No (951) 694-0040/694-3602
Effective infl h Form a common ground may be convinced by rationa Don’t allow people to take
ective influencers have a s : . . ‘ é
coalition. Before the group reasoning, but they will be more - s Thr o . Mission Oaks National Bank  7.846.700 2 Y N 3 H
] S : . < & 2 : > av fen- 7,846, 2 ector Hernandez
good set of communication ... conact those whom likely to be moved to action dv““d [ R T ol oty R0 e L cle Sovh Yes Yes 5 Senior Vice President
behaviors. know how and when e e J i siveness, encourage openness Temecula, CA 92590 No No (951) 719-1235/719-1229
- ”"] Th sabi? you've identified as key stake-  when you supplement rationality 0 ohop o eo s Tkt at the hh @ ksbank.com
o use them. ey strategize : y ZiAi ey 8 BLOTE &t ¢
: Y - g holders and listen to their con-  with emotion-based arguments. Jiato e R o il - ! 3 o N ;
which to use based on their 3 beginning. If people take a posi- lk‘-ﬁt{rl]({ Sa—— Bank 3,897,071 9 Yes No 8 Ronald L. Wilson
Cems. - ; . . 12530 Hesperia . s *hairman/President/CE
assessment and the result they urn(‘h K h ; Ask open-ended, focused  tion too early, they will have the b i CA 93395 o Lo g a0, 4 D a0A S 0310
) scle o o g , 3 : : 243-2140/243-07
want. They are flexible in devel- e (im /?: ; A questions. Your goal should be tendency to dig in and defend it. rwilson@dcbk.org
& you ve made. SK LlllL‘?\lIt)llH o . . C 5 i
P P arh - Y . > /eNe. F: app - L ppest utting >VErs 3
oping an approach and respond- L4 oL oholders” main con- inclusiveness and rapport build Suggest | g several It Centennial Bank 10,521,500 31 Yes No 2 Tim Walbridge
ing in the moment d ing with everyone in the group.  options on a flip chart and then 7. 2I8E State St Yes No H et/
: ; cerns, how each views the r Shey : ‘s s s Redlands, CA 92373 No Yes (9(!9)793-3611/335-"16]
As an influencer. vou assert I wh ' Without being passive or giving  narrowing those down to a top
= SUES, d whnere ) o . } .
your needs and make specific ANES, arc e 3‘:{ m'kl 4ot of ground, ask how, what, three before voting. If you do Cometics Babk 14.864.80 7 Yes No | Naiicy Riabell
suggestions 1o others about how o e rn'\“"]“' etiiing, where and why questions that  your homework, you will remain 8 "."‘\‘{“‘\‘;‘_‘1 “'“’\ B Yes No 60 Vice Tﬁ't;\ldcﬂ‘ll'sc.mm;m} Sales Manager
S some disclosure of your own as : Sl it No No (714) 424-3826/4 24-3894
they can meel your needs feel it” 2 I drill down, focusing on one par-  unsurprised by team members nrusseli@comerica.com
¥ y -3 rou feel 1t's appropriate, such as : : e A
Influence is not manipulation. Y | : 1.” g kh ticular issue or statement. For  who come into the meeting with Bank of America 2,599,800 19 Yes No 184 John Osburn
) similar situations you may have . ’ Community Development Bank Yes No 2,000+ Vice President
e bohaviors sho B : J 2 example: fixed positions that they try to Y7480 Yies :
Thu&_ behaviors sh( uld not been in or ways that you fe€l you P s [:1 e o e 9. ?Z:nxﬂ:lgf(gﬁl‘ij:w No Yes (951) 676-4114/676-9703
be exercised aggressively. or lentif h a ke s “How do you suggest we  PUST HITOUEN. TOU Cah Best dea
2Ise the te: TO e Y Wi & kcy me . PR with this by saying, “I know City National Bank 3,134,000 5 Yes Yes 8 Tony Fahr
€ SLV € L‘f'“ or group you .rL ber's pmilunL When vou have pTi!L‘L‘L‘d with an initiative like A s g ) 10. 3484 Central Ave. Yes Yes 55 Senior V.P/Gov [Llldll!; Department
seeking to influence may resist . veoh g o raboort with these  this?” some people have a strong idea Riverside, CA 92506 No Yes (800) 722-5945K213)347-2395
or withdraw. ; Ll s abtih . “What are some ways you  About how we should do this. I'll sbaloans@@cb.com
S €y peopie, you csiablish your Bt i ; > B PFF Bank & Trust 4094200 1 Yes Yes 20 Gene Rosecrans
To successfully lead a group approach and will be prepared to ~ think we could move more P]“l that option up on lhIL ";_’*'“}'- l I, Sdo7 MilkenAve, Yes Yes 2 b R
o ~onside a f i R e : B also want to get a couple ot other ancho Cucamonga, CA 91730 o (] (909)
:J)r 'k‘!m('i ;On,\-l(kl:nl]ht '()!I(’Wll?ﬁ capitalize on common ground quickly on these 1ssues? Sl s h:‘n‘ A {U i gene rosecrans@pifb.com
S i on'ts. These tips wi : : W : . . A ‘ » 100, at
hol 2y :Ll ﬂ"b P l issues when the full group Would you tell me more some other possibilities?” Wachovia Small Bus. Capital 23314300 26 Yes No | Mark Hogan
» > sffective s . ' T . . 1 - S 9 . P ) 445 ” 13 rg Ve ; Toe
clp you 1o be an eliective InT- 0016 You can open the meeting  about your scheduling concern? Bl o on o oA A
encer and to prepare for the o . . 0 o ihine like. I “What do you think we Don’t put people into like- oot
unique challenges you're likely N o e '.nf i P . > : = Citizens Business Bank WND WND Yes No D. Linn Wiley
il ges y ) know that none of us in this ought to do, ? minded discussion groups. To 13. 701 N. Haven Ave. “\;}) ?iu 40 P‘;ﬁ‘\.u!:.;%g“la?wﬂbva
:0 pr‘:"c"“d“’hc" you seek to really are welcoming “Who do you think we  encourage a diversity of opin- eaie Dastios i b
ead teams and group change right now. All of us have need get on board to make this  ions, group people who have Pacific Western Bank 680,000 2 Ves Ves 5 Dorothy J. Walker
DO’S something to lose in this propo- happen? contrasting views. l~h;n wu_\"]. 14, (i?):l"“* ft's'_;"j)ﬂl'?'l\“)v'“"' ‘\‘;j \\:i ; l\‘;lL;;I;)I)cl\j;h‘l"“lf%ﬁ‘I‘\-([))“t:;\“m Manager
> all have somethi \ : . rathe 2 >inforcing  eac : forothywalker@uplandbank c:
Memally separate the sition, hul[ we all have _g()muhmg Create a hramslormmg d;lht.l: th ll'l. _runt( rcing d i dorothywalken@uplandbank com
: to gain. 1 believe we can work ’ ® N other s positions, groups wi ; 9 2 2 Y N 0 Yicto i
group. Knowledge beforehand is & st atmosphere. Let the group know " © p‘w ‘. ‘mrl‘ BN e s, Mostern State Bank 732870 Ya No 9 TR MR o
essential 10 efficient planning, In  '08ether to make that gain some- ¢ they will need to create and ~ “*P'OT® M€ : '”:" yhdh o Duarte, CA 91010 No No (E36)357-961 123435 7-8750
) i i . iehs sg. " 3 > aleriz > inter- www.westemstatebank com
order to influence the individu-  ‘ing that outweighs the loss. explore many options and that n|LW n:‘d;lrtr'm‘dt e Y Y 6 Andre Ellis
. . are > TS o3 ay ol their 1deas. California Bank & Trust 505,000 10 es o8 ndre El
als in the group, you must target Make desired results clear. ~ You are open to hearing their P yBand the groups so that they 16. 102N, Yale Avenue fes :'c.\ 100 \&Lﬁ Pgn:lg(cwnll\(r‘ii‘rs\a er
. y : s e inrs C > S é 2 I A N fes (909)624-9091/625-2
each of them before the meeting  From the group’s first meeting, ideas. Motivate the group by A el B 1l A, A I 15 i g e it
ak ! Think of th jot: thiarit k hat : { establishing ground rules for debate one another and you
R TUESEE AN SN e S SISET SOW WHRT YOu CRPeC b‘ g d. f .. eliminate “groupthink™ reinforc- Palm Desert National Bank WND WND Yes No 3 Patrick L. ;
as a collection of individuals, the team to accomplish. Create a  brainstorming and for how the A 17. 739-745 El Pasco = s J ey S Lendiog
I zie s . s i fie > . $ 4 Desert o
each of them having opinions  vision for the group by present-  group will listen to each other in g S S www pdnb.com
and issues that you must seek to  ing a clear picture of future suc-  ©rder to promote open thinking. Don’t let objections sabo-
1 I Cess is ¢ i . e B eam
understand in order to influence  cess. Thm can pl?y a key role in Vote when appropriate. tage bl:e team. WhL:{ a tea :
them. Put yourself in each team  your ability to influence them.  vges should be private because member pr.esull.\ an '-.) jection, 1 G A B R l E L E N v ' R o N M E N T A l- s E R v l c E s
member’s shoes and make some  For example, “Vhat I can see us  when individuals must publicly need not sink the ship. Look at 'A_ 2 : Nati id
assumptions about what their  doing today is coming up with a objections as signals of an Reliable & Timely Service ationwide

main concerns might be so that
you can create a strategy. For

strategy that all’ of us can buy
into and accomplish.” Or “I can

take a stand, they’ll naturally
feel more defensive. Always
vote only when there are a num-

opportunity for you to obtain
information that will allow you
continued on page 34
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Targeting the Inland Empire Market

