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Fellow GABA Members,

| hope your summer has been a good one and youmdassis going well these days.
As your new President, | want to work with the Bband all our members to make
this a successful, positive GABA year. This orgahan has a great history and we
certainly want to keep that going. We also un@mdthe challenges that many
people are facing with the current economy andl]state and federal budget issues.

The City of Alameda is still a great place to dsibess and if we work together, we
can get through some of these challenges. Imtusletter, we have highlighted
some of the marketing tools and benefits we haveldped for GABA members to
market or promote their business. We have a Igredt professionals and business
people in our current directory. Think about waysvork with those businesses and
also consider offering special coupons or discofort&ABA members. Over the
course of the year, we will provide our memberscational, networking and
promotional opportunities at our monthly mixersspecial events. The Board is also
working to improve our website and our presencetber online business networking
sites. Please contact me or any other Board meifimpaun have ideas or comments to
share. | hope to see you at our September netmgpriixer at KMT Management at
Harbor Bay Business Park.

Harry Hartman
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This issue of the GABA Newsletter is meant to ins@ind encourage you to actively
market your business. Opportunities exist for besses large and small to promote either
their products or their service, but determiningatyivhen and how to do it isn’t easy.
Spending your money wisely, or spending your tinigely has never been more important
than it is today. Our next business education waogswill hopefully be one that answers
some of these important questions. Look for detmlshe October workshop in the next
GABA monthly update.

We need to keep our buying dollars local whenewssible, so Alameda businesses need
to do a better job of marketing themselves to kesgple here, and to bring people into
Alameda to shop and purchase professional serdigescomplied information on local
advertising that includes business that are not &Ambers, because the need to kno
about our options has never been more criticalcbarage you to browse the Chamber of
Commerce, West Alameda Business Association artdSRaBusiness Assoc. for more
locally owned businesses that could help you marketvertise.

GABA gives you a lot of value for memberships 00$5uch as listings on the website,
monthly listing in the Alameda Sun, events throughbe year, and more! Yet, to keep
business association worthwhile, members need tk iloThere were 40 attendees at our
August wine tasting and mixer! In addition to GABAember business, there were also a
dozen new and existing business owners who cameesds, to just check out GABA.
Three had joined that night!
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So, unless you have all the business you can pp$shdle, you might benefit by
bringing attention to yourself and your producservice through events when possible.
The advantage of networking with other businessésige! Collecting business cards,
creating referral lists and sending them a note&é&No meet you the other night at the
mixer...here’s the link to my website...if | can ever &f help, don’t hesitate to give me @
call.” Visit their website too...you might be surged at what they have to offer you.

o~

Still don’'t have a website? You have a telephaio®,t you? Is your business number
unlisted? Not having a website these days idikeshaving an unlisted number! It’s fine
unless you don’t want new customers to find yowchlEaABA member is on the GABA
website with contact information and a descriptdthe service. But this listing doesn’t
move you to the top of a search engine. And if catews aren’t your thing, and you still
think that a search engine is part of a train, GAE#A help steer you in the right direction
to design a website that fits your needs.

I’'m looking forward to another successful year WBABA.

Patty Jacobs
Project and Event Coordinator




9* o 6 % 2 We created this group in order to expand our lassin
networking efforts and to benefit our local bussieemmunity. We will be posting various announcetsien
future events and discussions on our new Facebagé. feverybody is welcome to join! It takes onlga
minutes to become friends with GABA on FacebookaBé go to the following link:
http://www.facebook.com/home.php?#/group.php?gi@302469296&ref=ts

We are also working on additional promotion of GAB&ough search engine advertising programs such as
Google AdWords, that will help to increase GABAIsibility online. And if our website is more vis#ylso will
our member businesses! Thanks Yelena for settisgip!

& & | By Patty Jacobs

The Alameda Chamber of Commerce Government RekaioBconomic Development committee meets
monthly to discuss items concerning the Island’€pyesent and future business climate and devedopm
Although this body makes no decisions for the Chenniiney give a collective opinion to the Chambea#l
concerning any action or recommendation that it make to its members on specific subjects. Theeissu
currently before the committee is weather or nandorse the proposed 280 page ballot initiativtefquth by
Alameda Point master developer SunCal. Before ngaksvecommendation, the committee is listening an
investigating various points of view, pro and cbyhearing guest speakers make presentations aiegvieg
all available documents.

The Chamber will also be publishing findings, sattmembers of the business community can have
consolidated information on this important compdradrthe development of the former Naval Air Statidl|
keep you posted on the results of this ongoingffading mission.

