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A "Little Train That Could" Story

Discovering Four Keys to Marketing Success

by Pam Isom
ICE Safety Solutions

In 1999, I seized an opportunity to
combine my background in biological
sciences with my passion for health
and safety to start a safety training
company. I was inspired by the explo-
sive economic growth in the late 1990s
that left Bay Area companies bursting
at the seams with employees but lack-
ing specialized resources to train them
on best practices for health and safety
in the workplace. At the same time,
employers faced scrutiny of their com-
pliance with mandates from the Oc-
cupational Safety & Health Adminis-
tration (OSHA) and other State agen-
cies. With this significant market op-
portunity ahead, my company pulled
out of the station with all the determi-

nation of "The Little Train That
Could." Now, six years later, the com-
pany is thriving and traveling with a
full head of steam.

None of this would have been pos-
sible without four keys to success I ob-
tained as a member of the Fremont
Chamber of Commerce. The mission
of the Chamber is to promote, support
and enhance a positive business envi-
ronment, and that is exactly what the
Chamber did for me.

The first key to success was the
Connection Club, Fremont Women In
Business. The close-knit group of 12-
15 women shares leads, business ideas,
and success stories, and the members
offer personal support to each other
weekly. This is exactly what I needed
to start my business. The group offered
ideas and recommendations, taught me

Anna Jacoby

by Anna Jacoby, Owner
Anna Jacoby Interiors

When I started my own interior
decorating firm nearly five years ago,
I tried every possible marketing strat-
egy to promote my business. I spent
a lot of money and time, often with

Three Sources of Business
Referrals for a Service Company

no positive results.

Over time, I have built my reputa-
tion through keeping in touch with my
customers, offering my expert advice
to general public in a bi-weekly news-
paper column, and networking with the
members of the Fremont Chamber of
Commerce.

This year, as I was planning where
I should spend my advertising and
marketing dollars, I came to the con-
clusion that these three areas are my
primary sources of business referrals
and deserve most of my attention.

Keeping in touch with customers
My clients have been a good
source of referral business. I keep in
touch with them through a quarterly
newsletter, which includes decorating
tips as well as upcoming events. I get
a lot of positive feedback about the

—Three Sources,
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to practice my "pitch," and offered sev-
eral leads that turned into long term
clients. One member offered construc-
tive criticism on my business card-
suggestions that are still on my cards
today!

The second key to success came
from enrolling in a sales and market-
ing class offered within a series of
Chamber business classes for mem-
bers. The class taught businesses the
distinct difference between sales and
marketing. The instructor challenged:
“Why should I buy from you, and what
makes your service so special?”’ I re-
ally had to think of hard-line reasons
why my safety training was so special
and unique. There are a lot of competi-
tors out there, and if businesses do not
clearly define the who, what, and
where they are servicing, they will not
succeed in the long term. I walked
away from the interactive class with a
clear marketing plan differentiated
from my sales plan. I still use the strat-

—Four Keys to Marketing

Success
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Three Principles for a Tenfold
Return on Advertising Dollar

by Gary Trevisan, General Manager
Golfsmith Store

Like many other specialty stores,
Golfsmith uses advertisement as one
of the main promotional tactics. How-
ever, before we place an ad in the me-
dia or send a direct mail advertisement,
we spend a lot of time designing the
campaign and gathering certain data.
We follow three basic principles to
reach our goal of a tenfold return on
every dollar we spend on the advertis-
ing campaign.

1. We Keep Our Guest's Interest in
Mind

As aretailer of golf equipment, we
keep our Guest's interest in mind when
we formulate our marketing commu-
nications strategy. The messaging we
choose is built upon that foundation,
regardless of the promotional tactics.

Golf'is a sport with widespread ap-
peal. Whatever your age, golf can be a
means of getting exercise, building
business relationships informally, or
just having fun. Regardless of motiva-
tion and experience, players all have

one interest in common: they want
to play well.

2.We Target Our Efforts to Certain
Geographic Area

Before designing our campaign,
we capture contact information for
the people who indicate an interest
in our products or who actually
make a purchase. We ask for ZIP
Codes from people who make a pur-
chase in the store or who sign up for
one of our monthly giveaways. From
that information, we assemble and
maintain a database, which we use
to select publications for advertis-
ing and to design direct mail cam-
paigns.

We purchase advertising in
newspapers that serve the areas we
have identified from the ZIP Code
information. We design direct mail
campaigns around seasonal promo-
tions that include discount coupons.
We have used this technique suc-
cessfully in the Chamber's quarterly

—Golfsmith’s Promo

Principles
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2004-2005 Annual Year in Review

Promotional Activities and Net-
working Opportunities

¢ Chamber and community members
filled a packed room to learn about the
City’s accomplishments and plans for
the future at the Chamber’s Annual
Membership and State of the City Lun-
cheon featuring Mayor Gus Morrison
as the keynote speaker. The luncheon
also featured the annual installation of
Chamber officers and directors.

¢ Nearly 2,000 Chamber and commu-
nity members gained valuable business
insight by reading the Chamber’s e-
newsletter, Top of the Week Report.
Not only does this publication include
valuable business information and a
calendar of upcoming events, it also
offers members an effective and af-

fordable advertising opportu-
nity.

Inside this issue of the
Fremont Business Review

Is There a Formula for Successful

« Partnering with the Fremont | Promotional Campaign?................ 2
firefighters, the Chamber | March Calendar of Events............. 3
hosted the Firefighter Combat | 15 New Members, Anniversaries......... 4
Challenge featuring an intense, | Anti Hate Forum...........cocovuuvenenennnnns 4
spirited competition in which | Connection Clubs, Business Lunch.....5
firefighters, wearing full turn- [ Get Maximum Exposure for Your Budget..5
out gear, race against the clock [ FCCTV: Making a Good Impression.....5
and each other on an obstacle | Carnival Magic and Other Member News...6
course that is dominated by a | Additional 30 Days for Alarm Owners..6
five story tower. This new | Boost Your Business with Promo Products..7
venue served to gain additional | chamber Helps Firms Adapt and Grow....8

media exposure and increase
attendance at the Festival of the
Arts.

¢ Chamber members cel-

—Year in Review
page 3
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mont Chamber of Com-
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nationwide have re-
ceived this honor.
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———————
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Jane Mueller
Guest Editor
Well Chosen Words

As a marketing communications consultant,
I frequently receive calls from potential clients
who request help with a press release or a bro-
chure or content for a Web site. Often, they in-
tend to develop an overall promotional strategy
when they have time, but for right now, they
just need to address an immediate need. Keep-
ing in mind these calls, I have decided to inves-
tigate in this issue of Fremont Business Review
if there is a universal formula for a successful
promotional campaign.

PR Strategy vs. Luck

Many people who are busy people seem to
share the trait of focusing on task lists. Unless
their core business is promotional work, they
view public relations and the other marketing
communications disciplines on a tactical basis,
and the strategy that drives the tactics retains

Message from the Guest Editor

Is There a Formula for Successful Promotional Campaign?

an aura of chance. They hope that the various
activities will raise awareness of their business,
but at least in part, they entrust themselves to luck.

For that reason, when the Chamber invited
me to be guest editor this month, I thought it
would be interesting to recruit contributors who
have experienced success in promoting their busi-
nesses and ask them what works. None of the
contributors is a provider of promotional services.
They come from varied pursuits--a member of a
law firm, a manager of a retail store, a provider
of health and safety training, and an owner of an
interior decorating firm. One thing they all have
in common is solid preliminary thinking about
the interests of the audience they are trying to
reach.

Thinking Like a Customer

Marketing professors are fond of pointing out
that customers don't buy products or services; they
buy solutions. Television is full of infomercials
for exercise machines, weight-loss programs, and
skin products, but what they really offer--and what
the customer buys--is the solution to a problem.

The fundamental challenge in promoting a
business is to identify accurately the problem cus-
tomers are interested in solving and then persuade
them that you have the best solution. This requires
thinking like a customer.

It also requires recognizing that one size does
not fit all. A tactic that is appropriate and suc-
cessful for one business may be completely wrong
for another.

Pamela Isom has discovered that tradeshows
work for her. David Bonaccorsi has discovered
that moderating a public policy forum works for
him. Each of our contributors has designed a pro-
motional strategy based upon a solid understand-
ing of the "target audience."

Measuring Results

Measuring results is important as well. Anna
Jacoby performs an annual analysis of the sources
of her new business. Gary Trevisan assigns pro-
motional codes to his advertising and tracks the
response. Building in a means of measurement
enables you to quantify the effectiveness of your
efforts and allocate budget dollars to the activi-
ties that pay off best.

When I asked the contributors to relate their
stories, I did not suggest that they comment on
the role of Chamber membership. As you will
notice, though, it certainly comes up. Julie
Shirashi, last month's guest editor, observed that
participating in Chamber activities is a great ex-
perience. If you would like to increase your par-
ticipation, please call 510-795-2244. You may
even end up as a guest editor.