Advertising Agencies In the Inland Empire

Listed Alphabetically

Agency % Print Top 3 Clients # of Employees/Offices  Yr. Est. in IE Creative Director Top Local Exec by Joe Lvons
‘dd"‘S‘ % Broadcast Inland Empire Hdgrts. Title Title ¥ Y
L. (FN:' ;::::uom Companywide Parent Co.  Phone/Fax :fh;'llr<j Fax Advertising to the Inland Highway billboards are not  ly provincial. Corona advertisers  they are doing themselves good
) iy PO Sdome Empire is not any easy job. much better. Pay attention to the are not seen in Rancho by using one piece of the puzzle
E::"‘d""";"ﬂsrm(i"l’”“ "f) i ?kf:nj Imaging Inc., ifl o Wayne Haniuk Wayne Haniuk Knowing the identity of your boards on the highway for a Cucamonga. This is all welland at a time. Cable this month,
g S g Riverside Unified Schaol District = Fnions ik Owner target 1s important and this is  while, and you will find that too  good if you are a single store- radio in the fall. They do not
Riverside, CA 92506 8 KPI (909) 784-22401784-2379  (951) 784-2240/784-2379 - ; ; o 4 2 BT~ ng %
bitlerad@aol.com T one of the blg‘: problems in our many target the traffic that is front in Corona. But if you were  understand or recognize the
Designet Marketing Graphic Concepts e = i ikn S Borf o grea..Wc_a don’t Ihmow\wha! our running from L.A. to Palm a regional business, say one of value of the combined cam-
8926 Benson Ave., Ste. D Hughes Aircrat 3 Nontchi Head Designer P identity is. We think of ourselves  Springs. OK, maybe half are the Corona auto mall dealer- paign.
Montclair, CA 91763 Hewlett-Packard (909) 981-4611/981-3674 (909) 98 1-4611/981-3674 as the Inland Empire, the LE, the actually local businesses going  ships, you would have to buy What much of this comes
e:dnet7@aol.com exdnet’@aol.com road to Palm Springs or simply  to local people. multiple systems to reach your down to is this: Lacking a cohe-
DuBais Agency, The 70 Advertising i 1992 Greg Poutre Ed Rodriguez the eastern suburbs of Los The newspapers would like  overall market, As for Adelphia  sive identity makes geographic
m(s::?ls;éz :3 Bﬂwsmt::imcdia Onlano Creative Director : Principal, Exec. V.P. Angeles. We just can’t agree on  to believe that they are doing themselves, they will soon targeting difficult. True, it is
: e RSREET S JORSTEIRASTI8 | (900) 98A-2120/004-3736 what we are. their job, but they are still fairly — become Time Warner, and there  good if you just want to target
: edi@ DuBoisAgency.com ) Joo, ¥ y ) g you j g
Geographics 20 Rivernie Coissmsmsiey Hosgital o 1983 - oy Just what is the Inland provincial. Granted, it's not as may or may not be changes in  Riverside. But most marketing
4178 Chestnut St 10 County Transportation Comm /]| Riverside Managing Partner Empire? Some see it as the bad as it was 20 years ago. The  the system. efforts are geographically
IRivomi: CA 23504 2 Lake Armowhead Services District (951) 369-1564/369-8837 ground level area between Inland Valley Daily Bulletin, out Public relation firms, who aimed. They shoot for other
Hyatt Advertising, Inc. 30 Richard Lee Adrian Hyatt-Ward Kellogg Hill and Banning Pass.  of Ontario, now i§ part of the are not advertisers, rather good  demographics like age, gender
nnm-;s;;tsmzm £ ;?i.n:ﬁ,.m:';:.ﬂ‘: 51 Redlands Cma?;\;\:'mcr <% l‘mcr(-):-n.tlg‘i‘ﬂ‘_” c Some include the high and low  same company as the San news tellers, spffer from the and income level. Limiling mgse
A Bget :madwu::‘;f;\m:*’“;mm (909)793-3840/793-384 deserts. ‘Somc exclude the chardlqo Su.m,_ which makes same fates. Getting press releas-  values by coverage area is just
v n- < mn e e S— E— Pomoqa—(laremom' area. ; lh'em gune similar now. The es out amgng‘the various scat-  not productive. .
303 N. Indian Canyon Drive D Canryers Naticoel Bogk. - - §:|';||11u\ (:‘T'L::-‘M“l“)mh" \‘:';(-v:u: . Thls confuspn isreflectedin  Riverside Press Enterprise has tered media is not easy, nor Even those me.dla outlets
Palm Springs, CA 92262 20 PS. Des, Resorts Conv, & Visitors Authority PR s on  el g S e g R the various media used for mar-  moved into the San Bernardino  effective. And there is still the that are target specific are not
larryp@jonesagency.com kradle@jonesagency.com keting out here. There are half as  market. But there is still no one  overall taint. If it happens in the  well understood out here. The
Kiner Communications 30 Fantasy Springs Resort Casino 180 1994 Steve Johiissi Chris Hunter many people in our area listen-  paper that covers everything. Inland Empire, it can’t be as Inland Empire Business Joumnal
73-101 Hwy. 111 50 City of La Quinta 21 Palm Desert V.P Creative Scrvices President ing to the Los Angeles’ radio sta- Those few areas that are cov-  good as if it happened in L.A. is NOT the Inland Empire
Palm Desert, CA 92260 L. Coachella Valley Water District (760) 773-0290/773-1750  (760) 773-0290/773-1750 tions as there are who are listen-  ered by all three papers aren’t The other problem with PR.  Magazine, yet advertisers tend
“rem chrish@ kinercom.com ing to the local stations which  sure which way to turm. And is that the advertising income of  to lump them all in together.
;(mﬂ::j Empire Bivd. #107 ]0:; AR o I ”:1‘:_‘:"‘ Fran Robertson iﬂt l-.\"m‘ they are lrxing 1o serve and local papers such as the ones in  local media is nowt}ere near One thing is true. FQr all Qf
e i) M G B ) aric A “na::‘::;:’f;l‘lm focus on. Thas results in the use-  Redlands and Fontana still get  what L.A. gets; therefore, most its faults, the me.cha available in
R T ot Gt less frustration, “Why don’t they  overlooked. local outlets are not inclined to  the Inland Empire does do its
PMA Advertising & Public % P O — 1901 — W— R—— ever cover what goes on hu.rc‘?" Meanwhllc the .L.A‘ Times  give away wh;u_ companies do  job. It is a pity then that many
Relations, Inc 10 Rilington Communitites 19 Palm Springs Sr. Art Directoc President/Owncr Conversely, some of our continues to push for subscrip-  not wish to pay for. people still tell themselves the
SSOOht:der 20 First Pacifica Development PMA (760) 778-1313/778-1314 (760) 320-9973/778-1314 more powerful FM signals, like  tions out here by telling people Many companies just do not  BIG LIE. That is ‘word -of -
Palen Springs, CA 92262 paul@pmaadvertising.com KOLA and KFRG, have actually  that they are the local paper. understand that transmitters and  mouth is best.” It is not. Word of
Perry Design & Advertising 85 Quakes Baseball el 1997 Janine Perry Angelique Strahan drawn some listenership in the Television is hardly a factor.  printing presses cost money to  mouth i1s only worth what you
f\ﬁlmﬁf‘;’nm l? :::;:‘:;A\l:::{‘::imc Alta Loma Partner Partner ‘ L.A. metro area. L.A. ad agen- The Los Angeles stations operate and advertising revenue  pay for it-nothing. It cannot tell
; g (09) 345-3500/%60-6398 . (909) 945-5500/980-6398 cies are not impressed. remain dominant because of is the life’s blood of all media. people about your red tag sale,
janine@perrvadvertising.com  angelique@perryadvertising. com , - " . apys e - .
Publicity Unlimited - e - ——— B 7 They figure lhm if thc) Ioaq their network attlllau-uns ‘d:ﬂd .I was once asked at a radio  your pre-inventory sa-lc or even
PO, Box 724 10 Contour Denmutology & Coemtic Rancho Mirage Pl vl up the L.A. stam'ms with their thc1_r big budget operations. The  station where | wurkcq o rcpgn your going out-of-business sale.
Rancho Mirage, CA 92270 10 Surgery Center (760) T76-9946/176:9956  (760) T76-9946/776.9956 message, they will get us out  half dozen UHF channels that on heart—-shaped pizzas for Only bad word-of-mouth
Ansalusia at Coral Mountain erika@publicityunlimited.c om here for free. They see us as a  are licensed to serve us are spe-  Valentine’s Day. The owner of rally works. and that's because
Spitfire Studios 60 San Antonio Community Hospital 41 1979 Melissa Flicker Doy e part of the Greater Los Angeles  cialty broadcasters, with pro-  the business thought it would be  people will go out of their way
112 Harvard Aye, Ste. 92 20 Diversified Pacific Dev. Company Claremont Principal area, along with Santa Barbara grams like home shopping, a public service to tell the audi- to tell their friends about bad
Claremont, CA.91711 0 (909) 621-6138/621-6231  (909) 621-6138/621-6231 and San Diego. This becomes international programming and ence. He couldn’t understand service or food poisoning.
A B A S Gt very frustrating for local fran- religious programming. The that if we announced his special I still find it hard to believe
: m% 213 1998 Amm Gall Guge ch.isee.s that have to pay iqu? a  only local chfmnel w'ithanatiom for 'frec. then the people at the that even the S!‘iA does not
10 Metropolitan Water District msc' S DRk (909! l“m) mmn"ws_““ a%s Wilshire Boulevard advertnsmg al network is the independent station could‘ not afford to buy demand. a marketing plan .wnh
’ Vineyard Bank (909) 625-2225/625-3225 www, wilkinguge.com pool but can’t get any of their (formerly PAX) channel 30. The those same pizzas. the business plan. I am disap-

money to come back out here.
Add to this the problem of
local businesses that insist on

newer, low-power TV stations
now serve several communities,
but few people know about them

Granted, we are able to
mount major events like the
Route 66 rendezvous, and the

pointed at business people who
advertise in their favorite paper
or their favorite radio station just

NTRI using advertising agencies out-  and they have not made the ros- L.A. County Fair in our area.  so they can entertain themselves,
CALLFOR ART E ES - ho NL AND EM PIRE side of our market because it ter of cable channels. But there is still the “over there”  instead of their customers. Car
A | : s : ; ; makes them feel bigger. Could Cable is a whole different attitude. People in Ontario see  dealers have told me that they
INDIAN WELLS ¥/ /515 ! " T bUSlness OumGI local talent do the job? Of animal. Although the big local Route 66 as happening “over advertise where their sales peo-
i34 s e o : R /s course, But it’s so much better to,  sysfem, Adelphia, covers every-  there.” Some west end commu-  ple tell them. How many times
March 30, 31 & April 1, 2007 B Rt . e : : X X tellgle;ple tha;;g:;maré:;inng is aing lmﬁron; gn:ar:: an: nities eve:etalk of having “their l;:::m;old n:l tgaetl:ey
) 6“' { m \ur S Cril | oday’ nv! Se. ; 11 for detailc han out o ge ty-- ontclair to San Be ino an own" rendezvous. tern, but
INSI:IPA:'YE%%A P e ot e .Subscﬁpﬂon To /! See page 11 for dmﬂs -or even Atlanta, Georgia. Redlands, the services are most- Many local businesses think . continued on page 37
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REAL ESTATE NOTES

The Uttermost Company, a manufacturer and distributor of

home accessories for clients such as Pottery Barn, Costco, JC Penney,
Bombay and Sam’s Club, has located a west coast distribution center
in the Sycamore Canyon area of the city of Riverside. The company,
based in Roanoke, VA, leased a 153,000-square-foot warehouse and
will employ 35 people. They began operations in May 2006.
Founded in 1975 by Bob and Belle Cooper, the company has proven
itself a unique and successful family-owned business. In 2005, The
Uttermost Company reported sales of $102 million with 500
employees nationwide. The company'’s name was inspired from a
scripture in the New Testament, Acts 1:8. In 2000 and again in 2005,
all employees were invited to celebrate the 25th and 30th anniversary
of the company with an all-expense paid cruise to the Bahamas.
Uttermost previously manufactured their products in the United
States, but now manufactures in China to remain competitive. Today
it owns about 65 percent of a factory in China and will distribute mer-
chandise manufactured overseas from the Riverside facility........ The
JCM Group, a Heery International company, has been awarded the
construction management contract for a new $5.5-million, 10,200-
square-foot community center located in Fontana. Called the Village
of Heritage, the new facility, which is JCM’s third major project in
this city within the last year, will serve as a satellite center for the res-
idents located at the north end of the city.......... Simpson Housing
Solutions announced that construction has begun on Oasis Village,
an 81-unit affordable multi-family apartment community located in
the city of Adelanto. Oasis Village will include large, hard-to-find 3
and 4-bedroom apartment homes, ranging from 1,058 to 1,217 square
feet when it opens in early 2007. All apartments will be set aside for
households earning a maximum of 30 percent to 60 percent of the
area median income for San Bemardino County, as published by the
Dept. of Housing and Urban Development. Monthly rents will start
at only $363 for a 3-bedroom apartment, and up to $719 for a 4-bed-
room units-—-well below prevailing market-rate rents for comparable
apartments in the area. SHS’ first affordable community in Adelanto,
Desert Gardens, opened in 2004 and is currently 99 percent leased
with a waiting list for future vacancies. SHS will announce a toll-free
telephone number for those wishing to be placed on an interest list, or
learn about qualifying for residency, at a later date.....The Hodgdon
Group, a full-service real estate development, brokerage and con-
struction management company based in San Bemnardino, recently
completed the development of Saddleback RV Center in Colton as
a part of an 81-acre, $50 million master-planned development proj-
ect, which also includes Ashley Industries” 850,000-square-foot
warehouse and a 22,000-square-foot Canyon RV Center. The $6.5
million Saddleback RV Center, located on 4.85 acres at 755 Ashley
Way in Colton, consists of a 35,000-square-foot, concrete tilt-up
building with 16,900 square feet of offices, and 14 state-of-the-art,
fully equipped service and detail bays. RKZ, Inc. of Tustin'was the

architect. This is Saddleback RV Center’s second location.
' i continued on page 34

Paul Eaton: The Reluctant Mayor

Paul Eaton did not plan to be mayor
of Montclair. He had no interest in pol-
itics. He worked in the heavy equip-
ment industry. Then, back in 1970, he
was asked to be a part of the city’s new
community action committee. After
four years there, he served another 14
years on the planning commission.

A city couneil seat came after that,
and in 1995, he was elected mayor.
Unlike many other elected officials, he
is very specific about his plans. He has
no political agenda, no aspirations for moving up to a county or state
position. He hopes to serve one more term as Moniclair’s mayor and
then step down and enjoy retirement. “That is 100 percent correct,”
he explained to the Journal. *[ just love being the mayor of Montclair
and that is just as far as [ intend to go.”

Montclair is fairly young as a city, only just this year celebrating
its 50th anniversary. It had been an unincorporated handful of acres
in-between Ontario and Pomona until the mid ‘50s when the locals
came together and voted for incorporation. The original plan was to
call the new city Monte Vista, but the post office found another town
in northern California with that name---so they reversed the name of
their neighbor, Claremont, and thus was born Montclair.

Much has happened since then to solidify the city’s position. Not
just the formation of the Monte Vista Water District, but effective
police and fire departments as well. They came together with their
next-door neighbor to form the Ontario-Montclair School District.
Such major businesses as the Montclair Plaza have helped to build
both a solid tax base and an identity. So too have the Metro Link sta-
tion, Costco and Target stores and the other retail businesses that have
developed around the plaza. Eaton clearly takes pride in all of these
developments. “The city works very, very hard,” he told the Business
Journal, “to keep our commercial base alive.” Still some areas of this
young city are already blighted. Mission Boulevard, for one. The
Journal actually met with Eaton at the grand opening of a new
McDonald’s in the middle of the empty overgrown fields, but he
spoke proudly of new streets and sidewalks in the area, and new busi-
nesses coming in.

Clearly, where some of us see decay, Eaton sees opportunity. That
area around the Metrolink station is being called the “North
Montclair Downtown Area” and plans are being drawn to create what

Eaton hopes will become the new downtown for this city that techni-
cally doesn’t have one. Eaton is well aware of the downtown village
areas of Claremont and Upland, and he notes how Rancho
Cucamonga suddenly got a new downtown with the opening of
Victoria Gardens.

Eaton points out that his downtown effort could give Montclair a
new image as many people are not aware of the parts of his city that
are north of Interstate 10. “We’re up there!™ he declared. Eaton is also
proud of the support he gets from his remarkably solid city council.
The newest member is Bill Ruh, who was elected back in 1998.

New projects for his city will include overpasses at Ramona and
Monte Vista to accommodate traffic as the Alameda Corridor East
moves more and more rail stock out our way. There are also plans for
future annexation of land down towards Chino.

But what is it that'Paul Eaton is most proud of in his city? “I care
that we continue to be a safe city, a safe place to raise our children.
And... people are taking time for remodeling and taking pride in
where they live. That just pleases me to no end.”
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Seniors Housing Research Report

by Marcus & Millichap

COMPARATIVELY HIGH
RETURNS DRAW
INVESTORS TO SENIORS
HOUSING

Demand has grown rapidly

for seniors housing properties,

putting upward pressure on
sales prices and driving down
cap rates. While returns have
decreased, they remain attrac-
tive when compared to core
property seclors, such as apart-
ments or retail, which has drawn
more attention to the market. In
addition to relatively high cap
rates, investors are taking note
of demographic shifts, such as
the growing retiree population,
that will support a positive out-
look for seniors housing well
into the future. Buyers have also
become more comfortable with
the operating risks inherent to
the seniors housing industry and
are increasingly willing to pay

premium prices, for quality

properties, particularly Assisted
Living (AL) and Independent

lows, and the spread between
AL/IL and Skilled Nursing (SN)

Executive Summary

* Among the four major types
of seniors housing, occupancy
rates improved between 90
basis points and 170 basis
points in 2005, led by increases
in Assisted Living and
Dementia Care.

® Last year, the Skilled Nursing
sector posted the strongest rev-
enue growth at nearly 5 percent.
The Dementia Care sector fol-
lowed with revenue growth of
more than 4 percent.

* Nationwide, 37,000 units
were under construction at the
start of 2006, compared to
33,000 units one year earlier.
Independent Living units

account for almost half of the
supply under way.

® Rising interest rates, along
with some resistance on the part
of buyers, will hinder further
price gains. Cap rates for all
types of seniors housing assets
are at historically low levels,
while prices are at all-time
highs.

e Cap rates for Continuing Care
Retirement Communities
(CCRC) ranged from 7.5 per-
cent to 10.0 percent last year,
with the average at 8.7 percent.
Large scale CCRC campuses
account for only a handful of
sales, as many are owned by
nonprofit.