Meanwhile, please take the time to actually readuth this initiative. My biggest concern withgtthat this
measure is so lengthy, people won't take the tonead through it and will make their decision gfes or no
vote, based solely on what they read in the lettetee editor. Take the time to make an inforrdedision.
One thing for sure...if the measure is defeated, aUndl walk away from the project, and search vadgin
again for a new master developer.

' ( Alameda native, and new GABA member, Maria Croft ca
provide you with design and print services that add your logo and more to T shirts, clothing and
team uniforms. Maria can be reached at 510-521-b55€&roftdesigns@sbcglobal.net
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Widely considered one of the funniest plays evettan, The Nerd
centers on the hilarious dilemma of a young architho is visited by a
man he’s never met but who saved his life in Vigin@he visitor turns
out to be a socially inept, hopelessly stupid “fievdo overstays his
welcome with a vengeance. Directed by Richard Rdbenker, who
directed the sold-out production of Shug&lse Foreigneiin 2006 TheNerdis sure to be the hysterical
highlight of the 2009 season!

September 18 — October 25 Friday, Saturday evenis@:00 PM Sunday Matinee at 2:00 PM
For tickets by phone call 523-15530nline visit http://www.altarena.org/tickets/




Alameda Businesses are taking advantage of a urogestive
and effective advertising optio@n-Screen Advertising at the
Alameda Theatre & Cineplex The Theatre is currently offering
GABA Members a special rate for any two merchanghing to
share the advertising screen.

The historic theatre and newly constructed Cinedex
presenting On-Screen Advertisements on 8 moviessrprior to every movie presentation, all open
hours, day and night, 7 days a week using Hi D&dimiBlu Ray technology. The Theatres’ skilled
production technician will film a custom 15 or 3fcend advertisement directed at a target market,
focused on business highlights. Advertisementsanently receiving 200,000 +/- impressions per
month on-screen.

The Theatre also offers additional locations foreatising on its 14 Digital Poster Cases in the
common areas of the Theatre & Cineplex. Thesespasises present a continuous loop of moving and
static images with sound, perfect for name and lmgmding to moviegoers riding an escalator or
walking through the Cineplex.

Theatre Advertisers reach as many as 50,000 mosieger month. Research studies have
shown that 6 in 10 moviegoers watch advertisemesfisre the movie starts and are receptive to
cinema advertising. Frequent moviegoers spendiarage of 28 minutes at the theatre before the
movie previews begin.

On-screen advertising is ideal for branding, imagpeal and increasing sales plus the recall
value is 5-6 times that of TV and traditional medighere’s no remote control to change the chaimnel
a movie theatre!

Regular subscription rates for one merchant presgat15 second On-Screen Ad begins at
$750./month. + one-time production fee $6@RABA Special offer for 2 partnered merchants =
$375./month per merchant + $300. One-time productees each
Regular Poster Case Advertisement subscriptionfoatene merchant presenting a 15 second ad begin
at $300./month + one-time production fee $30BABA Special offer for 2 partnered merchants =
$150./month per merchant + $200. one-time Productee each

To advertise your business on-screen at the Alambdatre & Cineplex simply email
Allison@alamedatheatres.coon call 510-769-2160. GABA advertises with Alaraetheater with a
‘shop local’ theme, bringing attention to the Siatbusiness districts.

Provides graphic and web design services and eessdilutions to individuals,
crea‘“ve small businesses and non-profits. Founder andipah¢ is not
ashamed of labeling herself a geek. She considesel an ambidextrous thinker
capable of exercising both left-brain objectivitydaright brain subjectivity.
Logical and intuitive, rational and holistic, shentbines her passion for art and technology in every
aspect of her work. Gore Creative expertise indu@nsulting, Graphic Design, Web Development,
Copywriting and Editing, and Email Marketing . Jeaglays an active role in the San Francisco Bay
Area design community and currently serves on terdof the San Francisco chapter of AIGA the



professional association for design. She can beheshat 510-764-1740 or by email at
info@gorecreative.com Check out Jessica’s impressive workt#://www.gorecreative.com/
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When we think of marketing, we
often think about our advertising,
branding or networking, but tend
to forget about the marketing that
happens after a customer passes
through our door. Whether you're
selling products or services, your
pricing has an impact on what
your customers buy. I'm not
talking about raising or lowering
your prices. I'm talking about
relative price.

Did you know that changing a
price by just one cent can have a
dramatic impact on which product
a customer chooses? Let’'s say
you have two pens. One priced at
$2.00, the other at $3.00. If your
pens and price points are typical,
about 70% of your customers will
choose the $2.00 pen over the
$3.00 pen.