Jane Mueller is the founder and owner of Well
Chosen Words, a marketing communications prac-
tice that helps business organizations get more
mileage from their marketing budget. She has been
a member of the Chamber for six years. Jane can
be  reached —at 510-792-4173  or
Jjmueller@WellChosenWords.net.

Three Sources—

from page 1

newsletter. One of my clients who moved out of the state asked if she

could continue receiving it.

Expert Advice for General Public

I think teaching classes about the interior decorating and appear-
ing at home and garden shows enhances my reputation as an expert in
the field. Talso write a bi-weekly column called "Real Life Rooms" in
The Argus and other ANG newspapers. My contact information is in-
cluded, and I have received many calls and emails from readers who
like my down-to-earth approach to interior design. Writing the col-
umn has allowed me to share my ideas with a very broad audience.

Networking at Fremont Chamber of Commerce

The Fremont Chamber has also provided many opportunities to
market my business. I belong to two Connection Clubs and attend
several mixers during the year. I have made many friends and business
contacts. Some of them have become clients themselves or referred
me to their friends and acquaintances. 1 have had opportunities to
make presentations about my business, and even appeared on the Cham-
ber public access television program. I have also had a booth in the
Business Alley section of the Fremont Festival of the Arts for the last

three years.

A multi-pronged marketing approach has worked
well for my business. When potential clients see my
name in different places, they are more likely to call
and make an appointment. Besides the newsletters,
column and the Chamber, I also market my business
in the following ways: web site; SBC Smart Yellow
Pages (I am listed in the printed phone book as well
as in the Yahoo Yellow Pages online); home and
garden shows-these events have put me in direct
contact with hundreds of potential clients; and the
Welcome Wagon-a new addition to my marketing

plan this year.

Anna Jacoby owns Anna Jacoby Interiors, which
provides interior decorating services for homes in Fre-
mont and the East Bay. The company specializes in
one-day interior redesigns that make the most of ex-
isting furniture and accessories. It also offers real
estate staging services, Hunter Douglas window treat-
ments, and design consultations and advice. Anna can
be reached at 510-490-0379 or through her Web site:

www.annajacobyinteriors.com

May Need

Reasons Why You

« Selling * Buying * Refinancing « Dissolutions (Partnership or Marriage)
« Contesting Property Taxes * Probate  Realtor Assistance
« Construction Loans * Relocating
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Mann & Associates

« State Certified Residential and General Appraisers

« Court Certified Expert Witnesses

* Professional Designations

« Active in Appraisal Institute and American Society of Appraisers

An Appraisal
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MANN & ASSOCIATES

Real Estate Appraisers

When you need an appraisal, call
Karen Mann, SRA, ASA, President

(510)790-2345

www.mannappraisal.com
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Four Keys to Marketing Success— March
from page 1
egies today! networked with, and started doing business with ClubSport of Calendar Of Events
The third key to success was events. My company's ~ Fremont, which then extended to doing business with ClubSport
first tradeshow was the Business-to-Business Marketplace  of Walnut Creek, 24 hour Fitness, and Curves. As a result of the
in the year 2000. We had never exhibited at a tradeshow, ~ Fremont Marriott Hotel mixer, I met and started training the staff 1 Fremont City Council Meeting
but another member of the Chamber was MarCom Com-  at the Fremont Marriott, Downtown San Jose Marriott, Santa Clara 7 p.m., City Council Chamber
munications, a marketing and tradeshow specialist that ~ Marriott, San Francisco Marriott, and eventually the Embassy
created the booth, artwork, and button-down embroidered  Suites hotels. 2 Ambassadors’ Club Meeting
shirts for our exhibit. Consultants in the Chamber taught 1 will never be able to express and show my appreciation ad- 8 a.m., Chamber Conference Room
me the essentials of networking, establishing a common  equately for the tireless efforts the Chamber staff and fabulous
ground with attendees, and how to visually showcase ser- ~ Chamber members who work to promote, support, and enhance a 7 Executive Committee Meeting
vices through the exhibit. To date, we have now exhibited  positive business environment. “The Little Train That Could” will 7:30 a.m., Chamber Conference Room
at more than a dozen tradeshows, including shows with  always be a member and, of course, will return to re-fuel for the
more than 3,000 attendees. next set of mountains that lie ahead. 8 Fremont City Council Meeting
The final key to success has been the mixers, which Pamela Isom is the President of ICE Safety Solutions, a full 7 p.m., City Council Chambers
offer access to decision makers at various companies. Ini-  service safety training company specializing in CAL OSH- re-
tially, I was skeptical because the safety training services  lated training, CPR/first aid, workplace defibrillators, forklift 9  Connolly Real Estate Mixer
we offer are designed for large, high-risk companies. I training, and corporate disaster preparedness, including bomb 5-7 p.m.
was not sure the businesses within the Chamber would  threat and suspicious mail training. Ms. Isom can be reached at 40780 Fremont Blvd. Fremont, CA 94538
need my training. However, because the Fremont Cham-  /-877-7GET ICE (1-877-743-8423) or by email at With 60 years of quality service to the local community,
ber of Commerce is a Chamber in the fourth largest city — pam@getice.com. The company is constructing a new Web site at Connolly Real Estate Team would be greatly honored to
in Northern California, it turns out that the member busi-  http.//getice.com that will enable companies and individuals to handle your real estate transaction. Thanks to the
nesses are both small and large. Through mixers [ met,  book training and take training on-line. Connolly Real Estate Team’s Marketing System we are
equipped to create a custom plan that will most effectively
i 1 —_— ossible for 82 Chamber members to reach over 390,000 poten- showcase your home. The best way to market your home
Year In ReVIeW fial customers and scoop up an enormous number of leaIle for is through a partnership uniting the strengths of Connolly
from page 1 their business. Real Estate Team, the knowledge and expertise of Tom
ebrated the holidays while raising $750 for the Leader- * More referrals than ever were exchanged through members of Connolly and your assistance in presenting your home.
i i i the Connection Clubs as the number of clubs grew from 7 to 8
fﬁl;pTg;Zr?grn;OStS}]l)o:ia\il:tp ﬂiugiaﬁg;fgf;?:ﬁ ;(I)(})flsidf:yr increasing the value in these networking clubs. Other Chambers 10 Our Commgnity-Who Belongs (Anti-Hate Forum)
Open House. use the success of Fremont’s Connection Clubs as a model for 7-9 p.m., Irvington High School Theater
« The Fremont Community soaked up fun and sun at the ~ their clubs. . .
Chamber’s 21st Annual Festival of the Arts. The festival ~* Chamber members received more than 122,748 business re- 11 Retreat- Board .Of Directors Meeting
provided an enormous amount of opportunity for the Fre-  ferrals through the Chamber web site, Connection Clubs, Mixers 7:30 a.m., Location TBA
mont business community and non-profit organizations and the Chamber office. Not included in that number are refer- L i
as it attracted more than 390,000 people to Fremont ina  rals generated from acquaintances made through Chamber mem- 14 C.ommumcatlons Team Meeting
single weekend. bership. 1:30 p.m., Chamber Conference Room
« Fremont community non-profit organizations gainedan ~ * Valuable information and contacts were exchanged at the 2005 . . i
additional $4,500 in shared revenue when the Chamber ~ Business Marketplace trade show. Nearly fifty member compa- 5 AL G S )
went the extra mile by providing “Festival Dollars” tovol-  nies exhibited their services to an audience of more than 219 4 p.m., City Council Chambers
unteers for their hard work to be spent at food booths run ~ People. . .
by non-profit organizations. + Offering a venue for Chamber members to discuss relevant 16 Connection Club Leaders Meeting
«" A shady oasis pampered guests of the “Wine Garden”, ~and current issues relating to their expertise, FCCTV (Fremont 8 a.m., Chamber Conference Room
a premium wine-tasting event held during the Festival of ~ Chamber of Commerce Television) aired 82 times per month in 8 o . . q
the Arts, while providing Fremont businesses a venue to cities including Fremont, Alameda, Newark, Union City, Hay- 22 Leadership Steering Committee Meeting
entertain their clients. ward, San Leandro, Castro Valley, and San Lorenzo, and reached 8 a.m., Chamber Conference Room
+ The Chamber was honored at the annual LOV Com- 646,000 homes. . : q
munity Service Fair with The People’s Choice Award for * Chamber members were introduced to new Fremont businesses Fremont .Clty C°U_n°|| Meeting
the fifth consecutive year. through the Fremont Chamber Greetings that acts as a welcom- 7 p.m., City Council Chambers
+ Chamber members shared their experience and exper-  ing service and provides important information about the Cham- L L
tise by writing and submitting business articles for the ~ Der: 8 LlellCa bl
) fodi i * Chamber members realized a greater networking base through 5-7 p.m.
g:j:\?fr s monthly periodical, the Fremont Business the significant growth of the monthly Mixers which currently av- 40_90(_) Fremgnt Bl‘_’d- Suite H Frgmont, CA 94538 .
« The 2004-2005 Annual Membership Directory waspub-  erage over 100 attendees. MI.rChI Cafe is dedlca.ted © prO\(ldlng eJrEEl fooq a.t fa.lr
lished and distributed to Chamber members. visitors to  * Businesses continued to grow as the Chamber hosted 23 Rib- prices. We are & famlly-ryn business. We SPeCVa"Z? in
Fremont, hotels, new residents and a number (;f otherout-  bon Cutting events to welcome new businesses in Fremont. cpmfort food w 1D e I.n elin ilie: Burgers,_pasta, rice
lets. An excellent desk reference publication, the direc- * Members enjoyed the benefit of targeted direct mail promo- dished and pizza are just some of the choices. Desserts
tory is a complete listing of Chamber members, including ~ tion to an audience of over 2,300 through four ChamberPaks. el madg in house by the Chef/owner. Some of _the )
primary contact, address, phone numbers, web site and * The Chamber reached out to China to begin trade partnerships de‘sserts include New York Style Cheesecake, Tiramisu,
services. Cremg Brule and Chocolate Cake. The atmosphere is
 Business Alley at the 2004 Festival of the Arts made it —Chamber’s Annual Re‘gas:g cclecticiandicozy:
. For more event dates and details go to our website at
SERTIE [TF) Annual State Of the Clty Address www.fremontbusiness.com and check out the Chamber's
h E calendar of upcoming events!
- by the Honorable Mayor Bob Wasserman
Presented by the Fremont Chamber of Commerce and the Mission San Jose Rotary Club