Living (IL) assets. As a result,
cap rates for these types of prop-

erties have dipped to historic

Get a jump on your competition

securing your space
in Inland Empire’s premier reference tool
TODAY.
Sponsorship Packages...$6,000
Full Page...$3,750 + Half Page...$2,750

For details, contact your account manager at

(909) 483-4700

Inland Empire

cap rates is at an all-time high of
approximately 400 basis points.

Non-Traditional Investors
Driving Up Prices
One catalyst for the dramatic

price appreciation registered in
recent years has been the influx
of non-traditional investors into
the marketplace. Many buyers
who typically focus on apart-
ment properties or shopping
centers have turned their atten-
tion to seniors housing invest-
ments, attracted by greater avail-
ability of quality product and
comparatively higher returns.
These investors, typically larger
entities, have purchased proper-
ties at 8 percent to 9 percent cap
rates that would have previously
sold at cap rates closer to 11 per-
cent. Cap rate compression has
led to some reluctance on the
part of long-time seniors hous-
ing inventors, as the decline has
chipped away at the risk premi-
um previously built into this
asset class.

continued on page 35
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The California Report: At the Tipping Point

Ryan Rarcliff Economist UCLA Anderson Forecast

The California economy is
currently poised at a tipping
point. Real estate was still a
major contributor to the eco-
nomic growth of 2005, but hous-
ing markets are slowing across
the state: sales are falling, price
growth has slowed dramatically
and even building activity has
started to slow. We have even
started to see the effects of this
slowdown on the wider state
economy: construction employ-
ment is flat or falling in most
regions in 2006.

So how will it end? Is
California in for a repeat of the
1990s, with a stagnant economy
and consistently falling home
prices or will we manage a soft
landing, with flat home prices
and a mild economic slowdown?
We continue to argue that the
soft landing scenario looks more
likely, based on the following
reasoning:

® Historically, sustained
declines in the average price of a
home are extremely rare - occur-
ring only during recessions and
only in the hardest hit regions
(like California in the ‘90s).

* The likelihood of reces-
sion-sized job losses in
California over the next two
years looks small, though some
real estate related sectors look
vulnerable.

California shook off the final
lingering effects of the 2001
recession in the summer of
2005, with both unemployment
and non-farm payroll employ-
ment returning to their pre-
recession levels. However, hid-
den in this aggregate recovery is
a profound shift in the distribu-
tion of jobs across the state. In
2000, the Bay Area and
for 75% of all payroll jobs in
‘California, split 22% and 53%
respectively. In 2005, the Bay
Area’s share was down to 19%,
and Southern California’s had
:iiinea to 54% -- California's

— -

recovery has essentially been
growth in Southern California
and the Central Valley compen-
sating for a Bay Area economy
that has been stuck at a 1997
level of employment for over
three years.

So far, the first four months
of 2006 have seen a mild slow-
down in job creation as growth
in construction employment has
tapered off. 2006’s year-to-date
growth rate in non-farm payrolls
has been 1.4%, compared to
2005's average growth of 1.7%.
Growth in the Bay Area has
accelerated to 2.1% YTD, but
the Central Valley and Southern
California have both slowed.
The good news is that 2006’s
employment growth has largely
come from outside the real estate
sectors. Leisure/hospitality and
trade have fueled the accelera-
tion of job growth in the Bay
Area, while professional and
business services has been the
main source of job growth in
Southern California, and a surge
in Federal Government employ-
ment in Fresno has been the
main story in the Central Valley.
Yet all this has occurred with flat
or falling construction employ-
ment. We'll have a lot more to
say about the recent downward
trend in construction employ-
ment a little bit later, but it is a
hopeful sign for the California
economy that the non-real estate
economy has weathered a slow-
down in real estate employment
with little ill effect - so far. . .

Growth in California’s tax-
able sales shows the same spurt
of growth as personal income,
although with a typical helping
of extra volatility - both the
highs and lows of our prelimi-
nary 2005 estimates are likely to
be revised towards a middle-of-
the-road growth rate. This rela-
tively strong growth in revenue
sources generated a pleasant sur-
prise in the May revise of the
California budget: the state has
$7.5 billion that we weren't

expecting to have at this point in
the year. Of course, this was just
as much a result of conservative
revenue forecasts as it was the
result of high growth. The gov-
ernor’s proposed use of these
funds shows encouraging signs
of avoiding the mistakes of the
past. Recognizing that this wind-
fall is unlikely to persist, the
May revise proposed to split this
$7.5 billion almost equally
between new spending (mostly
on schools) and paying down
existing debt (including those
“paying the rent with the credit
card” bonds from a few years
ago). While the final fate of this
new money is still shrouded in
political uncertainty, this defi-
nitely is an encouraging begin-
ning.

The first four months of
2006 have left little doubt that
the real estate slowdown is
underway in California.
Regional sales activity peaked
late 2003 in Southern California,
though sales remained at 90% of
that level through mid-2005,
largely thanks to continued
strength in the Inland Empire.
However, as these inland mar-
kets slowed, total sales activity
in April 2006 in Southern
California had fallen to 28% off
its peak and almost 10% below
its average level in 2000.

The evidence in the previous
section suggests that California
is at a tipping point: real estate
markets are slowing, but as of
April there are few signs of this
slowdown spilling over into the
wider economy. But what hap-
pens next? The first question to
tackle is how the real estate
slowdown itself will play out.
Are we likely to see falling
home prices? What will happen
to construction activity and real
estate-related  employment?
Which leads directly to the
essential question: How will the
real estate slowdown affect the
wider economy? Will the loss of
real estate related growth just

create drag, or will it create a
full-blown recession? What
about the loss of equity-fueled
consumption spending? Will all
those high-leverage exotic mort-
gages create a financial pinch?

Forecast and Conclusions

Our forecast for California
for 2006-08 is that the real estate
slowdown will lead to a flat
housing market and a slower
economy. We do not predict a
recession, nor do we predict a
substantial decline in average
nominal home prices. This fore-
cast is based on two arguments:
there is not enough vulnerability
in the usual sources of employ-
ment loss to create a recession,
and that the historical record
suggests that average home
prices do not usually fall without
this kind of job loss.

Specifically, the forecast is
that residential permit activity
will continue to slow, dropping
to 120,000 units by 2008.
Construction employment will
peak in 2006Q3, and fall by
about 100,000 jobs over the life
of the forecast. Finance employ-
ment essentially stays flat, as
gains in other components offset
the losses in real estate related
sectors. Manufacturing employ-
ment remains flat. Taken in total,
these trends cause total non-farm
payroll growth to slow to just
over 1%, with a small up-tick in
the unemployment rate. Real
personal income growth and tax-
able sales growth slow to 2-
2.5%.

There are several features of
today’s economy that are differ-
ent than anything we've seen:
the sheer size of the home price
appreciation we’ve seen since
2000, the proliferation of exotic
financing, the buoyancy of con-
sumer spending through a pro-
duction recession in 2001, and
the continuing slump in manu-
facturing employment. Since our
forecast is based both conceptu-

continued on page 37

™77 T —_TTTT T -

“The Art of Connecting:

How to Overcome Differences, Build Rapport, and
Communicate Effectively with Anyone™
by Claire Raines and Lara Ewing

One of the great myths about America is that we are a vast mell-
ing pot where people from around the world eventually blend into a
single homogenized culture. Perhaps the more appropriate analogy is
that we are like a huge tossed salad that goes well with any kind of
dressing....or stands by itself with no dressing at all.

Authors Raines and Ewing make the point that from early in our
colonial period, Americans have been a diverse group of people dif-
fering cultures and backgrounds. Some were native to the Western
Hemisphere, but most were transplanted here, sometimes by force.
The vast majority came from all points of the compass in Europe and
Africa, while those from Asia were primarily from China. That was
pretty much the case from 1648 to 1948. Today there may be several
million legal permanent residents from a single oversea’s nation.
They didn’t get along that well on a social basis over there, and they
don’t get along all that well over here. They are all decent hard-work-
ing folks, but the employer who doesn’t take active steps to connect
them within the context of work can be asking for trouble, even if it’s
no more than decreased employee morale and increased turnover.
Both can substantially raise your business costs. Avoiding these and
other issues in what is becoming a hyper-diverse society is the
authors’ goal.

Raines and Ewing have interviewed dozens of people, both well
known and anonymous, who have managed to establish connections
with some of the most widely diverse individuals in the world. The
authors believe that it is the ability to connect individuals from
diverse backgrounds that focuses them toward common goals despite
differing backgrounds. They also believe that the tool to accomplish
this is communication founded on what they call “the Titanium Rule:
Do unto others according to their druthers.”

The co-authors explain:

“The Golden Rule - do unto others as you would have them do
unto you - means that you treat others exactly the way you like to be
treated. It works best when we're the same. When we're from similar
backgrounds and have the same style and preferences, it’s likely we
can connect in virtually any setting, almost effortlessly. We can prob-
ably even make decisions for each other. If we follow the Golden
Rule and we like sushi, we order sushi for you. If we enjoy big, loud
parties, we throw one for you on your birthday. If we like to work
through interpersonal conflict at the conference table with the whole
team, we bring up our issues with you there. “But the Golden Rule
can cause a disconnect when the other person is different....your pref-
erences may not be the same as ours, especially if we’re from differ-
ent backgrounds.”

The authors state that although there is no magic bullet or single
approach to resolving issues of disconnection, there are a number of
basic principles. Of these, there are four key ones: “There’s always a
bridge. Believing it’s always possible to find something in common
will help you when you’re tired or frustrated and struggling to make
a connection,

“Curiosity is key. Curiosity opens a mental door. As long as that
door is open, there’s no container for judgment and self-righteous-
ness. I

“What you assume is what you get. Positive expectations con-
tribute to successful outcomes.”

“Each individual is a culture. We're all different.”
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“No strings attached. When people aren't receptive, assume
there’s a good reason and become curious all over again.”

The book not only makes the case that there are many good
reasons to make connection in the diverse American business culture,
it offers new approaches and case studies to keep them memorable.
It's about time attention was paid to getting past the issues that exist
in our increasingly diverse workplace

-- Henry Holtzman

Bestselling
Business Books

e

Here are the current top ten bestselling books for business. The
list is compiled based on information received from retail bookstores
throughout the U.S.A.

1. *“The World Is Flat [Updated and Expanded]: A Brief History
of the Twenty-First Century,” by Thomas L. Friedman
(Farrar, Straus & Giroux...$27.50) (1)*

Why business globalization has arrived and is likely to stay.

2. “Empire of Debt: The Rise of an Epic Financial Crisis,” by
Bill Bonner and Addison Wiggin
(John Wiley & Sons...$27.95) (4)

Why America’s future is fast approaching an economic crisis.

3. “Freakonomics: A Rogue Economist Explores the Hidden
Side of Everything,” by Steven D. Levitt
(HarperCollins...$25.95) (2)

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

4. “The Five Dysfunctions of a Team: A Leadership Fable,” by
Patrick M. Lenclon (Jahn Wiley & Sons...$22.95) (2)
Common problems that prevent teams from working together.

5. “Jeffrey Gitomer's Little Red Book of Sales Answers,” by
Jeffrey Gitomer (Pearson Education...$19.99) (6)

Sales guru offers answers to sales questions.

6. “The Little Book That Beats the Market,” by Joel Greenblatt
(John Wiley & Sons...$19.95)(5)

How to achieve a successful investing strategy at any age.

7. “Who Moved My Cheese? An Amazing Way to Deal with
Change in Your Work and in Your Life,” by Spencer Johnson
(Penguin...$19.95)(9)***

Motivational book become popular once again.

8. “Blink: The Power of Thinking Without Thinking,” by
Malcolm Gladwell (Little, Brown & Co...$25.95) (7)
Why instant judgments aren't as fast as you believe.

9. “Secrets of the Millionaire Mind: Mastering the Inner Game
of Wealth,” by T. Harv Eker (HarperCollins...$19.95) (8)
The missing link between wanting wealth and achieving it.

10. “Good to Great,” by Jim Collins
(HarperCollins...$27.50) (10)

Climbing the steps from being good to being great.

*(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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E CUTIVE NOTES

“Tossed,” a NYC salad
chain with a cult following is
coming to the Inland Empire
with 10 locations planned over
the next two
= Wingnuts will debut
its third restaurant location at the
Gateway at Mountain Village
(1520 North Mountain Avenue)
in Ontario in late July. One of
the first West Coast eateries to
specialize in gourmet wings and
ribs, the new 5,000-square-foot,
170-seat eatery will be designed
with a whimsically designed
aeronautical theme and serve
“31” flavors of wings, including
roadhouse BBQ, ancho chile
BBQ. soy-ginger, chile garlic
and, of course, Buffalo-style
(from mild to “ouch™) and 10
flavors of babyback ribs ranging
from charred-whiskey BBQ to
Cajun. The new Ontario
Wingnuts will join its sister
locations in Costa Mesa and
Aliso  Viejo........The Los
Angeles County Fair
Association has expanded its

membership, adding four leaders
from the communities surround-
ing Fairplex in  Pomona
Bringing their experience are
Maria Contreras-Sweet,
Jimmy Espinoza, Robert
Mendez and John Solomon.
Maria Contreras-Sweet is
managing partner and co-
founder of FORTIUS Holdings,
LLC, a private equity fund and
commercial real estate develop-
ment  company. Jimmy
Espinoza is president and man-
aging partner of De Oro
Properties, LLC a real estate
services firm in  Ontario.
Robert Mendez is senior vice
president of diversity at Disney-
ABC TV Group. John Selomon
has been the owner and presi-
dent of Liquorama in Upland for
10 years........Risa Dickson, who
has served as the associate dean
for Cal State San Bernardino’s
College of Arts and Letters for
the past two years, will become
the new executive assistant to
the president......Vineyard Bank

has selected Wilkin Guge
Marketing as its agency of
record. Wilkin Guge will work
with Vineyard Bank (o develop
and implement a branding initia-
tive and a fully integrated com-
munications campaign (o strate-
gically support the bank’s efforts
in marketing, advertising, media
planning/buying and public rela-

tions........ .DeVry University
has named Dr. Amir H.
Nilipour dean of academic
affairs  for its  Southern

California and Las Vegas loca-
tions. Nilipour has nearly 25
years of experience in higher
education, including the last 10
years with DeVry University
where he was most recently dean
of technology programs. Prior
to joining DeVry University,
Nilipour served as chairman of

the engineering technology
department at Northrop
University in
Inglewood........ Ontario journal-

ist Kay Presto received a first-
place national award in Online

Technical Writing for her article
titled, “Computer Testing by
NASCAR Race Teams,” and a
national honorable mention for
her motorsports Web site,
W \\'\\.CBT\([{\d((\I]][1&'[ilI(‘H.L’UI]I
These awards were presented to
Presto by the American Auto
Racing Writers® & Broadcasters’
Association (AARWBA) at their
annual press breakfast held in
Indianapolis the day before the
Indianapolis 500. Presto is the
owner of Presto Productions in
Ontario. She currently has
received 60 national and state
awards for her motorsports work
in TV, radio, photography, jour-
nalism, and public relations for
race teams.