But say you decide you'd like to
boost sales of the $3.00 pen.
Maybe you make a little better
profit on the $3.00 pen, or your
stock of $2.00 pens is running
low. You reduce the price of the
$3.00 pen by one cent, to $2.99.
Over the next week, sales of the
$2.99 pen increase from 30% to
45% of your pen sales.
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That was great! But now you're
running out of $3.00 pens. You
raise the price of the pen back up
to $3.00, but then decide to
lower the price of the $2.00 pen
by one penny -- to $1.99. Now
sales of the $1.99 pen grow from
the 55% they were last week to
82% of total sales.

What's happening? According to
researchers in the Colleges of
Business at the Universities of
Colorado and Washington, your
customer is taking a thinking
shortcut, resulting in what's
called the Left-Digit Effect.

When the pens are priced at
$2.00 and $3.00, the customer
recognizes the real price
difference of one-third. But
lowering the price to $2.99
changes her perception; mentally
shortcutting to the left digit, she
sees the $2.00 and $2.99 pens as
almost the same price.

The more expensive pen is a
better value. Conversely,
lowering the price of the $2.00
pen to $1.99 changes the left-
digit comparison to $1 vs. $3,
making the $3.00 pen cost three
times more than the other. That
pen had better be nice!

The impact of this effect is just
as strong when changing $30
and $40 items to $29 or $39, and

so on — as long as you don'’t
exceed the customer’s possible
price range.

Before trying relative pricing to
shift your own customers’
purchasing patterns, however, be
aware that this strategy only
works in cases where your
customers care about price. The
price of the item you're selling
must be significant enough that
your customer is actually paying
attention to its price.

And, it depends upon who your
customer is buying for. If she’s
buying a gift for a close friend or
someone she cares about, she’s
more likely to choose the more
expensive item than if she’s
buying for herself or an
acquaintance. So tell me, are you
buying for someone you love?

Primary Source: “Price Endings,
Left-Digit Effects, and Choice” by
Kenneth C. Manning (FirstBank
Research Fellow and marketing
professor, Colorado State
University College of Business)
and David E. Sprott (Boeing/Scott
and Linda Carson Chair in
Marketing, Washington State
University College of Business),
Journal of Consumer Research Vol
36 No 2 August 2009

can be reached by phone at 510-749-6790 or email
zuppan@branes.coniorre has been a member of the city Economiceligment Commission and was
recently appointed to sit on the Planning Boaron@atulations to Lorre, and thank you for your
contributions to the Alameda community. Branes, |.t@&n help you with management perspectives
marketing: your strategy, how to improve its exemutand how to measure and improve its
effectiveness. What makes them unique is the iategr of behavioral economics, behavioral
psychology and sociology, and neuroscience. A ifasitig new concept towards marketing and
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Services

The founder of YK Design and the lead designergialhas more than 9 years of
experience providing professional and creativeisesvfrom design concept to final
output. Yelena specializes in using Adobe InDesigmark Xpress, Adobe Photoshop,
Adobe lllustrator, Adobe InDesign, Adobe PagemakeiQgbe GoLive, Macromedia
Dreamweaver, and other graphic design and illustraoftware. Yelena is well versed in
a cross-platform production with Macintosh and WWiwd systems.

“I began my over thirty-year involvement with thend of art at the Art School For Gifted Childrem i
Kharkov from which | graduated and then attendedAlnt Industrial Institute of Kharkov, Ukraine. |
immigrated to the United States with my family 989 and received an Associate of Arts degree ie Rirts
from Laney College in Oakland in 1995. | have cmmtid to broaden my artistic knowledge and expertise
through local classes and self-study.

My work can be found in private collections in Boecand the United States. My emphasis to date &g in
watercolor and mixed media, but | enjoy other avenof expression, and | am planning to place more
emphasis on oil painting and graphic illustratidrhave worked with a broad range of subject madgierented
by portraiture and flowers. Recently | have beemkimg on compositions combining floral elementshwit
different animals and insects. I've been teachiatgveolor techniques in classroom workshops anthgiv
private lessons to children and adults.”

Examples of Yelena’s work can be foundhtp://www.mutopea.com/and
http://fineart.ykdesignservices.com/

%ws I A well designed website is crucial to enhancingnjmand image. It can make a small

business look bigger, bundlng consumer confideano@ increasing their willingness to
buy. Whatever business you're in, your WSI Consuiltan deliver the right solution to
put your offering in front of more qualified custens on the Webhttp://www.wsimagicweb.com/

Wi 51118 v ihe Interneat

Shoppers use the web to compare local prices befdemaving home to buy.

Consumers now search the web for businesses dnstéaoking through the phone book.
Web searches generate more in-store sales ewvery da

The fastest way to increase sales is being fooumhacial web searches.

Local web searches can drive more foot traffibusinesses than the phone book.
Prospects are trying to find your business onaéle right now.