11:30 a.m.

Annual Meeting & Luncheon

Friday, April 1, 2005

Community Calendar

Registration
12:00 p.m. - 2:00 p.m. Lunch & Program
= 46100 Landing Parkway

Mayor Bob Wasserman ~ Fremont, CA 94538

Now online: The Fremont Chamber of Commerce’s
Community Calendar festures community events in the
Tri-Cities area. Non-profit organizations and schools
can get their event posted by emailing the Community
Calendar’s editor, Nina Moore, at
nmoore@earthlink.net

Register online at www.fremontbusiness.com, or call 510-795-2244 to register.

ATSuUS

s Mission San Jose
Rotary Club

March 2005
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30+ Years

American Express Tax & Business
Services, Inc.

Amsbaugh, Don & Babs

Bank of the West

Four Winds Growers

Fremont Engineers, Inc.

Fremont Flowers and Gifts

Fremont Law

Fremont Lincoln Mercury Jeep

Pacific Gas & Electric

RINA Accountancy Corp.

Washington Mutual Bank

Wells Fargo Bank

20+ Years

B.L.V. Insurance Services

Britton, David M., CPA

Century 21 Mission- Bishop Real
Estate

Fremont Bank- Main

Fremont Unified School District

Gonsalves & Kozachenko

Kidango

Pinson, Loye, DC

Tonix Corp.

10+ Years

ACTIA

Allegro Music

Ardenbrook, Inc.

BGC Enterprises

Bay West Commercial Real Estate

Baymark Signs

Cal Self Storage

Chamber Publishing, Inc.

Club Sport of Fremont

Coldwell Banker- Madeline Holmes

Creekside Village Apartments

Earth Systems Consultants

JVA Business Services

League of Volunteers (LOV)

M.L. Nielsen Construction, Inc.

Mission Adobe Garden Center, Inc.

Mission Valley Coffee Roasting
Company

Neufeld Grinding, Inc.

Retirement Inn of Fremont

Saint Mary’s College

Self-Esteem Center

Storefront Door Service

Sweet Tomatoes

Virdee’s Foreign Automotive

5+ Years

American Cinema Advertising
Network

Briarwood at Central Park Apartments

California Overnight

Cattlemen’s Restaurant

Dave & Buster’s

Fed Ex Kinko’s

Fremont Bank Wealth Management
Services

Greater Bay Bank

Heald College

Maselli Bail Bonds, Inc.

MasterKey Real Estate- Mission

Moreau Catholic High School

Petrinovich Pugh & Company, LLC.

Precision Tune Auto Care

Prudential California Realty-
John Juarez

PSI- Protection Services Industries

Realty Experts- Marsha Cabral

Remedy Intelligent Staffing

Sisters of the Holy Family

Socket Communications, Inc.

State Compensation Insurance Fund

2+ Years

Alameda County Department of Child
Support Services

American Express Financial Advisors-
Graham Skinner

Amersuites-Silicon Valley-Fremont

Amfasoft Corporation

Jack Frost Design

LeMans Karting

BMW of Fremont

Brookvale Chateau Apartments
(Vasona Management)

&

Anniversaries

Canon Business Solutions
West, Inc.

City of Fremont

Coldwell Banker- Mary Jo Turner

Colonial Gardens Apartments

Comfort Keepers

Countrywood Apartments
(Rental Office)

Dutra Enterprises, Inc.

Ernie’s Liquor

First Security Loan

Foot Solutions

Foresters- Doug Eschen

Fremont Toyota

Hoge, Fenton, Jones & Appel, Inc.

John A. Romano, M.D., Cosmetic &
Reconstructive Surgery

Karen’s Donuts & Yogurt

Kat's Right Staff

KRTY Radio

Lamar Advertising Co.

Minuteman Press

Mpower Communications

Nelson Staffing Solutions

New York Life- Frank Zhang

#1 Cleaners & Alterations

One Child

oneBPO, Inc.

Pages thru Time Scrapbook Store

Penny Saver

Perfectly Maid

Qubiks Academic Tutoring

State Farm Insurance-
James Foster

Robert P. DeMarta

Sandlenet, Inc.

Self Defense Institute

Sheppard Mullin Richter &
Hampton, LLP

Special Events

Sprint PCS- Fremont

Staples Inc.

Stone Baxter Company

Tactical Leadership Services

University of Phoenix

Weekenders, USA

Robert A. Wieckowski, Attorney
at Law

Wild Birds Unlimited of Fremont

1Year
ADP- Automatic Data Processing
Allergy and Asthma Consultants
ASAP Automotive, Inc.
Bay City Windows
Blue Creek Inspection
Services, Inc.
California Bank & Trust-
Stephen Meade
Career Solutions College
Castus Low Carb Superstore
Cheer with a Twist, LLC
Coldwell Banker- Lee Stilwell
East Bay Innovations
Floors to Your Door
Fremont Football League
Fremont Park Golf, Bar &
Grill
Gevity
GINGALLEY Web Design
& Promotions
IAAP- Tri-City Chapter
Ken Johnson & Associates
Khazana Gifts and Accessories
La Pinata #5 Mexican Restaurant
Max Realty and Loans- John Lee
Morgan Stanley
Neovision Eye Center
Norris Consulting Services
NRW Financial Services
Pat Mayfield Consulting, LLC
Pinstripes- European Menswear
Placer Title
Prudential CA Realty- Yen Kwok
Q & E Products
Santa Clara Development-
Robson Homes
Scholz & Hasson
Silver & Black Telecom
Valpak Bay Area, Inc.-
Connie Rueda
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Wwelcome, New Members

Credit Union

Meriwest Credit Union
Tanya Edwards

117 N Milpitas Blvd.
Milpitas, CA 95035
Phone: (408) 623-1154
Fax: (408) 363-3303
www.meriwest.com

Hardware-Retail

Lowes

Octavio Gutierrez

43612 Pacific Commons Blvd.
Fremont, CA 94538

Phone: (510) 344-4920

Fax: (510) 344-4921
www.lowes.com

Hotels & Motels

Crown Plaza Hotel

Billy Mendez

32083 Alvarado Niles Road
Union City, CA 94587

Phone: (510) 489-2200

Fax: (510) 489-7642
www.crownplazaoakland.com

Insurance

Turner Risk Consulting

Steve Turner

P.O. Box 608

Fremont, CA 94537-0608

Phone: (510) 742-7460

Fax: (510) 742-74601
www.TurnerRisk.com

Turner Risk can provide safety
training and risk control for all types of
business. Our goal is to take the
mystery out of the Workers Compen-
sation system and help injured
workers and their employers avoid
trouble during the claims process,
and eliminate costly accidents and
injuries at your place of business. We
provide today’s business leaders with
the most up-to-date Loss Control and
Claims Management information
available.

Organizers

Simply Done

Dr. Julia Olkin

5700 Sun Ridge Court
Castro Valley, CA 94552
Phone: (5610) 727-0714
Fax: (510) 727-0714

Plumbing Contractor

All Valley Plumbing

Mary Sandbrink

3345 Seldon Court

Fremont, CA 94539

Phone: (510) 661-9095

Fax: (510) 661-0979

All Valley Plumbing Inc. is a water
heater, water softener, and dish-
washer installer for major retailers. In
four years we have grown from
serving three retail stores with three
installers to serving thirteen locations
throughout the Bay and twelve
installers. We pride ourselves on
serving the needs of our customers.