CALL FOR ART ENTRIES

NDIAN WELLS m
r

FESTIVAL

March 30, 31 & April 1, 2007
INDIAN WELLS, CA
See page 13 for details
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"Sorry, What's Your Name Again?" Six Steps to Relieve the Most Common Memory Worry

by Roger 5S¢ ip

If you live in fear of forget
ting prospects’ names, some
tumes within mere seconds of
being introduced to them, you're
not alone. Surveys show that 83
percent of the population wor-
ries about their inability to recall
people’s names [ronically,
while most of us hate having our
names forgotten or mispro-
nounced, the majority of us
claim we just “aren’t good at
remembering names™ or putting
faces together with names when
we meet people again.

If you have difficulty recall-
ing names, you know that the
(wO most common scenarios are
forgetting the name instanta-
neously upon being introduced
to someone new, and failing to
recall the name of someone
you've met and interacted with
in the past and should know but
just can’t pull up from your
memory bank.

Forgetting names becomes
more than just an embarrassing
sales.
Straining to recall a name can so
preoccupy you that you are
unable to fully pay attention Lo
your client or prospect. He or
she may perceive you not only
as unfocused and easily distract-
ed, but also as not very bright if
you're unable to devote your full
attention to him or her. Even
worse, if you forget the name of
a client with whom you've
worked in the past, he or she
may view your memory lapse as
a betrayal of trust, which can
cost you a great deal of money if
that client severs the relation-
ship.

social faux pas in

Integrating Learning Styles to
Improve Name Recall

While common, this frustrat-
ing phenomenon can be relative-
ly easy to overcome when you
commit to taking
improve your memory. The most
important key to really effective
learning of any kind is under-
standing that there are three
learning styles: visual, auditory,
and kinesthetic (physically inter-

steps 1o

active). The more you can apply
all three of these styles to a task,
the more quickly and solidly you
will learn anything.

Practice each of the following
steps to improve your name rec-
ollection in every sales and social
situation.

1. When you're first intro-
duced to someone, look closely
at his or her face and try to find
something unique about it
Whether you find a distinctive
quality or not is irrelevant; h_\
really looking for a memorable
characteristic in a new face,
you're incorporating the visual
learning style. And a word of
advice: if you do find something
that really stands out about
someone’s face, don’t say any-
thing! Within minutes of meet-
ing someone new, it's generally
a bad idea to exclaim, “Whoa!
That's a huge nose!”

2. The next step utilizes both
auditory and kinesthetic learning
styles. When you meet someone,
slow down for five seconds, and
concentrate on listening to him
or her. Focus on the prospect and
repeat his or her name back in a
conversational manner, such as
“Susan. Nice to meet you,
Susan.” Also make sure to give a
good firm handshake, which
establishes a physical connec-
tion with the prospect.

3. Creating a mental picture
of someone’s name Incorporates
the visual sense again. Many
people have names that already
are pictures: consider Robin,
Jay, Matt, or Dawn to name just
a few. Some names will require
you to play with them a bit to
create a picture. Ken, for exam-
ple, may not bring an immediate
image to your mind, but a “can”
is very close. Or you might envi-
sion a Ken doll. The peint is not
to create the best, most creative
mental image ever, so don’t get
caught up in your head during
this step of the process, thinking,
“Oh, that’s not a very good pic-
ture. What's a better one?” The

worst thing you can do when
learning is to stress yourself out
and over think the process. If an
image doesn’t come 1o you right
away, skip it and do it later.
You'll undo all of your good
efforts if you're staring dumbly
at your prospect, insisting, “Hey
Hold still for a minute while I try
to turn your name into a pic-
ture!™

4. Once you've identified a
mental image that you associate
with a person’s name, the next
step is to “glue” that image to
the person’s face or upper body.
This bridges that gap many peo-
ple experience between being
able to recall faces but not the
names that belong to those faces.
If you met a new prospect
named Rosalind, for example,
you might have broken her name
down into the memorable image
of “rose on land.” Now you must
create a mental picture that will
stick with you as long as you
need it and pop into your head
every time you meet her: this
should be something fun, even a
little odd, that will bring “rose
on land” to mind when you see
her face. You might imagine her
buried up to her neck in earth,
with roses scattered around her,
for example. Because you creat-
ed the image, it will come up
next time you see her and enable
you to recall her name.

5. At the end of the conver-
sation, integrate auditory leamn-
ing by repeating the prospect’s
name one more time, but don’t
ever overuse someone’s name in
an effort to place it more firmly
in your mind. Use the prospect’s
name only right at the beginning
of the conversation, and then
again at the end; if you feel like
you can do so naturally, you
might insert someone’s name
once or twice in a natural fash-
ion during the course of the con-
versation, too. But if you've
ever had a stereotypically pushy
salesperson use your name a
dozen times in a five minute
conversation, you know how

annoying, even weird, this c¢an

be, so don’'t overdo it.

6. Writing is a form of kines-
thetic learning—you’'re gelting a
part of your body involved in the
learning process-so if you're
really serious about wanting to
remember people’s names for
the long term, keep a name jour-
nal or a log of important people
you meet, and review it periodi-
cally.

Forget Me Not: It's the Effort
That Matters Most

The most important thing to
know about this memory
process is that even when it
doesn’t work, it still works! For
example, if you get stuck trying
to make a picture out of some-
one’s name, skip it for now. The
next day, when you have a
chance, give the matter a few
minutes of concentrated thought.
If you still can’t get a picture,
stop and take up the matter a
week later. Even if you're still
unsuccessful at creating a men-
tal image, you've thought about
the prospect’s name so much,
there’s now no way you'll ever
forget it! So you've actually
accomplished what you set to do
in the first place.

People can’t remember
names for one main reason:
they re just not paying attention.
This process forces you to think.
If, for example, you struggle
with the step of creating a men-
tal picture, the other steps - look-
ing at the prospect closely, shak-
ing his or her hand confidently
and repeating the name a few
times - are easy to do, will solid-
ify the name in your memory,
and will ultimately convey a
positive image of you to clients
and prospects. That positive
image will certainly make you
memorable  to  prospects,
enabling you to close more deals
.and increase your bottom line.

To learn more, visil
www.deliverfreedom.com, call
888-233-0407, or e-mail
info@deliverfreedom.com.
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Lead Your Team
to Victory

continued from page 24
to influence the group. Probe
more deeply into objections and
empathize with team members
who raise them, really listening
to what they have to say about
why they disagree. Then take
some time to mull over the infor-
mation before you attempt to
overcome the objection. Don't
come up with an answer too
quickly or the objector will feel
you didn’t really listen or are
giving a prepared answer.

Go Team! Influencing Your
Way to Success

Great communication skills
are essential for you to effective-
ly influence teams and groups.
You can’t lead a group well if
you go into the meeting unpre-
pared. You must do your home-
work in advance so that you can
understand their concerns and
move the team in the direction
you want it to go. When you're
prepared, yet remain flexible,
your influence will also extend
to those in the group who might

tend to dig in behind a predeter-
mined position to defend it.
Practicing and refining your
team influencing strategy will
lead to success for your group,
its project and you!

REAL ESTATE NOTES
continued from page 28
The company currently has

another location in Irvine.......
Development of a new industrial
park in the city of Perris has just
gotten underway, as Chicago-
based First Industrial Realty
Trust broke ground on Perris
Ranch Business Park, an
81,700-sq.~ft. project. It is
located on the southwest corner
of Nandina Ave and Western
Way, off the [-215 Fwy and next
to March Air Reserve Base. The
development includes 10 single-
tenant buildings ranging in size
from 4,900-sq.-ft. to 10,700~
sq.—ft. The buildings, which fea-
ture secured fenced yards, have
asking prices ranging from
approximately $800.000 to §1.4
million. Construction will be

completed in the fourth quarter
of 2006. The project is being
marketed by John Roldan of
srubb & Ellis, who reports that
three of the buildings are already
under contract....... Southern
California Edison purchased
19.96 acres of land located
directly off of I-15 and Clinton
Keith Rd. on Preilipp Dr. in
Wildomar, in a transaction val-
ued at $5.95 million ($6.84/sf)
Edison, which plans to develop
an industrial business park on
the site, represented itself in the
transaction. The Santa
Ynez-based Olla Trust et al,
represented by Patrick
Baker of Sperry Van Ness and
Doug Earnhardt of Lee &
Associates.......On the leasing
PETCO, the big San
Diego-based pet supply compa-
ny, signed a long-term renewal
for its 329,800-sq.—ft. distribu-
tion center in Mira Loma. The
property, which is owned by
Ohio State Teachers
Retirement System, is located
at 4345 Parkhurst Street. just
west of Etiwanda Ave. and north

seller,

was

side,

of Bellegrave Ave. The transac-
tion had a total value of over $10
million.

This column
review of the latest commercial
real estate activity throughout
the Inland Empire. It is produced
in a joint media effort between
the Inland Empire
Journal and Rentv.com, a lead

provides a

Business

ing Internet real estate news site.
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Seniors Housing Report
continued from page 29
As More Capital
Seniors Housing,
Strategies May Shift

Chases
Investor

Institutional
cally prefer to purchase existing
properties, as many offer upside
potential that can be tapped into
by improving efficiency and cut-

investors typi-

ting costs. As the investment
market becomes more competi-
tive, however, larger payers may
be forced to look to new devel-
opment in order to place capital.
In many cases, prices have
increased to levels greater than
replacement costs, which is
expected to push more develop-
ers into action. Fortunately,
some of the supply risk in the
market has been reduced since
the last peak in development
acfivity, as many have

implemented Certificate of Need

states

(CON) requirements to regulate
the addition of new facilities.

Independent-Living Facilities

Among the four seniors

housing property sectors, IL
facilities continue to record the
highest occupancy rates. The
median occupancy rate of stabi-
lized IL properties in the top 30
metro areas is slightly below 97
percent, up approximately 100
basis points over the past year.
Approximately 25 percent of
stabilized IL properties are fully
occupied. At 98 percent, occu-
pancy remains highest in facili-
ties offering a mix of IL units
along with units serving higher-
acuity care, compared to 95.9
percent for freestanding facili-
ties. IL properties in Boston,
Baltimore, Washington, D.C.,
and Philadelphia are posting the
highest occupancy rates, all at
98.7 percent or higher.
Developers have taken note,
with approximately one-third of
the 8,100 IL units under way in
the top 30 metros located in
these four markets. By MSA,
New York has the most units
under construction, but it also
boasts the lowest ratio of avail-
able units to 75-plus-year-old
households, an indication that

the market should be in a posi-
tion to absorb new supply.

Sales prices for IL properties
have reached record-high levels,
with the median nearly doubling
last year to $130,000 per unit.
The gain was due to a variety of
factors, including the influx of
crossover buyers from the tradi-
tional apartment sector seeking
higher yields in seniors housing.
In addition, a few high-quality
portfolio transactions closed last
year, which provided an extra
boost to the market-wide medi-
an. We expect crossover buyers
to remain active through 2006,
but cap rates are expected 1o
hold stable in the mid-8 percent
Most

being priced on pro

range.

already

properties are

forma, and rising interest rates
will offset near-term improve-

ments 1n operations.

Assisted-Living Facilities

The AL sector continues to
report consistent improvement,

with occupancy among stabi-
lized properties in the largest 30
metros starting 2006 at 95.8 per-
cent, up 170 basis points from
one year earlier. Similar to IL,
approximately 25 percent of AL
properties are 100 percent occu-
pied. The increase in occupancy
supported a 1.4 percent gain in
revenue last year, pushing the
median to $3,000 per occupied
unit, $900 more than the median
for IL properties. Revenue per
occupied private unit is slightly
below the overall median at
$2.923, while semi-private units,
or those occupied by two or
more unrelated individuals, are
generating a median of $4.420.
Among the top 30 MSAs, there
are 4,600 AL units under way, an
addition of 2.7 percent to exist-
ing inventory. Construction is
highest in New York and San
Francisco, followed by Dallas,
Kansas City and Chicago.
Investment in AL facilities
accelerated last year, and based
on recent activity, 2006 results
appear promising. After going
public in late-2005, Brookdale
Senior Living went on a buying
spree and currently has an esti-
mated $725 million of seniors

e ey ey oy T

housing properties under con-
tract, many of which are AL
facilities. Also this year, it was
announced that Nationwide
Health Properties is purchasing
32 AL from
Hearthstone Assisted Living for
an estimated $430 million.
Transactions involving high-

facilities

quality properties drove up the
median price per unit by 50 per-
cent to $116,000 last year, and it
is possible that further gains may
be recorded this year for similar
reasons. Cap rates for AL prop-
erties declined 100 basis points
last year to 8.9 percent, though
under-performing assets or those
in less desirable areas are selling
at cap rates closer to 11 percent.
Another dramatic decline is not
likely this year, as interest rates
have increased and long-time
investors are showing more
resistance (0 cap rates for many
AL properties.

Coalition for Californa Jobs
continued from page 39

Tax and Fee Increases

AB 1177 (Chan) Tax Increase -

Increases the tax burden on
small business by increasing
personal income tax rate to 10
and 11 percent and the alterna-
tive tax rate. (Senate Education)

AB 1766 (Dymally) (Senate
Third  Reading)/SB 1008
(Ducheny/Machado)
(Assembly Jobs, Economic
Development and the Economy)
Tax Increase - Reduces the
state’s only remaining economic
development tax credit by mak-
ing it harder for business to qual-
ify for the credit and making it
harder for banks to lend to these
businesses.

AB 2442 (Klehs) Gas Tax
Increase - Drives up fuel prices
for businesses and consumers by
imposing a 2 percent tax on oil
companies’ net income in excess
of $10 million to fund a reduc-
tion in the gasoline sales tax.
(Assembly Third Reading)

AB 2829 (Ridley-Thomas) Tax
Increase -
multinational companies that do
business in California but are
incorporated overseas.
(Assembly Third Reading)

Increases taxes on

“Time Out”

AM 1510 KSPA

S,
\">

With Bill Anthony
and Joe Lyons

They review gourmet foods, travel and

world famous restaurateurs...

.plus guest interviews with award
winning chefs, renowned wine connoisseurs and lead-
ers in the hospitality industry each Saturday on “Time
Out” from 10:30 to 11:00 am. e '
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RESTAURANT REVIEW

L___RESTAURANT REVIENME S
Lucille's: The Reigning Queen of Bar-B-Que

by Joe Lyons

Lucille’s Smokehouse Bar-
B-Que has come to the Inland

Empire. With its
Southern cooking
and Delta Blues
music in the ceil-
ing, it is easy to
imagine where the
name came from.

Lucille, of
course, is the
famous guitar of
B.B. King. He
named it for some *
lyin’,  cheatin’,
heart breakin’ |
woman who inspired his music.
At least I thought so, just like
you, 1 was wrong.

The ‘real’ Lucille was
Lucille Buchanan who grew up
working in her grandmother’s
bar-b-que shack and leared her
recipes and her technique of
slow cooking. She and her hus-
band were working at the ship-
yards in Long Beach during

WWII when she opened her own
restaurant to duplicate what her
granny had taught
her.

Three genera-
| tions  later this
family restaurant
has become a

chain  with six
California  loca-
4 tions  and  four

more on the way.
Since its open-
ing in  Rancho
> Cucamonga, the
& rather large capac-
ity facility has seldom seen a
quiet day. Our visit began at
5:00 pm, and it was already
crowded. It is easy to see why.
Or perhaps I should say,
smell why. With its large auto-
mated smoker in the center of
the main dining room, the scent
of the meat fills the air for sever-
al blocks around the restaurant.
As soon as you sit down, you

A
New York Grill.,

909 / 987-1928

950 Ontario Mills Drive, Ontario

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

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

know you are about to enjoy
something special. Almost every
seat in the area has a view of the
glassed-in kitchen. An amazing
number of chefs seem busy in
there.

At your table are three bot-
tles of sauce-the original, which
1s good., but mild; the red
Memphis, which is sweeter; and
the hot and spicy. which indeed
it is, although it could be hotter
and spicier. No
matter, the
food is hot and s
Spicy just as it B
is.

The appe- |
tizers alone |
could make up
an entire meal.
Our platter
plate included fried green toma-
toes, stuffed jalapenos, very
good chicken strips, which go
well with that hot and spicy
sauce, a tri-tip quesadilla, and

wonderful Dixie egg rolls.

Included also are onion
straws. Unlike other bar-b-que
restaurants, Lucille’s onions are
dry, not greasy. You can drip a
little sauce on them if you like.
They're great either way.

Although the meats are the
backbone (should I say rib-bone)
of the menu, I went for a person-
al favorite, blackened chicken
breast with fettuccini. The chick-
en was shiced
thinner than |
am used to, but
with the pasta
and the onions
and peppers, it
was an amaz-
ing dish. The
size of the serv-
ing was
remarkable and there was
enough left to take home and
nuke the next day. It was just as
good then.

continued on page 37

Personalized Wine Labels for any Occasion by

THE HISTORIC

GALLEANO WINERY

CUCAMONGA VALLEY SINCE 1927

Weddings - Anniversaries

4231 Wineville Road
Mira Loma, CA 91752

- Birthdays - Special Events
» Graduations « Holiday Gifts

GALLEANO WINERY

(951) 685-5376 or (951) 360-9180
www.galleanowinery.com

Wine Tasting Available Daily

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

We can
custom
design
a label
just for you
using:
Photos
Logos
Colors
Invitations
Themes
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RESTAURANT REVIEW
continued from page 36

Our second dish was a bar-b-
que chicken salad, again served
giant style. It comes with chucks
of cheese, cucumbers and its
own sweet and sour taste. Like
my blackened chicken, it carried
well the next day.

We passed on dessert, which
is a shame because Lucille’s has
traditional peach cobbler and
bread pudding on the menu. We
did ask for a bar-b-que chicken
sandwich with a side of bar-b-
que beans to take home. Even
though it waited in the refrigera-
tor overnight, it was still tasty
and spicy.

Lucille’s has 13 sides in all,
each one sounding as delicious
as the last. Among the other
intriguing items on the menu are
simple things like a soup and
sandwich selection and a family
super feast for $189. That one
includes three racks of ribs, four
bar-b-que half chickens, two
pounds of hot links, two pounds
of tri-tip and six side dishes. You
could feed a refugee camp.

Among the other items that 1
will have to go back for are a
long list of burgers and sand-
wiches, steaks and seafood done
Southern or New Orleans style.

Of course, there are a num-
ber of types of ribs. In fact, the
bar-b-que platters offer a wide
variety, not to mention the
smoked ham, spicy hot links and
pulled pork or rib tips.

Lucille’s slowly smokes its
meats with hickory wood. They
believe it gives their meat the
best possible bar-b-que flavor. If
you prefer your meat smoked
but sauceless, they invite you to
ask for your dish “bone dry.”

You will have noticed that I
referred to Lucille’s in the head-
line as the “reigning” champ.
This is because any two people
you ask will have an opinion as
to what makes the best bar-b-
que. (Or even how to spell b-b-
q.)

At the moment everyone I
have spoken to has given the nod
to Lucille’s. I can’t disagree.

Lucille’s Smokehouse Bar-B-
Que is at 12624 North Main
Street in Rancho Cucamonga.

Their phone number is
(909) 463-RIBS. Of course.

Riverside Job Market
continued from page 1

durable goods manufacturing,
wholesale/retail trade,
finance/insurance/real estate,
education, services and public
administration. Employers in
transportation/public  utilities
plan to reduce staffing levels.

According to the national
seasonally adjusted results of the
Manpower Employment
Outlook Survey, U.S. employers
still won’t budge on hiring plans
for the third quarter of 2006.

Of the 16,000 U.S. employ-
ers surveyed, 31 percent expect
to add to their payrolls during
the third quarter of 2006, while 6
percent expect to reduce staff
levels.  Fifty-seven percent
expect no change in the hiring
pace, while 6 percent are unde-
cided about their July-
September hiring plans.

"Houston, we

have a problem"
continued from page 18

leader had never had this par-
ticular mission to accomplish
before, but he did have a vast
array of experience—even some
mistakes that allowed him the
focus and determination that
were essential to keep the 3,000
pounds of mass from getting out
of control, where it might injure
the spacewalkers or damage the
space shuttle.

As you came up through the
business ranks, decisions you
made may have cost your
department money, set back a
safety record, or otherwise
affected some critical aspect of
the business, but all of that is
part of your essential real-world
education.

Leaders Reach for the Stars

As NASA knows, one of the
main considerations for hiring or
promoting senior management
must be whether they have had

experience, training, and educa-
tion in problem-solving, espe-
cially in a crisis situation. Have
they turned
stances around?.Do they thrive
or shrink in the face of disaster?

Whether walking in space or
walking into a boardroom, good
leaders must not only be pre-
pared for everything that might
go wrong, they must come alive
when faced with a predicament,
large or small. Great leaders
have confidence, can communi-
cate what’s necessary to handle a
problem, and know how to best
utilize the skills of each member
of their team to solve it. The
ability to lead in the face of a cri-
sis separates the great leaders,
those who have “the right stuff,”
from those who don’t,

critical circum-

For more information please
visit: www.winstonescott.com or
email: jazzairlle@aol.com.

Targeting the Inland
Empire Market

continued from page 27
boy listens and he told him to
put his advertising dollars there?
There are more than 3 million
people here in the Inland
Empire. More are moving here
every day. Among the new
crowd are any number of white-
collar workers with upper man-
agement level incomes. They
have money to spend and they
are willing to spend it. As a mar-
ket we are the size of Kansas
City or maybe Cleveland. We
just aren’t very unified and it
confuses businesses who can’t
figure out how to reach us.
From Pomona to Beaumont,
from Big Bear to Temecula, the
Inland Empire needs to stand
united in order to give proof pos-
itive of our value as a market-
place.

The California Report:
At the Tipping Point

continued from page 30
ally and statistically on the
assumption that the Tuture will

-

resemble the past, these never-
before-seen factors add substan-
tial uncertainty. However, the
recent strength shown in sectors
outside of real estate suggests
that while these housing-related
factors will create some drag in
the California economy, it will
not be enough to cause a reces-

sion.
Jamaica

continued from page 43

ry added. The scenery is
unmatchable and the sunsets are
stunning. The white beach
stretches out for seven miles.
Nothing much to do here but
play a little golf and enjoy the
view, but what a view! The
natives will assist you in reliving
the days when pirates used
Negril as their headquarters to
pillage ships going from the
Spanish Main to Havana. There
are quality, classy places to stay:
Sandals, Grand Lido Negril and
Couples Swept Away are the
best known, and most include
inclusive®* packages. (*All
meals, liquor and entertainment
included.) Negril caters to the
younger, single, thirty some-
thing set, although all age levels
are welcome if you are into the
lively ambiance.

Jamaica has many packages
offered by many travel consult-
ants in your area. Jamaica has
infinitely more places to see, go
and stay which we will visit in
another article at another time,
as we have only scratched the
surface. (www.Jamaica.com will
get you contact numbers and
exact locations for all attractions
and properties.)

Getting there:

American, Delta and Air
Jamaica have connecting flights
to Montego Bay from Los
Angeles.

Camille Bounds is the travel edi-
tor for Sunrise Publications and
the Inland Empire Business
Journal. -
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New Cancer Center in Corona

Beginning in 1957 with just
one office located in Los
Angeles, Wilshire Oncology
Medical Group now offers serv-
ices at seven cancer cenlers serv-
ing the San Gabriel Valley and
Inland Empire.

Their newest location in
Corona, in addition to medical
oncology, infusion, support and
clinical trials services, will offer
radiation oncology and PET/CT
imaging services-all with the
latest technology.

The Corona Cancer Center is
directed by Frank D. Howard,
IV, MD, PhD, FACP, who is
respected for his profound, sci-
entifically-based knowledge. He

trained alongside the best in
oncology at Stanford and
Harvard, and then led the Loma
Linda Medical Oncology pro-
gram for 10 years before joining
Wilshire Oncology Medical
Group in 2005. Dr. Howard is
committed to bringing patients
the latest scientific develop-
ments.

4’\‘?

CSUSB

ANNIVERSARY

Economic Waves by UCR
continued from page 16

labor in the region and throughout
the state. In the 2004-05 fiscal vear,
UC Riverside conferred 3,632
degrees, including 3,080 bachelors,
393 masters, and 159 doctoral
degrees.

« UCR is an important eco-
nomic engine for the fast-growing
Inland Empire, made up of 3.8 mil-
lion people. The area has about 1.2
million jobs and accounted for
more than 50 percent of all job
growth in the Southern California
region from 2000-2005.

“In addition to the hard num-
bers, the analysis documents the
workforce contributions of UCR —a
contribution that is the heart of any
research university,” Barton said.
“The creation of new knowledge
both through the education of our :

benefits the local, regional, and *
statewide economies by providing
highly-skilled workers and discov-
eries that can be applied to new
products and services.” '-"5- "' — !
As a distinctive group within '
CB Richard Ellis Group, Inc., the
world's largest full-service real
estate company, CBRE Consulting
provides a wide range of real estate
and urban economic consulting
services 1o corporate, institutional
and public sector clients throughout
the United States, Europe, and Asia
Pacific regions. Founded in 1906,
CB Richard Ellis has a Web site
at www.cbre.com. f

Dr. Howard continues to hold
a faculty position at Loma Linda
as clinical assistant professor of
medicine. He also serves as

chief of oncology and hematol-
ogy at Arrowhead Regional
Medical Center. He is currently
on the medical staff of the above
hospitals, along with Corona
Regional Medical Center, San

Antonio Community Hospital
and Pomona Valley Hospital
Medical Center.  Wilshire
Oncology has also had a long
history of commitment to clini-
cal research and, with their affil-
iation with UCLA/Community
Oncology Research Network
and Translational Oncology
continued on page 42
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Coalition for California Jobs
‘Job Killer’ Bills

AB 1835 (Lieber) (Senate Labor and Industrial Relations)/SB 1162
(Cedillo) (Assembly Labor and Employment) Automatic Minimum
Wage Increases - Increases the cost of doing business without regard
to the state’s economy by increasing the minimum wage with annual
automatic increases.