Real Estate

RE/MAX Executive
Elizabeth Goelz

41111 Mission Blvd.
Fremont, CA 94539
Phone: (510) 301-8287
Fax: (510) 744-3530

www.norcalhome.com

As a residential Real Estate Profes-
sional, my focus and objective is to
provide my clients with a pleasurable
and stress free home buying and
home selling experience. The finest
compliment | can receive is a referral
from my friends and clients.

RE/MAX Executive
Gordon Goletto

41111 Mission Blvd.
Fremont, CA 94539
Phone: (510) 827-7727
Fax: (510) 744-3530
www.gordongoletto.com

Restaurant

Chipotle Mexican Grill

Erica Cheung

2760 Mowry Avenue

Fremont, CA 94538
www.chipotle.com

Chipolte Mexican Grill is an upscale,
quick-casual burrito restaurant,
founded by a classically trained chef
serving made-to-order burritos, tacos
and bols (tortilla-free burritos), while
you watch. Burritos are served up in
minutes, customized to each
customer’s precise specifications. All
of Chipotle’s recipes use only fresh,
whole ingredients including naturally-
raised pork and haas avocados.
Chipotle also accepts fax orders and
is open from 11am-10pm.

Mirchi Café

Lisa Ahmad

40900 Fremont Blvd., Suite H
Fremont, CA 94538

Phone: (510) 623-8500

Fax: (510) 623-8504
www.mirchicafe.com

Mirchi Café is dedicated to providing
great food at fair prices. We are a
family run business. We specialize in
comfort food with an Indian flare.
Burgers, pasta, rice dishes and pizza
are just some of the choices.
Desserts are made in house by the
Chef/Owner. Desserts include New
York style Cheesecake, Tiramisu,
Creme Brule and Chocolate Cake.
The atmosphere is eclectic and cozy.

Nouvelle Bistro

Lily Talbott

43543 Mission Blvd.

Fremont, CA 94539

Phone: (510) 396-8718

Fax: (510) 226-8528
www.nouvellebistro.com

Nouvelle Bistro is an elegant, upscale
restaurant located in the mission San
Jose area. It offers a contemporary
menu featuring Asian Fusion cuisine.
Our dishes are a reflection of the
exotic flavors of the orient, fused
together with a Californian flare for a
whole new experience. Our elegant
setting creates a wonderful atmo-
sphere for any occasion, from
anniversaries to business meetings in
our private banquet room.

Taco Del Mar

Ricky Alan Smith

4029 Mowry Ave.

Fremont, CA 94538

Phone: (510) 952-1445

Fax: (510) 797-0402
www.tacodelmar.com

Taco Del Mar is the fresh, fast and fun
alternative to traditional Mexican food,
serving mondo burritos and ripping
fish tacos with a friendly, relaxed Baja
style. We feature large, hand-rolled
burritos and fish tacos, made to order
with the freshest, healthiest
ingredients.. .just the way you want
them.

Signs

Sign A Rama

Tim Gutierrez

33442 Alvarado-Niles Road

Union City, CA 94587

Phone: (510) 794-2818

Fax: (510) 475-4112

Sign a Rama is your full-service sign
center. We are the worlds largest sign
company. We give free consultation
and estimates for any type of signage
with personal attention for you or your
business. With just one stop, we can
meet all your signage needs at a
price within your budget.

Trade Magazine Publish-
ing/Business Services

Smart Business Services Inc.

Betty Xie

47428 Fremont Blvd.

Fremont, CA 94538

Phone: (510) 668-0808

Fax: (510) 687-1988

www.s-b-s.com

SBS, Inc. is a leading business to
business service company with core
activities that include business media
publishing, information marketing and
internet technology. We help
businesses reach the Asian market by
offering direct marketing services,
business-to-business publications, e-
business solutions and practical
marketing intelligence to help clients
reach their business goals.

Tutoring

Building Math Confidence

Dr. Julia Olkin

5700 Sun Ridge Court

Castro Valley, CA 94552

Phone: (510) 727-0714

Fax: (510) 727-0714
www.buildmathconfidence.com

| tutor kids and adults of all ages and
cover all levels of math from remedial
to advanced placement classes, plus
teach after-school math enrichment
classes. | hold a Ph.D. in Mathemati-
cal Sciences, and have worked as a
Research Mathematician for Stanford
Research Institute for 10 years. |
have been building math confidence
in people for seven years.

Anti-Hate Forum
Seeks to Send
Message That We
All Belong

On Thursday, March 10, 2005,
community members will gather at
Valhalla Hall at Irvington High
School in Fremont to send a unified
message — we all belong. The Anti-
Hate Forum which is co-sponsored
by the Fremont Chamber of Com-
merce along with many other local
civic, community, and faith-based
organizations in the Tri-Cities will
take place between 7:00 and 9:00
p.m. There is no admission charge
and everyone is welcome.

The Anti-Hate Forum was
planned in response to recent threats
against so-called “foreigners” resid-
ing in the Tri-City Area. Although
the Tri-City Area has been accom-
modating of racial/ethnic minority

—Who Belongs?
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The term “marketing” can be
hard to define in terms of marketing
a business, but it is a vital compo-
nent to a company that is trying to
increase its awareness to the public.
Advertising, brand management, dis-
tribution, packaging, pricing, promo-
tions, public relations and sales are
all categorized under the marketing
umbrella. No matter what your defi-
nition of marketing, everyone has the
same goal to create interest in your
products or services, which eventu-
ally leads to sales.

In order to create your own mar-
keting plan, you must know a few key
terms. Advertising is anything for
which you pay. For example, if your
company puts an advertisement in the
newspaper or creates a commercial,
those are services for which you pay.
With public relations, there are no
hard costs. The cost is your time and
energy. Submitting a press release to
a media outlet or exchanging busi-
ness cards at a mixer are considered
practicing public relations. You will
need to do both to receive the maxi-
mum exposure for your business.

Another important part of creat-
ing a marketing plan is the budget.
Budgets help you stay focused to
meet your business goals for growth.

-

Member Benefit
Get the Maximum Exposure for

Your Marketing Budget

Many people confuse what goes into
a marketing budget. Paying for ad-
vertisements and the cost of attend-
ing possible networking events are
examples of what would appear in the
marketing budget. Office supplies
would not be apart of the marketing
budget, but rather the operational
budget.

Let’s image you have a total of
$1,000 in your annual budget to use
for marketing tools with the Cham-
ber. You would want to spread this
money out to garner the most value
for you dollar. An example of how to
best utilize your time and dollars
would be to purchase an insert in
three ChamberPaks at $150 each,
mixers- attending is free, a large side
ad in the Top of the Week Report for
4-weeks at $200 total, three business
card size advertisements in the Fre-
mont Business Review at $95 each
ad, ribbon cuttings- attending is free,
and join a Connection Club for $55.
The total of this package is only
$990.

If you are interested in obtaining
more assistance with marketing and
promoting your business, please con-
tact KK Kaneshiro at (510) 795-2244
ext. 103, or e-mail at
kkaneshiro@fremontbusiness.com.

Connection Clubs

Meeting Dates, Times, Places

The Chamber’s Connection Club is a “business to business” referral
program, designed to give maximum support and opportunity to Chamber
members who understand the value of networking and doing business with
people they know and trust. No duplications of business types allowed.
Each club may only have one representative of any given profession or
specialty.

To visit a Connection Club, please call the Chair or Vice Chair to
reserve your space.

Tuesday Noon

meets at 11:45 a.m.

Fellini O’s

3900 Newpark Mall Road Ste. 101, Newark
Chair: Elise Balgley,  510-791-1888
Vice Chair: Stephanie Pavis, 510-657-1350

Wednesday Noon

meets at 12 noon

La Pinata Restaurant -- NEW LOCATION
39136 Paseo Padre Parkway, Fremont
Chair:Mojgan Alapour, 408-452-6150
Vice Chair: Dr. Staci Talan,510-745-7445

www.tuesdayconnectionclub.com

2" & 4" Thursdays Noon Thursday AM
starts at 11:45 meets at 7:30 a.m.
Express Personnel The Depot Cafe

39111 Paseo Padre Parkway 117, Fremont
Chair: Donna Mize, 510-797-5100
Co-Chair: Marianne Nsour, 510-651-6500
or Barbara Behrman, 510-739-0438

37260 Fremont Blvd, Fremont

Chair: Marian Briones, 510-226-7827
Vice: Terri Landon, 510-796-8300
www.thursdayAM.com

1 & 34Thursdays 12 Noon “Referrals”
Jericho Steakhouse

5339 Mowry Ave, Fremont

Chair: Anna Jacoby, 510-490-0379
Vice Chair: Dr. Nichols, 510-593-7743
www.thursdayreferralsplus.com

Fridays Women In Business
meets at 7:30 a.m.

Best Western Garden Court Inn
5400 Mowry Avenue, Fremont
Chair: Vicki Kriner, 510-441-7387
Vice: Sue Pats, 510-790-2993
www.fremontwib.com

1st & 3rd Friday Pro Source CC
meets at 7:15a.m.

Best Western Garden Court Inn
5400 Mowry Avenue, Fremont
Chair: Kevin Dean, 510-687-9737
Vice: AiRung Liu,800-755-5203
www.theprofessionalsource.com

Friday AM Connection Club

meets at 7:15a.m.

The Depot Cafe, Fremont

37260 Fremont Blvd, Fremont
Chair: Kelly Rao, 510-252-0448
Vice: Jose Gonzalez, 510-894-0764
www.fridayconnections.com

J

-

Doing Business Over Lunch
+. Some of the best business deals are made

over lunch. If you would like to have your

% restaurant featured here, please call (510)
795-2244, or you can send an email to
fmtcc@fremontbusiness.com

39116 State St, Fremont
(510) 791-1688
Lunch: 11 am -2 pm
Dinner: 5 pm-9:30 pm
Sundays: 4 pm-9 pm

MASSImo’s

T & Combineda! Cubaing

5200 Mowry Ave, Fremont
(510) 792-2000
Lunch(M-F): 11:30 am- 3 pm
Dinner: 5:00 pm - 10 pm
Saturdays, dinner only
4:30 pm - 9:30 pm

g

o

o

Pearl’s Cafe
4096 Bay St.
Fremont (510) 490-2190
Lunch (Tu-Fr):11:30 am-2:30 pm
Dinner (Tu-Sat): after 5 pm

ELEPHANTBAR

39233 Fremont BI.
(In the Hub)
(510) 742-6221
Open 7 Days a Week
11 am-10 pm

o’

1 |-1_ -
Red Lobster
39401 Fremont Blvd
Fremont (510) 657-2436

Sun -Thurs: 11 am -9 pm
Fri & Sat 11 am -10 pm

Sjein e Yarn

45915 Warm Springs BI.
Fremont (510) 656-9141
Lunch M-F:11:30 am-2:30 pm
Dinner: 5-10 pm (M-F & Sun)
5 pm-12 am (Sat)

Sun. Brunch: 10 am-2 pm

PR

Na
40645 Fremont Bl, #23, Fmt
(510) 668-1850
Tu-Thur: 11:30 am-9 pm
Fri-Sat: 11:30 am-9:30 pm
Sun: 1 pm-8pm

Our Community — Who Belongs?

Thursday, March 10, 2005
Valhalla Hall, Irvington High School, Fremont
7to 9 p.m.

Everyone is welcome

Keynote speaker:

Bill Lockyer, California State Attorney General

For more information, please contact Herman
Rosenbaum at 510-657-2740.

Enrolled to Practice

Before the IRS

We specialize in year-round:

e Tax Conflict Management and Resolution
e Tax Planning for Business, Corporation or Estates
e Tax Preparation, Bookkeeping & Accounting

e Tax Strategy Workshops

Contact: Allan Hutty
510.791.8962

AMERICAN TAX
PROFESSIONALS

Preparing Taxpayers, Not Just Forms

FCCTV: Fremont Chamber of
Commerce Spotlights Members
with Weekly Television Broadcast

“Making a Good
Impression”
You only get one
chance to make a good
first impression

Everyday people make judgments
or form opinions about people, places
or things. We judge fellow commuters
by what car they drive, corporations
by their image and fellow business as-
sociates by what they wear. As much
as we try not to make it the deciding
factor, image plays a big part on
whether a good impression is made.
KK Kaneshiro, director of member
services and host of the Fremont
Chamber of Commerce television
show (FCCTV) interviews guest
Meghan Tabari from Visual Image
Salon. Meghan talks about appearance,
its importance in perception and
choosing the right haircut for the right
job. Much like a person’s appearance,
public opinion of a company is equally
important businesses. KK talks with
guest Mar Junge, from C3PR, about
public relations, establishing the right
campaign for your company and how
to incorporate it into your overall mar-
keting plan.

FCCTV Schedule:
Fremont-
Channel 29 Mondays 8:30 p.m.
Channel 26 Mondays 7:30 p.m.
Newark-
Channel 27 Friday 5 p.m.
Alameda-
Channel 28 Saturdays 3:30 p.m.
Sundays 8:30 p.m.
Union City-
Channel 15 Thursdays 10 p.m.
Saturdays 3:30 p.m.
Sundays 8:30 p.m.

Hayward, San Leandro, San Lorenzo and
Castro Valley-
Channel 28 Thursdays 10 p.m.
Saturdays 3:30 p.m.
Sundays 8:30 p.m.

Would you like to be a guest? Call KK at (510)
795-2244, ext 101!
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Carnival Magic at Alameda Fair-
grounds to Wow Guests

Butler Amusements, Inc., the largest
traveling carnival company in the west-
ern United States, has been selected
as the Alameda County Fair's carnival
provider for the next three years. But-
ler Amusements will be bringing many
spectacular rides to the 2005 Fair.
Some of these include Vortex, Crazy
Train, Zillerator, Flying Bobs, and the
Wave Swinger. Many of the rides, in-
cluding the Wave Swinger, are now
computer-operated and programmed.
Other computer-driven rides that But-
ler plans to provide at the Alameda
County Fair include the Fireball, Giant
Scooters, Starship 2000, and the Wacky
Worm Coaster. The Alameda County
Fair, which runs from June 24 through
July 10, offers the best entertainment
value in Northern California, with an
unparalleled assortment of exhibits, at-
tractions, and concerts. For more infor-
mation visit AlamedaCountyFair.com or
call (925) 426-7600.

Chipotle to Serve Up Gourmet
Burritos and Tacos at New Fremont
Restaurant

Chipotle Mexican Grill, a quick-casual
gourmet burrito restaurant founded by
a classically trained chef, opens Friday,
March 18, in Fremont, as one of the new
Washington West Shops at 2760
Mowry Avenue, near Paseo Padre
Parkway. Chipotle (chi-POAT-lay) is
named after the dried, mesquite-
smoked jalapefio pepper, and serves
fresh, made-to-order, burritos, tacos
and bols (tortilla-free burritos), made
while you watch and served in minutes.
All of Chipotle’s recipes use only fresh,
whole ingredients including naturally-
raised pork and fresh Haas avocados.
Thursday, March 17, the night before
our grand opening, Chipotle will be
holding a fundraiser for the athletic pro-
grams of two local high schools in Fre-
mont. If you would like to come out to
support your local student athletes, just

Member News

come out to the restaurant, order any
menu item, and we will donate 100%
of the proceeds. For more information
on Chipotle, feel free to visit our website
at www.chipotle.com.

Mattson Technology Opens New
Customer Service Center in Israel
Mattson Technology, Inc. is expanding
the company's global support infra-
structure in Israel. Mattson's Israel sup-
port center will provide customers di-
rect access to Mattson's world-class
product and service solutions. "Along
with our distribution relationship with
MICL Ltd, Mattson's Israel operations
will strengthen our ability to provide
advanced technology products with
enhanced customer and technical sup-
port for our customers in the region,"
said John J. Maver, managing director
of Mattson Technology's Global Busi-
ness Operations. "Our new entity in Is-
rael brings us closer to our customers
and expands our regional service op-
erations to meet the growing market
opportunities in the semiconductor in-
dustry." For more information, contact
Mattson Technology, Inc. (510) 657-
5900 or visit www.mattson.com.

New Affordable Website Product In-
troduced for Fremont Chamber of
Commerce Members

WS Internet Consulting and Education
recently launched its newest product,
Chamber Web Tools, a product that pro-
vides small businesses access to a
powerful, professional, and expandable
website solution, delivered quickly, and
at an affordable price. Unlike many
other lower cost website solutions,
Chamber In addition to a number of
standard features, Web Tools is de-
signed to grow with your business with
over twenty modules that can be
seamlessly integrated into your website
at any time. Options include a Shop-
ping Cart, e-Newsletter, Event Calen-
dar, Secure User, Affiliate Manage-
ment, and Web Board. WSI also pro-

vides content design and creation,
search engine placement, and market-
ing consulting services. And, for every
Chamber Web Tools website purchased
by a Fremont Chamber of Commerce
member, WSI will donate $50 to the
2005 Firefighter Combat Challenge
Fund! Visit www.ChamberWeb
Tools.com or contact Kevin Dean at
kdean@wsinetadvantage.comto learn
more.

Alameda County Fairgrounds Ap-
points New Board Member

Alameda County Supervisor Gail Steel
recently appointed Keith Boyer to the
Alameda County Fair Board of Direc-
tors, replacing outgoing Director Celia
Santana-Bonino, who completed her
final term this past December. Boyer, a
Castro Valley resident, brings an im-
pressive résumé of experience to the
position, including 30 years with the
Alameda County Sheriff’s Office. "I
have been involved in county service
for most of my life, and | saw the Fair
as another opportunity to be of service
to the county," said Boyer. "I've learned
that there is more than meets the eye
with regard to running the Fair, and I'm
looking forward to the challenge of con-
tinuing to make the Fair a success." For
more information about the Board of Di-
rectors or the 2005 Alameda County
Fair, please visit
www.AlamedaCountyFair.com or call
(925) 426-7600.