AB 1884 (Chu) Unemployment Insurance Compensation Benefits
- Increases the cost of doing business in California by forcing
California employers to subsidize a strike against their own company
by providing unemployment insurance benefits to workers unem-
ployed due to a strike. (Senate Labor and Industrial Relations)

AB 2209 (Pavley) Unemployment Insurance Benefit Expansion -
Increases the cost of business by forcing California employers to sub-
sidize a strike against their own company by requiring an employer
to pay locked out workers a monetary penalty equal to level of unem-
ployment insurance benefits workers might have received during a
trade dispute if any business misconduct is alleged. (Senate Labor
and Industrial Relations)

SB 300 (Kuehl) Leave Law Abuse - Opens California’s leave law to
potential abuse by removing controls that require that the employee
actually provides the care, among other provisions. (Assembly
Appropriations)

SB 840 (Kuehl) Government-Run Health Care - Imposes a gov-
emment-run health care system on all Californians. (Assembly
Rules)

SB 1414 (Migden) Health Care Tax - Imposes a tax on employers
with over 10,000 employees to spend the equivalent of 8 percent of
their total payroll on health insurance or pay the equivalent amount to
the state. (Assembly Health)

Economic Development Barriers

AB 32 (Nunez/Pavley) Halts Economic Growth - Increases costs
for California businesses, makes them less competitive and discour-
ages economic growth with little or no proven environmental benefit
by adopting an arbitrary cap on carbon emissions. (Senate
Environmental Quality)

AB 1101 (Oropeza) Ports; Regulatory Complexity - Hampers
operations at ports, rail yards and airports by shifting regulatory
authority over emissions from state to local entities, creating a patch-
work of potentially inconsistent regulations statewide, creating con-
flicts with federal law. (Senate Transportation and Housing)

AB 1528 (Jones) Halts Economic Growth - Halts much-needed
housing in undeveloped areas by shifting flood liability from state
government to local government, resulting in local governments
refusing to issue development permits. (Senate Rules)

AB 1899 (W olk) Halts Economic Growth - Prohibits development
in the Central Valley by requiring the creation of a 200-year flood
standard that is currently impossible to achieve. (Senate Local
Govemnment) ‘

AB 2641 (Coto) Halts Economic Growth - Halts development
indefinitely by requiring openended consultation and ultimate land
use decision by an advocacy commission for Native Americans.
(Senate Natural Resources and Water/Judiciary)

e — . — ———— N

SB 44 (Kehoe) Affordable Housing Development Impediment -
Slows the development process by adding yet another element to be
included within general plans and increases opportunities for “anti-
growth” litigation. (Assembly Local Government)

SB 646 (Kuehl) Water Discharge Fee - Jeopardizes jobs and agri-
culture and timber industry revenues by imposing mandatory annual
fees for water discharge waivers with no accountability requirements.
(Assembly Inactive File)

SB 764 (Lowenthal) Ports: Goods Movement Cost Increase -
Increases the costs of goods movement and drives business and jobs
from Califomnia ports by requiring the City of Los Angeles and the
City of Long Beach to prohibit any growth at their respective ports
unless that growth can be accomplished with no net negative impact
on air quality. (Assembly Transportation)

SB 1368 (Perata) Increases the Cost of Electricity - Limits the
available power sources to meet California’s energy demands while
substantially increasing the price of electricity to consumers and busi-
nesses by establishing an unattainable greenhouse gas emission per-
formance standard. (Assembly Utilities and Commerce)

Expensive, Unnecessary Regulatory Burdens
SB 1205 (Escutia) Punitive Regulation - Makes California unat-
tractive to business by raising maximum fines for emission viola-
tions, creating a new category of violators with no due process for the
determination of who is a violator while ignoring that there is no
demonstrated connection between penalties and emission rates.
(Assembly Natural Resources)

SB 1252 (Florez) Resource Regulation - Penalizes businesses that
are in the process of implementing the latest air standards by impos-
ing an additional civil penalty. (Assembly Natural Resources)

SB 1379 (Perata) Biomonitoring - Makes California unfriendly to
business by establishing a biomonitoring program that could general-
ly lead to the elimination or reduction of use of certain chemicals that
have not been scientifically proven harmful, based on mere detection.
(Assembly Environmental Safety)

Increases Frivolous Lawsuits

AB 581 (Klehs) New Reason to Sue - Makes California less desir-
able as a place to locate or expand a business by opening new
avenues to sue employers by establishing a broad private right of
action that permits joint labor management committees to sue any
employer for certain Labor Code violations that may have occurred
up to four years previously, among other provisions. (Senate
Appropriations)

SB 1489 (Ducheny) Govemment Agency Potential Harassment of
Employers - Invites unlimited “fishing expeditions” by the Attomey
General under numerous statutes, including the Unruh Civil Rights
Act and environmental laws, by making defendant companies pay all
the investigation and lawsuit costs, including attorneys’ fees, if the
Attomey General “prevails.” The term “prevail” could include set-
tlements, -changes in operation by a défendant or even a minuscule
monetary award to the plaintiff. (Assembly Judiciary)

canM;:ume.!s
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NEW BUSINESS County of San Bernardino

"ITS MASSAGE TIME!"
WHITESELL SANDRA E
1401 E SANTO ANTONIO DR

CITY NAILS & SPA
THAI ANH V

ENERGY SAVERS
FUTURE ENERGY

MEXICO FOODS
RAMIREZ ARTURO

PROFESSIONALS AGENCY
HUNT KERRI L

UNIQUE CREATIONS
FLORAL DESIGNS

A BETTER WAY HOME
INSPECTIONS

CHENKA-CHENKA MUSIC
ANDRUSCO GENE 1

| & J DIESEL REPAIR
CRUZ VASQUEZ JAVIER

ACTORS ACADEMY
LANSDOWN ERIC

DISCOUNT POOL & SPA

EQUIPMENT GLOBAL MAILBOX PLUS

7126 CHERRY, SUITE #270 CORPORATION RAMIREZ MARTHA 1111 MOCKINGBIRD RD VANN RAQUEL M WEST PAUL § OW. 55TH ST MURILLO JAVIER 1476 IRD AVENUE MALINS WILLIAM O CORPORATION
235 FONTANA, CA 92337 1671 W. ARROW ROUTE 1161 ENDEAVOR DR, WRIGHTWOOD, CA 92397- 7449 CRAWFORD PLACE 5 SONORA ST. #A SAN BERNARDING, CTA 9240y 1479 WHITTRAM AVENUE HESPERIA, CA 92345 570 LARKWOOD DR MONEYHOUSES COLLE(
COLTON, CA 92324 UPLAND, CA 91786 UPLAND, CA 91786 0667 RANCHO CUCAMONGA, REDLANDS, CA 921373 FONTANA, CA 92335 CHINO, CA 9171( TTONS INC

CONCORD HOME (909)920-5112 (800)305-9335 CA 91739-8860 (909)792-1920 CORRECTIONAL H09)835-7744 AG CLOTHING (909 T17-6077 19681 FOOTHILL BLVD A
A TOUCH OF HEALTH INSPECTIONS R.T.0. PRE FAB CONSULTANTS FOR AGUILAR JAMES A 4
LAPRE DALE H MIRO FABIAN ENVIRODESIGN GROUP MIKE LINDSTROM ENTER- INSTALLATION UPLAND MULT-HEALTH AGUIAR TRUCKING HEALTH SERVICES 1 B'S PEBBLE TEC. 931 W. CONGRESS ST DIVERSIFY, LLL.C. FONTANA, CA 92335
2065 OMALLEY WAY 9114 ELM STREET SHINDE CHANDRA S PRISES INC. ORTIZ ROBERT CLINIC COMPANY FILLMAN TERRY REPAIRS SAN BERNARDINO, CA 92410  DIVERSIFY, LL( (909)829-9603
UPLAND, CA 91784 FONTANA, CA 92335 5779 BOCA RATON WAY STE  MIKE LINDSTROM ENTER- 8250 VINEYARD AVE # 70 CALIFORNIA HEALTH- AGUIAR IGNACIO FILLMAN VICTORIA BRYANT JOHN M 1886 NORTHWESTERN
(909)214-7987 (909)609-7289 B PRISES INC. RANCHO CUCAMONGA, CA CARE MANAGEMENT AGUIAR PATRICIA IS VALENCIA LANE 7958 NONA AVE ALL ABOUT HAIR CIRCLE GOD'S DIMONDS