Fremont Library Offers Free Senior
Programs

On Wednesday, March 23 at 1:30 p.m.,
the Fremont Library will offer seniors an
unforgettable video tour of three of our
country’s most beautiful national parks,
Yellowstone, Yosemite, and Glacier
National Parks. Seniors will enjoy foot-
age of some of the world’s most spec-
tacular wilderness including an eruption
of Old Faithful, dozens of waterfalls
plunging into deep pools of water and
the spooky thrill of old ghost towns. The

Fremont Library is located at 2400
Stevenson Blvd. and is wheelchair ac-
cessible. No reservations required.
Refreshments provided by the Fremont
Friends of the Library. For more infor-
mation, contact the Fremont Library at
510-745-1401 or the Alameda County
Library’s Senior Services at 510-745-
1491 or 510-745-1499.

Harrison, Luce & Company An-
nounces Employee Promotions

In recognition of their continued efforts
both in the community and business,
Harrison, Luce & Company recently
announced that Sherry A. Matsumoto
and William J. Harrison have been pro-
moted to the position of Principal. They
will continue to perform with the high-
est level of customer service which is
legendary to the firm.

Fremont Library Presents a Cultural
view of Afghanistan

On Saturday, March 5th, from 1:30 p.m.
— 3:30 p.m., the Fremont Library will
present “Afghanistan: cultural preserva-
tion to cultural identity.” This cultural
journey through Afghanistan will ex-
plore how people are trying to reclaim
their culture and identity after 24 years
of war. You will see places, objects and
sites that you have never seen before.
Nadia Tarzi, Vice President and founder
of the non-profit Association for the Pro-
tection of Afghan Archaeology, Inc., will
be your guide on this slide-illustrated
tour of Afghan culture. The event is free
and no registration required. The Fre-
mont Main Library is wheelchair acces-
sible. An ASL interpreter is available
with 7 days notice. For more informa-
tion call 510-745-1401.

Edward Jones to Hold Employee
Education Financial Planning Semi-
nars for Local Companies

Edward Jones will present two fun and
educational seminars designed to ad-
dress the unique financial concerns of
women and couples. Based on the New

York Times best-selling books “Smart
Women Finish Rich” and “Smart Couple
Finish Rich,” these seminars were de-
veloped by Van Kampen on an exclu-
sive basis with the author David Bach.
These books as well as Bach have
been widely featured in the media in-
cluding “The Oprah Winfrey Show,”“The
View” with Barbara Walters, CNBC
“Power Lunch,” People magazine and
USA Today. Penny Tan, Investment
Representative with Edward Jones In-
vestments in partnership with Van
Kampen Investments bring these moti-
vational seminars to local companies
and their employees at no cost. To re-
ceive additional information or to sched-
ule this free seminar at your company
or organization, please contact Sandy
Mitchell at (510) 657-8776.

Alameda County Fair CEO Presented
Prestigious Award

The San Francisco Bay Area Council
of the Boy Scouts of America presented
Alameda County Agricultural Fair As-
sociation CEO Rick K. Pickering with
the Silver Beaver Award. Established in
1931, this National Award is the high-
est honor that a local Boy Scout Coun-
cil can bestow on a volunteer for ren-
dering outstanding service to youth.
Pickering, an Eagle Scout, serves on
the Board of Directors of the San Fran-
cisco Bay Area Council, which serves
more than 57,000 young men and
women through some 4,700 adult vol-
unteers, in communities ranging from
San Francisco to Oakland and from Fre-
mont to Livermore. He also serves as
an Assistant Scoutmaster for Troop 941.
"Each of us has a responsibility to give
back to our various professions. We
grow strongest when we actively rein-
vest in the success of others," he said.
According to Pickering, "Whether you're
working with youth, providing a valuable
community service, or leading your in-
dustry, giving back to others is the most
satisfying feeling around." For more
information, call (925) 426-7600.

Additional 30 days given to alarm owners

by Billy Sandbrink

On Monday, February 14, four
days before the police were to adopt
the controversial “verified response”
policy, Police Chief Craig Steckler
gave alarm companies and alarm own-
ers 30 more days to get ready. The
policy was originally set to go into ef-
fect on Friday, February 18th, but will
now go into place at 12:00 am, Sun-
day, March 20th.

The Chief’s extension of the alarm
policy directly addressed one of the
concerns of the community- the lack
of time people have been given to pre-
pare for this measure. It is the Chief’s
intention that this 30-day extension
will allow people the time to get pre-
pared for the new policy and have piece
of mind that they will remain safe in
Fremont. “I granted the extension be-
cause some of the smaller alarm com-
panies expressed the need for more
time to adjust to this policy. Ilooked
at Bellingham, Washington as an ex-
ample of a city where alarm compa-
nies were given 60 days and were able
to be ready for the policy. I felt that
60 days in Fremont would be fair, too”
said Chief Steckler.
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The policy in question pertains to
burglar alarms and is called “verified
response”. This policy requires a po-
lice response only to burglar alarm
calls that can be verified through a
witness or visual or audio program that
there is evidence of a crime at the scene
of the alarm. Fremont’s verified re-
sponse policy will be the first enacted
in a California city and was adopted
because of shortages in manpower.
Last year, Fremont police responded
to 7,002 alarm calls, 6,934 being false,
a rate of about 99 percent, according
to police statistics. The cost, includ-
ing officer time, dispatcher time, com-
munity service officers who work the
alarm program, and vehicle costs to-
taled $688,000 last year.

For years, Fremont’s Police De-
partment has routinely been one of the
smallest police forces in the nation on
aper capita basis. Inrecent years, bud-
get cuts have forced the department to
eliminate more than 50 positions, half
of them patrol officers. According to
the city, the Fremont Police Depart-
ment has the smallest per capita ratio
of police officers per 1,000 residents
in the nation among cities with a popu-
lation 0f 200,000. Despite the cuts to

the Police Department and its low per
capita ratio, Fremont has remained one
of the safest cities of its size in the na-
tion.

But there have been voices within
the community that have strongly op-
posed this new policy. At a commu-
nity meeting hosted by the Fremont
Chamber of Commerce on Thursday,
February 3rd, 250 people packed the
Fukaya A and B rooms of the Fremont
Main Library to hear what the Chief
and alarm officials had to say. A few
members of the audience interrupted
the meeting and voiced strong oppo-
sition to the policy, while other con-
cerns were raised in the question and
answer period that followed presenta-
tions by the Chief and alarm industry
representatives. Those concerns
ranged from the public nature of the
communication of this policy, what
types of alarms to which the police
would respond, whether or not people
would have to pay for alarm permits,
why alternate response models aimed
at lowering false alarms were not con-
sidered, that this policy is payback for
the voter’s decision not to support
Measure V, and that this policy is an
example of the city’s fiscal misman-

agement and inefficiency.

Despite the criticism and attention
raised by the community and alarm
industry that this policy is too extreme
and will jeopardize public safety, Chief
Steckler will not back down from en-
acting verified response. He believes
this is a policy that will allow the Fre-
mont Police Department to use its re-
sources more efficiently, while main-
taining the integrity of Fremont’s pub-
lic safety. “The alarm owner in Fre-
mont is not going to see a big differ-
ence in service. Alarm companies will
have the chance to offer patrol services
from private companies that will be
able to respond to their alarm quicker
than the police can now. In return, we
will be able to direct our resources to
preventative measures and services
that will actually enhance public
safety” said the Chief.

1o learn more about this issue, visit
the Fremont Chamber of Commerce’s
website at www.fremontbusiness.com
or contact Billy Sandbrink, Director
of Government Affairs at (510) 795-
2244 x107 or
bsandbrink@fremontbusiness.com.

Monthly Visits
to the Chamber
Website

www.fremontbusiness.com

10,112

Total number of visits during the
month of Jan 2005

10,112

Average # of visits per month (2005)

The Visits report shows the num-
ber of visitor sessions, or "visits" to
fremontbusiness.com during the speci-
fied report period. A visit refers to a
series of requests from a uniquely iden-
tified client. A visit starts with the first
request from the client and remains ac-
tive as long as the period between sub-
sequent requests from the client does
not exceed a set "time-out" period. Cli-
ents are uniquely identified by their IP
address.

[data provided by Deep Metrix
LiveStats]

DEEP METRIX
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Boost Your Business Using
Promotional Advertising Products

by Alanna Powell

In a tough economy, promotional
products are very powerful. Promo-
tional advertising products, also called
advertising specialties, effectively de-
velop your company identity, generate
leads, improve direct mail response,
encourage repeat business, increase
tradeshow traffic, and build customer
loyalty.

Some companies, during tough
times, become more conservative on
marketing and advertising programs
by eliminating promotions. However,
the less you spend on the marketing
and advertising campaigns during this
time, the less chance you will have of
making money and distinguishing
yourself in your industry. Customers
will become leery. The risk of neglect-
ing a good marketing campaign can
cause a spiral effect where your busi-
ness can lose credibility and market
presence.