AMERICAN PAYROLL D.R. INVESTMENTS (909)854-0461 UPLAND, CA 91786 545 NORTH MOUNTAIN #17 GUERRA ERLINDA (909)648-1523 NAIRN PRINCE §
COMPANY D.R INVESTMENTS INC (909)373-3040 RAYE'S SWEET THINGS AVE, #109 COLTON, CA 92324 CUSTOM COMIX JT GRAPHIX 2508 S, ARCHIBALD AVE 1804 S. PEPPER TREE LN
AMERIPAY INC 8599 HAVEN AVE. SUITE 202 F C COMMUNICATIONS PLUS UPLAND, CA 91786 MILLER DUSTIN L VEACH JOSHUAT STE. 1 DOMINION INVENTORY  SAN BERNARDINO. CA
101 E. REDLANDS BLV RANCHO CUCAMONGA, CA  ADDISON ANTHONY MORAN TRUCKING RAYE JEAN (866)255-4362 ALPINE YARD SERVICES 1134 GLENWOOD CT 10825 7TH ST. #G ONTARIO, CA 91761 SERVICE 92408
STE 297 91730-4849 PHILLIP MORAN ORTIZ CARMELO RAYE WILLIAM CURTIS DAVID | SAN BERNARDINO, CA 92407 RANCHO CUCAMONGA, CA (90919470773 STALLWORTH MICHAEL A
REDLANDS, CA 92373 (909)373-0187 13060 OASIS ROAD 1620 NORTH WILLOW 7408 PALMETTO AVE 806 BERGSCHRUND DR (949)351-8615 91730 4617 N. STODDARD AVE HAIR PRECINCT
(909)380-2303 VICTORVILLE, CA 92392 AVENUE FONTANA, CA 92336-2127 VALLEY SEW & VAC CRESTLINE, CA 92325-3103 ALL PURPOSE DOCUMENT  SAN BERNARDINO, CA LEWIS LEISAD
D-4 MANUFACTURED RIALTO, CA 92376 JOHNSON WILLIAM (909)338-1193 DARKHORSE DEFENSE KEY WEST DISTRUCTION 92407 12170 SPRING VALLEY
ASAHI SUSHI JAPANESE HOMES & COMMERCIAL FIRST INTERNATIONAL (909)961-6469 RBM LOCK & KEY SER- DAVID FUND INTERNATIONAL REAL TRUSS CRANE, INC LAKE PKWY
LEE GYE H MODULAR SALES FINANCE - TEMECULA VICE 12401 HESPERIA RD #7 ANGEL'S NAILS & SPA THOMAS ERICA ESTATE INVESTMENTS 12221 POPULAR ST DRESCH, CHAN, & ZHOU VICTORVILLE, CA 92392
2045 E. HIGHLAND AVE DECISION 4, CORPORATION  WORLD EQUITY LENDING  MOTOMAN DISTRIBUTING CARTER DEBRA JO VICTORVILLE, CA 92395 NGUYEN HIEU T 7637 CITRUS AVE JENSEN JR. WILLIAM O HESPERIA, CA 92344 PARTERSHIP (760)243-1600
SAN BERNARDINO, CA 92404 1254 S, WATERMAN AVE. STE  FIRST INTERNATIONAL VETRANO PETER J CARTER ROBERT AVERY 1971 W. REDLANDS BLVD FONTANA, CA 92336 15278 MAIN ST, STE A DRESCH ARTHUR DER
(951)288-8270 47 FINANCE CORPORATION 8468 LOMA PLACE 2235 E. 4TH #B VEGAS CUSTOM CON- SUITE C (760)429-4841 HESPERIA, CA 92345 ALL STAR LAWNMOWER RAN HANSEN JENSEN MEDIA
SAN BERNARDINO, CA 92408 3535 INLAND EMPIRE BLYD  UPLAND, CA 91786 ONTARIO, CA 91764 STRUCTION REDLANDS, CA 92373 REPAIR JIANHUA ZHOU HANSEN SEAN
BEANNYS RETAIL AND ONTARIO, CA 91764 BOROM JR CHARLES W DESIGN ELEMENT RENDON VICTOR KING- LING CHAN ANNA  KEMP PENNY
BRAID SHOP DODGE'S DENTAL SERVICE MOUNTAIN SPAS REAL CITY STREET 11122 YUCCA TERRACE ARGO OPTOMETRY COMPANY LA PLACITA MEXICAN 4951 W, STATE ST 3248 WILLOW HOLLOW 59625 DREXEL RD
WILLIAMS LAVENIA DODGE KURT W NAVARRO BOBBY CLOTHING DR. DR. NANCY WANG, OD LIU DIANYI RESTAURANT ONTARIO, CA 91762 RD YUCCA VALLEY, CA 92284
310 W. HIGHLAND AVE 1242 MONTE VISTA AVE. GRAND GARAGE INC. 1017#A GREENWAY DR LANDERY DAWAYNE L OAK HILLS, CA 92344 INC 2128 S. GROVE AVE MORALES ARTURO CHINO HILLS, CA 91709
SAN BERNARDINO, CA 92405 UNIT #15 GRAND GARAGE INC. BIG BEAR CITY. CA 3023 GARDENA ST (760)265-9046 300 NORTH EUCLID, SUITE  SUITE H MORALES CARMEN ARTFA DESIGN SCHOOL HEARTLAND FINAN-
UPLAND, CA 91786 1267 WEST HOLT BLVD. 92314-1906 SAN BERNARDINO, CA 92407 A ONTARIO. CA 91761 5475 PHILADELPHIA STREET OCHOA ROCELIA ERA GOLD KEY CIAL SERVICES
BELTS 4 YOU ONTARIO, CA 91762 (909)744-4363 (909)880-3096 VERTICAL COMPUTER UPLAND, CA 91786 (909)923-5528 CHINO, CA 91710 19059 VALLEY BLVD #105 GOLD KEY REAL ESTATE, YOUNG MARY T
ALI KUNWER N DOIZAN FINANCIAL SER- SOLUTIONS (626)327-4149 LMC BLOOMINGTON, CA 92316 INC 155 W HOSPITALITY LN,
14400 BEARVALLY ROAD VICES H&L ENERGY SAVERS MY COMPUTER STORE RICHLIND MORTGAGE SEDORY STEVEN T DEVRIK WILLIAMS MENDEZ LUIS E 2242 3671 E. HIGHLAND STE #245
VICTORVILLE, CA 92392 DOIZAN JEAN ROBERT FUTURE ENERGY CANCHE LUIS NETWORK 3776 LUPE CT. BATUTA RECORDS INSIGHT OUT GROUP LLC 4735 BROOKS STREET (909)873-4160 AVENUE SAN BERNARDINO, CA
3926 N, FLAME TREE AVE. CORPORATION 123 W. HIGHLAND AVE RICHLIND INCORPORATED CHINO, CA 91710 BATUTA INCORPORATED 7129 SCALEA PL MONTCLAIR, CA 91763 HIGHLAND, CA 92346 92408
BENITEZ INLAND MOBIL RIALTO, CA 92376 1671 W. ARROW ROUTE SAN BERNARDINO, CA 92405 1S80N.'D' STREET #6 & 7 $587 HOLT BL. #204 ALTA LOMA, CA 91701 BEAUTIFUL ILLUSIONZ (909)890-3786
TRUCK REPAIR UPLAND, CA 91786 (909)910-5509 SAN BERNARDINO, CA 92405  WISDOM MONTCLAIR, CA 91763 M RAMIREZ TRUCKING OCHOA ROCELIA EXTREME SCREEN
BENITEZ MOISES A DUNN-RITE DRIVING AND  (909)920-5112 LEE SHAWNA N DOUBLE MM HORSE TACK ~ RAMIREZ MANUEL 19059 VALLEY BLVD #105 PRINTING AND TRO- HEARTLAND FINAN-
10290 BEACH AVE TRAFFIC SCHOOLS NEW FRIENDSHIPS SERGIO'S MOBILE TRUCK 1925 E WASHINGTON UNLIMITED 13177 SMITH ROAD BLOOMINGTON, CA 92316~ PHY'S CIAL SERVICES
FONTANA, CA 92335 DUNN SUSAN F HERITAGE INVESTMENT DUNLAP MARK WASH SUITE C-12 MARANDOLA ANTHONY PHELAN, CA 92371 2242 MERRILL ANITA D HOFER KENNETH W
14312 MAIN ST. GROUP DUNLAP TONJIA ELIZARRARAS MARIA G COLTON, CA 92324 BATWEB MASTERS MARANDOLA DEBRA (909)873-4160 MERRILL Il EDWARD 155 W HOSPITALITY LN,
BIG BORE APPAREL HESPERIA, CA 92345 HEYER HARBINDER S 8057 MILAN COURT 9330 CATAWBA AVE (909)997-8482 BATUTA INCORPORATED 32337 KENTUCKY ST M.ERCHANT S.ERVICES 15763 MALPAIS LN STE #245
LINDSAY ROBERT C (760)948-7522 HEYER SANDI K FONTANA, CA 92336 FONTANA, CA 92335 5587 HOLT BL. #204 YUCAIPA, CA 92399 JEWETT ARTHUR BIG E CONSTRUCTION, VICTORVILLE, CA92394  SAN BERNARDINC, CA
SEAGROVE JASON C 150 N GRAND AVE #211 (877)734-3350 (909)350-8439 WORLD EQUITY MONTCLAIR, CA 91763 1298 W. TTH STREET INC. (909)754-0438 92408
10066 BLACK OAK ST DV PUBLISHING WEST COVINA, CA 91791 LENDING DTREE STUDIO UPLAND, CA 91786 BIG E CONSTRUCTION, INC (909)890-3786
ALTA LOMA, CA 91737 VETTRAINO DANIEL R NOSTRA PRODUCTION SHERINE MANALO- FIRST INTERNATIONAL BAZPER PUBLISHING DUQUETTE STANLEY LEWIS 4460 BROOKS ST SUITE D EZ REAL ESTATE
(818)970-5063 13664 CLINTON DR JANI KING INC. BROSAS FINANCE CORPORATION BATUTA INCORPORATED 465 N. MAPLE AVE M&N TRUCKING MONTCLAIR, CA 91763 INVESTING HERITAGE SQUNB &
CHINO, CA 91710 CAIN JR. ALBERT DEAN NOSTRA PRODUCTION INC.  MANALO-BROSA 3535 INLAND EMPIRE 5587 HOLT BL. #204 FONTANA, CA 92336 HERNANDEZ MAURICIO J CURIEL CESAR CONSULTING GROUP
BK ICE CREAM (909)992-8730 5925 MAGNOLIA 7862 LANKERSHIM AVE #110  SHERINE M BLVD MONTCLAIR, CA 91763 HERNANDEZ NORMA G BREAKTHROUGH REY JENNIFER R ARQUIETA JOEL
ALABADY KASEM R RIALTO, CA 92377 HIGHLAND, CA 92346 11231 SNOWBELL PLACE ONTARIO, CA 91764 FM FLOORING 17585 VINE ST HEALTHCARE 12188 CENTRAL AVE #282 2630 AVALON AVE
250 N. CLIFFORD AVE EL CHARRO GRILL FONTANA, CA 92337 BENNY TRUCKING SOLUTIONS FONTANA, CA 92335 LAOYAN RICHARD K CHINO, CA 91710 HIGHLAND, CA 92346
RIALTO. CA 92376 SALENDA ENTERPRISES JBC TRUCKING OLOGY CLOTHING CO. (909)429-0801 WORLDWIDE ESCROW ACEVEDO BENJAMIN FAES JOHN D (909)429-7131 LAOYAN ROEMINA § (909)865-4887 (626)235-9571
(909)520-0014 LLC HERNANDEZ JUAN G CAMARENA JACOB H PADOVA REALTY INC 115 E. CEDAR ST #1 MILLER DUSTIN 1 15263 BLACKTHORNE DR : g
229 W. VALLEY BLVD. 10851 OLIVE ST. GARNER STEVEN L SOUNDTEK 12505 N. MAIN STREET ONTARIO, CA 91761 1134 GLENWOOD C1 MANT ENTERPRISES FONTANA. CA 92336 FERN GLEN HOMES HOGI \‘()f;l u!-
BRO. JOSEPH JAMES & COLTON, CA 92324 BLOOMINGTON, CA 92316 5498 SHADOW LANE POOYA ALI SUITE 240 SAN BERNARDINO, CA 92407  MARTINEZ MARK A (909)851-3242 BIRD F.D\»\'.—\RIHS \’l("l'!.)ll\ ll.l.l'-.v
THE S.VS. CHORALE (909)370-1921 (909)877-2598 ALTA LOMA, CA 91737 6640 MORENO ST RANCHO CUCAMONGA, BIACCT'S (949)351-8615 13130 COZZENS BIRD RAE ANN M H()‘H INLO, |r7u :
JAMES JOSEPH (909)997-8938 MONTCLAIR, CA 91763 CA 91739 AMATO SEAN D CHINO, CA 91710 :H‘:(\,:Tr\ir!“':“ ::m :::.:_: 2:1(':{1;. a L;.lll:ﬂli{*‘ﬂk VALLEY RD.
WILLOW ELITE MOTORS WHEELS & TOOLS > ENDERSON 1AN J GARCIA CONCRETE PANG VITHEAN "HELL SHANEEN .
Jl\‘:rn:-.l 54 FAROOQUI MORSHEDUL H :3:74\[.52 FBR:MNDOA ONE SOURCE Ao KLEBBA BRYANN E CONSTRUCTION NEW IMAGE CONTRACT 1438 W. FOOTHILL BLVD #B 24544 ALTDORF DRIVE 4 VICTORVILLE, CA 92395
RIALTO, CA 92376 KARIM SYED M 1399 SATINWOOD RD SHINDE CHANDRA § SOUNDTEK PLUS WW PROFESSIONAL 775 N CENTRAL AVE STE B GARCIA GABRIEL GLAZING RIALTO, CA 92376 CRESTLINE, CA 923250177  (760)955-5500
15120 PALMDALE RD COLTON, CA 92324-8495 SHINDE SMITA C POOYA ALI MAINTENANCE UPLAND, CA 91786 4975 W PHILLIPS BLVD COVARRUBIAS ARMANDO (909)874-0352 (909)337-0089 ‘ :
CATRACHO'S TIRES AND VICTORVILLE, CA 92392 5779 BOCA RATON WAY STE 6640 MORENO ST HUNT KERRI L (909)946-0990 ONTARIO, CA 91762 2686 W. MILL ST #42 . : HU ml- TO BALL
MECHANIC KASSEL & KASSEL A A MONTCLAIR, CA 91763 1111 MOCKINGBIRD RD SAN BERNARDINO, CA 92410 ('()R_N STAR L F_(')RM'A_L“ FMI XPRESS  RECORDS
RODRIGUEZ ELSA Y EMERSON CONSTRUCTION GROUP OF INDEPENDENT  FONTANA, CA 92336 (909)920-9011 WRIGHTWOOD, CA BROS REALTY GREENWODE MANOR ki, KIRKSEY nyvm}—n ATN INTERNATIONAL u;wus WILLT :
RODRIGUEZ RAFAEL INC LAW OFFICES (909)854-0996 92397-0667 MEGO JAVIER WERMERS JAMES | PAS. TRUCKING ONTIVEROS LISA CORPORATION ; Jl){itj-S()N_MAR(:Ls D
735 W. RIALTO UNIT B PETROLEUM POWER GREGORY H. KASSEL, A THE MIRACLEWORKER 238 E. KIMBERLY CT 1234 HALIFAX DR SANDOVAL ALEJANDRO 134 S.WILLOW 16075 FOOTHILL BLVD MCCOLLUM RIC HARD C
RMEI:O.CAM‘M INTERNATIONAL CORP PROFESSIONAL LAW COR-  PERMIT MASTERS DRY CARPET CLEANING YBLOST SAN BERNARDINO, CA LAKE ARROWHEAD SANDOVAL ROSARIO RIALTO, CA 92376 SUITE M 251 E. WALNUT AVE
(909)421-3697 49813-B 29 PALMS HWY PORATION PROFESSIONALS AGENCY  SERVICES HUNT KERRI L 92408 WOODS, CA 92352 1477 W. ORCHARD STREET (909)874-1522 FONTANA, CA 92335 RlALT(). CA 92376
MORONGO VALLEY, CA " 334 W. 3RD ST. #207 HUNT KERRI L VANN ROBERT A 1111 MOCKINGBIRD RD BLOOMINGTON, CA 92316 e T (909)429-0900 (909)877-5268
. Wi 3 Wi X BSB DOCK HAPPY DAYS4YOU AMON A ME
mwmm' PDP:CLO'I'IIING e iy b u:mm%?:gf 9';3097- ;4:;5:3 cf}gilzaglr‘:cci CA -)zgégmmn = MAINTENANCE HAPPY DAYS 4 YOU A&] SMOG AND &jt=§FLr:u E)l‘:\‘M( IND FABRICATION, ql.on.u MAILPDX PLUS J_M BlLl.lAnD§
12745 NINTH ST EMERSON RESTORATION  LILI'S WATER & ICE D667 91739-8860 PERRIN BRIAN KENNETH 1324NORTH ELDERBERRY ALFAKHOURIAWNI S INC g o (_()ptﬁ)_luﬂ(_)h COMPANY INL_
CHINO, CA 91710 & LANDSCAPING DELGADO VALENTIN 1 17 NAIL 28793 WINNEPEG DR AVE. S10 N WATERMAN A\;l-, 362 W. 25TH STREET h Sl,l_-?.NDE;fi LADY OF MUR I‘M BILLIARDS
(!09]59}-2453 PETROLEUM POWER LOPEZ GALLARDO MARIA POWER PARALEGALSER-  TRINITY NOTARY LY VAN LAKE ARROWHEAD, CA ONTARIO, CA 91762 SAN BERNARDINO, CA 92410  SAN BERNARDINO, CA 92405 th.r'\ INC. COMPANY INC
INTERNATIONAL CORP FELIPA YICES FRAILING JANNAM 15550 MAIN ST SUITE § 02352 (909)395-0701 s e (909)816-1753 l:‘?jl FOOTHILL BLVD 11::;:; BSJ!;:Y\II(L: ;?;RT
CHURCHILL INVEST- -B 2 W 295 S. LA CADENA DR PETROLEUM POWER INTER- 12345 MOUNTAIN AVE. STE HESPERIA, CA 92345 g s “ SN 3 INTANA, 2
MENTS ﬁgifoamcmrm: c‘; COLTON, CA 92324 NATIONAL CORP N-180 CARMELA'S FASTFOOD HUIZAR MUFFLERS & PRO  PLUMBING DIRECT IMPORT CO. /CA FONT .‘:h A, CA 92335 (909)355-9766
CRYSTAL MOUNTAIN 92256 40%13-B 29 PALMS HWY CHINO, CA91710 MILLENNIUM COM- & ORIENTAL STORE LIFTING MALINS WILLIAM O AH!:&H) FARAZ (909)829-9603
INVESTMENTS INC LOST & FOUND MORONGO VALLEY, CA PRINET SOLUTIONS MALONZO PEPITO F HUIZAR RAMON L \‘570 }_AR_wa_x)u DR 1622 E. NOCTA PRIVADO JOLLY FARMS
8599 HAVEN AVE. SUTTE 202 IT'S NOBODX'S BUSINESS, 92256 TROY POLUAN CPINSOL LLC 14950 BEAR VALLEY ROAD 397 W, BASELINE #M CHINO, CA 91710 ONTARIO, CA 91764 BTD INVESTMENTS, INC
RANCHO CUCAMONGA; CA INC. POLUAN TROY § 140 W, PIONEER AVE #57 VICTORVILLE, CA 92392 SAN BERNARDINO, CA 92410 (909)717-6077 (951)313-4797 9511 SIERRA AVI!NU_I!
91730-4849 21730 RAMONA AVE. 15016 CAMELLIA DRIVE REDLANDS, CA 92374 (760)956-5230 FDN‘!‘AN.:&TCSAM

FONTANA, CA 92336

APPLE VALLEY, CA 92307
(760)240-0781

1R800 W. 11TH ST. #B

91730

FONTANA, CA 92337

FRANCHISE. INC.