The key is to have a balanced bud-
get and plan to promote your company
in the most effective way over a pe-
riod of time. Pick and choose your
products and promotional campaign
dates based on key events- like art &
wine festivals, tradeshows, and com-
munity awareness dates. For example,
February was Children’s Dental Health
Month, March is colorectal cancer
awareness month, and April is Alco-
hol Awareness Month. Hospitals, hos-
pital service organizations, fire depart-
ments, and other service organizations
can and promote their business while

campaigning for these events. For ex-
ample, a dentist could have promoted
his business to the public and gain
community awareness by sending out
brochures on how to prevent tooth de-
cay in children with children’s tooth-
paste/floss/toothbrushes. It is impor-
tant to make sure that
the toothbrush and
floss, in particular,
have the dentist’s name
imprinted on it. That
toothbrush and floss
will be around a poten-
tial customer’s house-
hold for at least 6
months.

In March, hospitals
can send out Cancer
brochures with nutri-
tional slide calculators
that have their com-
pany name imprinted
onit. For April, MADD, AA, and other
anti-alcoholism organizations could
send out informational brochures on
the effects of alcoholism with im-
printed bottled water saying
“Water...the better drink, get ad-
dicted”. Itis a fact that any imprinted
promotional item given out will be re-
membered by 39% of your recipients
for 6 months! This is much better ad-
vertising vehicle than any other me-
dia. It is cheaper over time, and more
visible to your target audience.

The upcoming art & wine festivals
are key advertising events in which
public service companies should be ac-
tively involved. Restaurants, hospitals,

T
Alanna Powell

dentists, travel companies, and any
other company that has direct sales to
the public needs to use the art & wine
festivals to advertise their company. If
you are one of these businesses, now
is the time to invest in your market-
ing, and make the public remember
you! Since the event
is in the summer, and
lots of folks want a fun
time at this event, you
can hand out T-shirts,
hats, frisbees, beach
balls, sun glasses,
koozies, sports
bottles, bottled water,
first aid kits, fans, col-
oring books, ther-
mometers, and any
other type of useful
family type item that
they will use and brag
about getting from
you. The more unique the item, the
better the chance you’ll be advertised
and remembered through your promo
product. It is critical that your com-
pany name be splashed around so you
stand out and make a great impression
on the public, feelings of goodwill to-
wards your company is important.
Optimizing a strategy is critical.
It’s not only the promotional product
you choose that’s important; it’s about
how you present it to your potential
customer. Planning is key! Custom-
ers will recognize if a company is try-
ing to gain their attention on a specific
point. The campaign must be clearly
defined and give a direct message to

Golfsmith’s Promo Principles—

from page 1

ChamberPaks as well. The promotions
might be tied to a holiday, such as Fa-
thers Day, or to an event, such as a
prominent golf tournament.
Marketing to our existing Guest
base has proven to be a successful way
to build customer loyalty and gener-
ate referrals. Referrals are a solid
source of new business for us. When a
satisfied Guest sends a friend to see
us, the message is more powerful than
anything we could say about ourselves.
Networking at Chamber mixers is
another method we use to introduce

ourselves and to encourage referrals.
‘We find that fellow Chamber members
understand the networking process
well and support each other's efforts.

3. We Measure Effectiveness of the
Campaign

A key component of our program
is measuring the results. Advertising
is expensive, and we want to invest
advertising dollars only on efforts that
bring us results. For that reason, we
assign promotional codes to our offers
so we can track the response.

A rule of thumb for measuring suc-
cess is that we want a tenfold return.
If we buy $10,000 worth of advertis-
ing, for instance, we look for a return
of $100,000 worth of business.

In all of our promotional programs,
we keep three principles in mind: ap-
peal to the Guests' interest, target our
efforts to the appropriate geographi-
cal area, and build in a way to mea-
sure our effectiveness.

Gary Trevisan joined the Chamber
last year as the general manager of the
Golfsmith store located in Fremont. He
has worked in all areas of retail and
in the golf industry for about 5 years.
He has recently become general man-
ager of the Palo Alto store.

the consumer, otherwise you
will be less likely to meet your
goal, attract a customer, and
profit. Here is an example
shown by an Exhibit Survey
Study. This study’s goal was to
gain tradeshow traffic at a
booth, and to determine which
delivery strategy was the best.
The study gave 4900 recipients ¢
different promo products with || 4
different delivery strategies,and || ¢
then analyzed which scenario
was the most successful. The
most successful campaign sent || 4
a coaster and an invitation to re-
ceive a matching mug at the
booth. The runner up campaign
sent an invitation to receive a
mug at the show. Booth traf-
fic, remembering the company
post show, and feelings of
‘goodwill” towards the com-
pany in the most successful sce-
nario were 61% higher than the
runner up scenario. The cases
that did the poorest were the
ones which sent the recipient
nothing, or that sent a puzzle
before the show and a flashlight
after the show. There wasn’t a
clear message to the customer
in these last cases, and they
scored 3 times lower than the

* S & & & o o

For all of your individual and
business needs, including:

Elise
Balgley

Attorney at Law

3900 NewPark Mall Road
Third Floor, Newark
www.elisebalgley.com

Cost effective

Convenient

Tailored to your individual
goals

Responsive

Personal Injury
Wills/Trusts
Employment Matters
Real Estate
Contracts

Business Issues

And much more...

510« 791 -~ 1888

most successful case.

Finally, advertising special-
ties and promotional products are more
effective than coupons. If presented
as an incentive with a coupon, the ef-
fectiveness of your campaign will be
boosted dramatically. For example, in
a study by Southern Methodist Uni-
versity, customers receiving promo-
tional products reordered 18% sooner
than those who received coupons. In
an additional study, folks who received
a promo product spent 27% more than
those who received coupons, and
139% more than those who received
only a welcome letter, and they were
49% more likely to become a regular
customer than coupon recipients, and
75% more likely to become a regular
customer than letter recipients. Cus-
tomers like tangible items that they can
use and remember immediately.

These are just some examples of
the power of promotional products.
Promotional products are not just a gift

give away, they are an essential part of
your advertising and marketing pro-
gram to help you gain the most out of
your advertising investment. To ad-
vertise is great, but to take advantage
of the advertising concepts and cam-
paigns that have been proven through
our institute’s research is even better.
Use the power of promotional prod-
ucts, and watch your company grow!
For more information and to learn
how you can effectively run your pro-
motional marketing campaigns, pur-
chase promotional products and busi-
ness printing supplies, or analyze more
case studies; please contact Alanna
Powell of ACE Advertising Specialties
and Business Printing at (510) 742-
0223 or inquiry@acespecialty
printing.com. You are also invited to
visit the web site at
www.acespecialtyprinting.com.

“
WS

Chamber /gl
Web Tools -

Powerful Web Solutions
at Affordable Prices
Deliverad in 2 weaeks

Design Termplates

Unlimited Poges
Poge Edlitors

Ernail Addresses

Hosting and More ...
visit www.chamberweblools.com to leam more

And ... for every website purchased by a Fremont Chamber of
Commerce member, WSI will donate $50 to the 2005 Firefighter
Combat Challenge Fund

Full Array of Cardio Equipment
Huge Free & Circuit Weight Center
Cwver 65 Group Exercise Classes

5 Indoor and 3 ouidoor tennis courts
Personal Training

Basketball & Volleyball ¢ H rf
F Call Today.
Fros Sup:n.'imcl chald care
Children’s Programming
® Kid's Camp=s & Birthdny Parties
& Massape

® Club Restaumnt

& Club Pro Shop

ClubSport Fremont 46650 Landing Farkway Freamant, CA 94538

" Ultimate Adventure
Resort!

for a tour of the club.
(510) 226-8500

www, ClUDSDorts com

March 2005

Fremont Business Review 7



by David Bonaccorsi, Partner
Law Firm of Bernard, Balgley &
Bonaccorsi

As a law firm, we don't have a
"product" to sell. Instead, we offer our
talent, skill and time as advocates and
counselors in the service of our clients.
We represent businesses large and

Because of the Chamber, Our Outreach
Has Increased Exponentially

small in drafting contracts, negotiat-
ing buy-sell agreements, resolving
employment matters and, when nec-
essary, by aggressively protecting their
interests in court. Most of these issues
are private and confidential. Itis quite
natural for people to take these mat-
ters to a lawyer they trust, or better yet,
a friend who could advise on the best
course of action.

The active role of Bernard, Balgley
& Bonaccorsi in the life of the Fremont
Chamber of Commerce has helped us
to create just that —an enormous circle
of friends and business contacts. Be-
cause of involvement in the Chamber,
our outreach has increased exponen-
tially.

Though considered to be a small
law firm—three named partners and an
associate—both our firm and our ex-
tensive client base reflect the diversity

in the membership of the Chamber it-
self. For example, our associate Karen
Yiu is originally from Hong Kong and
is fluent in Cantonese.

More than simply being an oppor-
tunity to increase market share for our
services, the Chamber is an extended
community, providing a network of
mutual support. To this end, I have
enrolled in and graduated from Lead-
ership Fremont. I continue to serve on
the Leadership Fremont Steering Com-
mittee. I have moderated and attended
public policy forums and socialized at
numerous mixers.

Through these and other Chamber
programs, I have learned that we have
a shared experience in setting and
achieving goals and developing busi-
ness strategies in the face of the unex-
pected: whether adapting to the uncer-
tainty of an economic downturn or

overcoming the disruption of a
jammed printer/copier.

Has the Chamber helped us adapt
and grow? Absolutely. In a highly com-
petitive business environment—where
who you know is almost as important
as what you know—the vast array of
Chamber programs has been our firm’s
connection to the larger business com-
munity. It has also been a platform for
educating fellow members in the broad
range of cost-effective, efficient legal
services we offer to our clients in serv-
ing their business and individual needs.

David Bonaccorsi is a partner in
the law firm of Bernard, Balgley &
Bonaccorsi. His partner, Elise Balgley,
is a former Chair of the Board and is
a member of the Chamber's Board of
Directors. The firm is located at 3900
NewPark Mall Road, Third Floor,
Newark 94560 (510) 791-1888.

Chamber’s Annual Review —

from page 3

by hosting a delegation of officials
from the City of Shenzhen, China.

Education

* Emerging community leaders re-
ceived valuable instruction in Leader-
ship Fremont, an educational program
of the Chamber designed to identify,
train and develop leaders within our
community. Participation in the pro-
gram grew by 22%.

* The Leadership Fremont, Class of
2004, helped enrich the lives of our
community’s senior citizens by urging
the business community to volunteer
in senior service organizations in its
video entitled “Senior Services — Help-
ing Those Who Have Helped Others.”
* The business community continued
to expand its education with the ex-
pertise and advice offered through a
SCORE representative in the Cham-
ber office.

¢ Members, both new and seasoned,
continue to receive a comprehensive
overview of the Chamber’s benefits
and services at the quarterly Member
Briefing.

* More Chamber members were able
to receive valuable instruction in Lead-
ership Fremont through scholarships
issued by the newly formed Fremont
Chamber of Commerce Dollars for
Scholars program.

Administration

* Chamber members are assured of
fiscal accountability through an annual
compilation of the Chamber’s finan-
cial statements by a certified public
accountant.

* The Chamber updated and im-
proved its phone system to improve
caller’s ability to reach staff members.
+ Fremont businesses received Cham-
ber assistance in exporting products
through the issuance of over 200 Cer-
tificates of Origin.

* The Chamber’s fiscal health contin-
ued to gain strength through the
monthly deposit to a reserve account.

Governmental Affairs
* Members had the opportunity to
hear influential public policy makers

8 Fremont Business Review

from around the region discuss issues
of critical importance to the commu-
nity through two Public Policy Fo-
rums. In February, the Chamber
partnered with the Newark and Union
City Chambers of Commerce to host
the popular City Managers’ luncheon.
In October, the Chamber hosted the
Future of Health Care in Fremont, a
public policy forum focusing on health
care featuring State Senator Liz
Figueroa, Washington Hospital CEO
Nancy Farber, and Physician-in-Chief
of Kaiser Permanente, Dr. Calvin
Wheeler.

* We partnered with numerous busi-
ness organizations to host the 2004
City Council Candidate Debate at
Ohlone College, attended by over 100
people.

* BGG issued its endorsements for
candidates for the Fremont City Coun-
cil, Fremont Unified School District
Board, Washington Hospital Board,
and 20th State Assembly District for
the November 2004 election, with a
success rate of 70%.

» The Chamber lobbied for more busi-
ness-friendly environment by endors-
ing and enjoying a perfect endorse-
ment record for propositions and mea-
sures on the November 2004 election,
taking the following positions: Mea-
sure V — Utility User’s Tax — Oppose;
Measure AA — BART Bond — Support;
Measure FF — Washington Hospital
Retrofit Bond — Support; Prop 1A —
Local Government Finance Reform —
Support; Prop 64 — Competition law —
Support; Prop 67 — Telephone sur-
charge — Oppose; Prop 72 — Manda-
tory Health Care — Oppose.

¢ We led the business community’s
involvement with Measure V by ap-
pearing in front of the City Council nu-
merous times to express its concerns;
organizing meetings with the business
community, including a meeting with
Councilmembers Dutra and Cho in at-
tendance; conducting surveys on the
Chamber’s website; and contributing
numerous reports in Top of the Week
and the Fremont Business Review to
keep subscribers informed.

* We took major steps towards revis-

ing the sign ordinance by meeting with
key city staff, members of the Califor-
nia Sign Association, and members of
the business community. A timeline
for completion of the revision, includ-
ing organization of sub-committees,
was established and expected to be
completed by mid-April 2005.

« Inorder to increase its advocacy ef-
forts in the various levels of govern-
ment, the Chamber began creating a
public policy handbook and legislative
priority list to provide to the Board,
elected officials, and various other par-
ties to announce where the Chamber
stands on various issues.

Community Outreach

¢ The community received the exper-
tise and hard work of the Chamber
when the staff served on boards, es-
tablished affiliations or served on com-
mittees with the following community
groups: Ohlone College Foundation,
Ohlone Business Leadership Council,
YMCA, Fremont Education Founda-
tion, Fremont Adult Education Pro-
gram Community Advisory Council,
St. Joseph’s School Advisory Board,
Fremont Symphony Orchestra, Eco-
nomic Development Advisory Com-
mission, the Integrated Waste Manage-
ment Advisory Commission, League
of Volunteers, IRIS Alliance, 50th An-
niversary Committee, Shelters Against
Violent Environ-
ments, Warm
Springs Rotary
Club, Interna-
tional Adminis-
trative Assistant
Professionals,
and the City of
Fremont Human
Services Depart-
ment.

¢ The Chamber
lent its support
and/or expertise
to the following
community
events:  ANG
Sign On for Lit-
eracy Program,
Fremont Educa-
tion Foundation
Annual Music
Marathon, FEF

\\VI’

—li\<

Annual Gala, Alameda County Food
Bank Food Drive receiving top donor
award in 2004, Ohlone Foundation
Citizen of the Year Luncheon, Indo-
American Community Federation
Unity Dinner, Federation of Indo-
American of Northern California re-
ceiving award for leadership and com-
mitment towards making Fremont a
vibrant and dynamic city, Bucks for
Ducks event, ANG Book Bucks Drive,
LOV Toys for Tots Drive tripling our
contribution over 2003, and the
League of California Cities LOCAL
Coalition, Furry Friends Halloween
Pet Costume Contest, LOV Commu-
nity Service Faire, Fremont
Symphony’s Magical Forest, and the
City of Fremont Business Fair.

* Chamber members reached beyond
the borders of the Tri-Cities at the
Oakland A’s Chamber of Commerce
Day to meet and mingle with members
of neighboring Chambers

* The Fremont Chamber of Com-
merce name rang out at the Alameda
County Fairgrounds when the Cham-
ber sponsored a “Day at the Races”
during the annual fair.

* Assisted our community’s youth in
pursuing their post-secondary educa-
tion by re-establishing the Fremont
Chamber of Commerce Dollars for
Scholars fund. The first scholarships
will be awarded in May of 2005.

"

Who Belongs?—

from page 4

people, there have been a few hate-
ful incidents. One example of such
an incident occurred in 2000, when
Temple Beth Torah (the Jewish
synagogue) and Washington High
School were attacked with racist,
anti-Semitic graffiti. This was for-
mally classified as a hate crime, and
the perpetrators were apprehended
and prosecuted. As a show of sup-
port and solidarity, the community
responded by holding an interfaith
meeting at Temple Beth Torah.

Now, in the wake of the 9/11 at-
tacks on the United States and the
tensions stemming from the ongo-
ing war in Iraq, the Muslim and Sikh
communities are thought to be most
at risk, and the concerns within the
Muslim and the Sikh communities
are real and realistic. Community
action to combat the threat is appro-
priate. We, as a community, must
show solidarity against hateful
speech and acts, irrespective of
whether these acts are classified le-
gally as hate crimes.

The forum, which is expected to
last approximately two-hours will
include personal testimonies of
people who have been victimized.
Bill Lockyer, California State Attor-
ney General, will serve as the key-
note speaker and will put our situa-
tion locally into a broader, state-
wide perspective.

Please plan to attend this very
important forum. The Fremont
community must make a very strong
statement about the value of each
and every one of us in our commu-
nity.

For more information, please
contact Herman Rosenbaum at 510-
657-2740.

FCCTV is now showing in
Alameda

with the Smart Buyer Programtm from XCARTA™™
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Increase Revenue within 60 days!
Offer your customers member pricing, frequent buyer
and prepaid programs that bring customers back to your store.
Display your marketing messages on your own flat panel screen.

www.smartbuyerprogram.com
1-877-XCARTA-1
See our full page insert in the chamber pack
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