(714)558-1769

1043 SANTO ANTONIO DR

REDLANDS, CA 92374

HIGHLAND, CA 92346

GUERRA BAIRON

COLTON, CA 92324 PHOTOGRAPHY
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JOLLY FARMS BAR-B-Q
BTD INVESTMENTS, INC
9511 SIERRA AVENUE
FONTANA, CA 92335

(909)822-8975 SUITE 104

RANCHO CUCAMONGA, CA

MOUNTAIN VIEW
PAINTBALL
SANTUCI KENNETH §
8423 ROCHESTER AVE

PRINTS OF GOD
REYNALDA PEREZ
2389 CIENEGA DRIVE
HIGHLAND, CA 92346
(909)425-0482

SUNSET SQUARE
APARTMENTS

OBANA ROGELIO V

11758 LANDSDOWN ROAD
LOMA LINDA, CA 92354
(909)557-7873

TRINIDAD PARTNERS
FOWLER TERRY J
PEDERSEN KIM

18390 MAIN STREET
HESPERIA, CA 92345

A K ENGINEERING
TINKHAM RICHARD M
27237 STH ST UNIT C
HIGHLAND, CA 92346

A-M-H

91730-3995 RECLAIM HAIR PALACE UNIVERSAL MULTISER- PETERSON JIM R
JOLLY FARMS BBQ (909)393-0998 SALON THE ASCENSION VICES ESCROW & TRUST 12329 FREMONT ST
BTD INVESTMENTS, INC RANDOLPH RANDIE H GROUP, LLC ACCT YUCAIPA, CA 92399
9511 SIERRA AVENUE MR TAILORING 2026 N. RIVERSIDE AVE #F THE ASCENSION CHAVEZ OSCAR
FONTANA, CA 92335 RAFPP MARIA RIALTO, CA 92377 GROUP, LLC 17770 VALLEY BLVD

(909)822-8975 18144 OUTER HWY 18 #230 12980 YELLOWSTONE AVE BLOOMINGTON, CA 93316 AAA EXPERT WINDOWS
APPLE VALLEY, CA 92307 ROYAL PRESTIGE AJARI VICTORVILLE, CA 92395 (909)421-2320 CLEANERS
L & M READY MIX INTERNATIONAL NET- LEGGETT KENT D
SERVICES NEEDED ITEMS WORK THE BRIDGE CHURCH OF UNLIMITED CIGARS OCONNELL ROBIN D
LOMELI RICARDO A MACLAINE BRIAN R MAGANA RICARDO THE NAZARENE SANTUCI KENNETH § 7868 MILLIKEN AVE, STE
MORALES LORENZO 25612 BARTON RD #349 1493 W BASELINE ST. THE NAZARENE CHURCH 780 E FOOTHILL BLVD D-3 463
7478 OLIVE TREE LN. LOMA LINDA, CA 92354 SAN BERNARDINO, CA OF BLOOMINGTON UPLAND, CA 91786 RANCHO CUCAMONGA, CA
HIGHLAND, CA 92346-3603 92411 9904 BLOOMINGTON AVE 91730
(909)693-6716 OVERLAND INN (909)635-0775 BLOOMINGTON, CA 92316 WALLY'S WHATEVER (909)946-4230
MAKWANA SHILPA STANTON, JR WALLACE
L*D*G HOT DOGS & 710-712 W. BROADWAY ST SHOPPINATWILKS THE LAW OFFICE OF CHO SHERMAN AB/T1
CHURROS NEEDLES, CA 92363 WILKERSON ANTHONY D & DE LA CERRA 8613 BOLERO DR AB - HR COMPANY, INC.
BARCELONE GILBERT M 10244 ARROW RTE #38 DE LA CERRA REBECA YUCCA VALLEY, CA 92284 12276 HESPERIA ROAD
7908 TOKAY MANOR AVE. SP PAK MAIL #657 RANCHO CUCAMONGA, CA STEPHEN CHO MIN SUITE #7
71 CHAHWALA SMRUTI 91730 11112 EL AVE WATER HEATER DEPOT VICTORVILLE, CA 92395

FONTANA, CA 92336

3817 GRAND AVE #B
CHINO, CA 91710

SIGNATURE DESIGN

RANCHO CUCAMONGA, CA
91730

MALINS WILLIAM O
3570 LARKWOOD DR.

LA SUPER TORTAS (909)548-0816 VAGENAS ELENI K CHINO, CA 91710 ADA ELECTRIC
HIPOLITO JOSE R 255 W. 21ST STREET THE TL MOBILE NOTARY  (909)717-6077 ANDRADE ANTHONY
2344 N. STERLING AVE. PALENCIA TRUCKING UPLAND, CA 91784 LOPEZ TERRIE DUANE
SAN BERNARDINO, CA 92404 PALENCIA DANIEL F 522 W. 25TH ST WATER HEATER ANDRADE DEBBIE ELAINE
(909)884-3607 14863 COUNTRY LN SIGNATURE INTERIORS SAN BERNARDINO, CA WAREHOUSE 7010 MONZA PLACE
FONTANA, CA 92335 VAGENAS ELENI K 92405 MALINS WILLIAM O ALTA LOMA, CA 91701
(909)641-0190 255 W. 21ST STREET 3570 LARKWOOD DR.
M & E PRODUCE UPLAND, CA 91784 THE TRAVELING BROOM  CHINO, CA 91710 ALBERTOS MEXICAN
HERMAN EMMA GARDNER LINDA L 90N7T17-6077 FOOD
HERMAN MEL PALMS TO PINES REALTY SIGNATURE SPACES 455 JUDSON ST SPC 3 ORNELAS ROSA 1
4590 EUCALYPTUS AVE DOWNING JUDITH B VAGENAS ELENI K REDLANDS, CA 92374 WATER HEATERS 4 LESS 4775, "E" ST
UNIT A 2644 THULE LANE 255 W. 21ST STREET MALINS WILLIAM O SAN BERNARDINO, CA
CHINO, CA 91710 RUNNING SPRINGS, CA UPLAND, CA 91784 3570 LARKWOOD DR 92401
92382 TRAFFIC SEO GURU CHINO, CA 91710 (909)383-1159
SILVER LAKES GRILL CURIEL CESAR (909)717-6077
MBD EDGE PINES AND PALMS KARPER WENDY ROSLYN ~ REY JENNIFER R
CURIEL CESAR REALTY KARRER KEVIN 12188 CENTRAL AVE # 282 WHOLESALE POOL & SPA ALEXANDER MOTORS
REY JENNIFER R DOWNING JUDITH B 15075 VISTA RD #522 CHINO, CA 91710 EQUIPMENT ALEXANDER MOTORS
12188 CENTRALAVE #282 2644 THULE LANE HELENDALE, CA 52342 (909)865-4887 MALINS WILLIAM O 2235 E 4TH ST 4C
CHINO, CA 91710 RUNNINGSPRINGS, CA 3570 LARKWOOD DR. ONTARIO, CA 91764-4507
(909)865-4887 92382 SIMPLY LTC CONSULTING TREBOL'S SKIP RENTAL &  CHINO, CA 91710 (909)620-9893
WALL RONALD | GRADING (909)717-6077
546 E. 4TH STREET ANDRADE LUIS § ALTMAN MOBILE NOTARY
MELODY NAILS & SPA PARK ROCK CAFE ONTARIO, CA 91764 368 N. MACY ST. CALHOME MORTGAGE ALTMAN WAYNE R
DUONG ANDY L CARBONE JEAN M (909)472-8900 SAN BERNARDINO, CA PROVIDENT SAVING BANK 7614 BEAR CREEK DRIVE
3902 GRAND AVE STE C 6554 PARK BL. 92410 125 E. CITRUS AVE. FONTANA, CA 92336
CHINO, CA 91710 JOSHUA TREE, CA 92252 SINAI ADULT (909)560-9568 REDLANDS, CA 92373 (909)463-0925
(909)590-1499 (760)366-3622 RESIDENTIAL
REYNALDA PEREZ
POOL & SPA EQUIPMENT 2389 CIENEGA DRIVE
MOBILE PIT STOP 4 LESS HIGHLAND, CA 92346
JURICA SHANNON H MALINS WILLIAM O (909)425-0482
JURICA SUSAN E 3570 LARKWOOD DR. ; h
21935 VAN BUREN STE 4 CHINO. CA 91710 SIR VEND A-LOT New Cancer Center in only the latest in current tech-
GRAND TERRACE, CA 92313 (909)717-6077 BOCKIUS RONALD P (@ nology, 3D conformal treatment,
orona
(909)957-3147 542 N. TEAKWOOD AVE : et Wil e kit & -
RIALTO, CA 92376 continued from page 38 P & UGS R0L BH
MODERN STYLES FOR et T scamoiT Research International (TORI), 1ng external beam radiation
LESS MALINS WILLIAM O PACIFIC CHOICE GOURMET  provides patient’s access to along with the hlghly PrecISe
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EXECLUTIVE TV ONE

Think the whitest sandy
beaches in the universe, lush
jungles, beautiful mountains,
glistening rivers, and clear
waterfalls. Throw in gastronom-
ic delights and reggae every-
where you turn and you have
boisterous, uninhibited, lively,
happy-go-lucky Jamaica.

. f/ romanlic /tf.afurl/

Jamaica has always been
undulating since Columbus first
sighted her in 1494 while on his
second jaunt to the New World.
The island was inhabited by
Arawak Indians who had migrat-
ed from South America through
the Greater Antilles about 250
AD and probably reached
Jamaica a few years later.

Fifteen years after Columbus
spotted this idyllic looking spot
in the Caribbean, the Spanish
tried colonizing her for the pur-
pose of finding gold only to find
it a disappointing venture.
Jamaica then became a neglect-
ed Spanish holding and became
fair game for the British to take
her over in 1655. This turned out
to be an unhappy acquisition due
to a group of organized freed
slaves called the Maroons who
operated a type of guerrilla war-
fare against the British from the
woods and mountains.

British buccaneers operated
from Port Royal in Jamaica,
attacking Spanish ships and giv-
ing present Jamaica a more
quixotic history. The locals draw
upon those events to weave
romantic, swashbuckling stories
for anyone who will listen.

[?rﬂul/h[u[’iny scenery

Jamaica is the third largest
island in the Caribbean (follow-
ing Cuba and Puerto Rico) and
occupies about 4,400 square
miles. Its majestic coastline
rises from the sea within a few

amatca: Lusty, lush and lively

by Camille Bounds Travel Editor

hundred feet and immediately
blends into the mountains—peak-
ing at 7,400 feet, it makes for
breathtaking scenery. Almost
half of the island is at least 1,000
feet above sea level.

:-Dllfl}(,/'{ﬂlfdl(/”l‘"’lf"l’}

You can’t do Jamaica justice
in less than a week - two is bet-
ter. Arriving in Montego Bay or
Kingston will give you access to
both coastlines and allowing you
to follow your choice to delight-

ful adventures. Driving in
Jamaica can be frustrating, and
being alert and careful as you
would in any foreign country is
the advice given by hotels and
locals. Taking guides and avail-
able tours are your safest best
bets.

gfart‘ozu am/ /fulr

Montego Bay is one of the
most popular commercial areas.
Hotels, apartments and villas,
duty-free shopping and tourist-
filled beaches are in abundance.
Located on the northeast coast,
halfway between Port Antonio
and Montego Bay Ocho Rios, is
a glorious, lush area with gar-
dens and rivers and many
upscale resorts. Within driving
distance is the famous Dunn’s
River Falls one of Jamaica’s
most scenic attractions.
Sandal’s, Dunn's River Golf
Resort and Spa welcomes cou-

ples over 18-all are inclusive
and very upbeat. Great food and
service abound. On the lower
end but delightful is the Hibiscus
Lodge with peacocks and its
own tiny private beach.

(')u ﬁuru/@ (/« namic

Kingston (the capital), is the
most culturally-dynamic center
in Jamaica. She boasts of some
of the choice high-rise hotels
with fine rooftop restaurants,
pantomime dance, classic the-

atre, art museums, galleries, jazz
clubs, English pubs---upscale
dining to disco dives are all a
part of the upbeat Kingston. A
few days in Kingston will give
you the real feel of Jamaica.
Visit the markets in the central
part of town, and a ferry ride to
Port Royal is a must. On the high
end, elegant Strawberry Hill is a
beautiful, quiet, secluded, and
expensive property just 45 min-
utes north of Kingston; at 3,100
feet above sea level, air-condi-
tioning is not needed. A distinc-
tive menu and choice service is
offered. The Hilton Kingston
extends all amenities.
Midrange Terra Nova Hotel,
located a mile from the commer-
cial district, is a quiet, family-
style hotel that offers high tea.

._gjﬂ'u’[’/ [IH’ L't)//;l’

From Kingston, go to the
south coast and take a tour to the

eoreure[ ‘(U3aN - siny P

Blue Mountains. The lofty
peaks seem to go to infinity, and
the deep valleys and lush terrain
are spectacular.  Visit Pine
Grove, a working coffee farm,
inn and restaurant. Here is a
great place for a retreat from the
hustle bustle of Kingston.
Visitors are able to sample the
wonderful Jamaican coffee that
is available. A free tour of Dr.
Sangster’s Rum factory is anoth-
er must-see stop. The small fac-
tory produces wonderful
liqueurs flavored with local cof-
fee beans, oranges, coconuts and
other indigenous Jamaican pro-
duce. Sampling is available.

%1 tive sly /e
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If you want to see how the
natives spend their holidays, try
to arrange a tour to Black River
a slightly seedy town on the
south coast. To make up for its
faded aura, inviting boat rides
are offered into the Great
Morass Swamp. The mangrove
trees are fascinating with their
hanging tendrils that set the
stage for an experience where
you can view great blue herons,
jacanas, and purple gallinules. A
lazy crocodile will tour the area
like an old log floating some-
where with a slow deliberate
purpose. On an occasional
moment, if you're lucky and in
the right place at the right time,
you may get to sight the rare
manatee. Another local
Jamaican holiday choice is
Treasure Beach a delightful sea-
side town that leaves the tourist
mentality behind---pleasant, laid
back and a great place to
unwind. Very basic and nothing
fancy.

_,/4 Jl)tif to (/ecam,)rc'dd

Negril, about 50 miles west
of Montego Bay is a great spot
to decompress with a little luxu-

continued on page 37
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he artistry of The Summit at Sunset Drive,

iscover 1
Be among the first to experience a higher level of comfort and elegance with these exclusive estate-sized
residences. Situated on expansive homesites in charming Redlands, the Summit at Sunset Drive

provides you with the perfect opportunity to live the lifestyle you deserve

Pricing starts in the low $1,000,000's.

Brokers Welcome 3%*

T §UMMST

PHASE | AT SUNSET DRIVE
SOLD OUT!
Up to six bedrooms

PHASE i : Up to 4,959 Sq. Ft.
NOW SELLING!! i o o (909) 794-8393

™ SUM M:bT Summit-Redlands.com
MODELS NOW OPEN
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