) * * 4 2. 0.1
Integrity by Design, Inc. (IBD), is a marketing responding with fresh ideas, strategies and
communications company dedicated to enabling resources. IBD provides complete marketing
entrepreneurs and corporations to identify, imagine  solutions including strategy, creative, corporate
create, develop and produce marketing activities identity, branding, advertising, direct marketing,
that increase their business. public relations, collateral, web development, prin

packaging, assembly, fulfilment, and database
managemend/isit us at
http://www.integritybydesign.com/

We accomplish this by applying our seasoned
creative skills to our client's unique challenges,
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Alameda’s only locally owned and operated newspaper

3215
J Encinal Avenue

Alameda, CA 94501

News: (510) 263-1470 « Advertising: (510) 263-1824

Web site:http://www.alamedasun.cormax: (510) 263-1473

Full color discounted advertising is available nidyto GABA
Members.

Please call Carrie Beavers at 510-263-1824 to @aczd.
Rates are below.

3.75"x 3"

5.69"x 5"
GABA members may gain the benefit of cooperatiyeying for full color
on a designated page. Appears on the second Hyw$dhe month.

Restaurant Advertising
MASTER LIST ... ... $30/full color 1x2
FINE DININGB/W . ....... $179.00/2x7

FINE DINING COLOR . . .. .. $246.00/2x7

The Master List of restaurants runs on the thirdrstlay of the month.
Fine Dining runs on the fourth Thursday of the nmoad includes

a full color restaurant review twice annually atextra charge.

Vision Hispana:

Vision Hispana has set itself apart from other $gatanguage newspapers in the Bay
Area by its dedication to maximizing readership detivering effective advertising for
local businesses. Published weekly since AugusB 2@i3ion Hispana has retained its
independence and unique market approach that hagle iha valued marketing tool for

the business community.

Visién Hispana'’s circulation area is a prime Hispanarket that consists of the eight

bayside cities of Alameda County:

Alameda Oakland Hayward
San Leandro
Fremont San Lorenzo  Newark

Vision Hispana also has select distribution pointSan Francisco, including the
Mexican and Latin American consulates. For adsaid other information, please

contact:

Looking for Broad Based Bay

Area Print Advertising?

The Bay Area News Group owner of
the *Alameda Journal, Alameda Times
Star, Oakland Tribune and about 25 other
Bay Area daily and community
newspapersavers all of the area
surrounding San Francisco and delivers fo

the suburban residents and consumers that

make this market what it is. These
publications work, whether separately or
in a combined buy, to help advertisers

reach their specific audience with the least

amount of wasted impressions.

For more information contact Hills
Newspapers at (510) 748-1223,
hillsretailads@cctimes.cowr visit them
onlineat
http://www.bayareanewsgroup.com/ind
ex.html

*Please note that the Alameda Journal
is not a member of GABA.
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Darren Ballegeer 510-865-6274 or Elena Miram&1&t-384-7239

darren@VisionHispanaUSA.com

elena@VisionHispanaUSA.com

Vision Hispana Newspaper

Is a great place to advertise to the Hispanic conitywu




The primary purpose of the Academy is to provid@pportunity for people interested in local goveemn
to learn about Alameda County, its mission, buddepartments, and services in an environment where
they can practice leadership and communicatiotssKihe Leadership Academy is a free six session
interactive forum for people who live, work, or owrbusiness in Alameda County.

Requirementsmerested individuals will be asked to submit aplecation. A limited number of
participants will be accepted on a first come fierve basis. However, in an effort to have cowidg
representation, we may consider geographic locatiamsuccessfully complete the Academy and
participate in graduation, each participant mugrat four of the six sessions and make a presentabout
the County to a public group or meeting of his er thoice.

When are the Sessions?

The sessions are from 6:00 - 9:00 PM on the folhgndates:
Wednesday, October 7, 2009

Wednesday, November 3, 2009

Wednesday, December 2, 2009

Wednesday, January 4, 2010

Wednesday, February 3, 2010

Wednesday, March 3, 2010

Each of the six classes of the Academy is heldfferdnt County locations. The Academy meets onfitisé
Wednesday for six months from 6:00 - 9:00 PM, aiitihegin October 7, 2009. The application deadlme
August 28, 2009.

The program is facilitated by staff from the CouAiyministrator's Office and each class is hosted by
different County agencies or departments. At easlsisn, management staff, department heads, deélec
officials make presentations and facilitate groigrassions regarding the role and programs offbyetthe
hosting departments as well as incorporate rolgpdeand group exercises so that participants patya
what they have learned.
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September 15,2009 2:00 p.m. 4 " 7+( 57%"
Alameda Elks Lodge Rathskeller /( <"+ "$ 1% '3 7 )
2255 Santa Clara Ave. Alameda % #% %" " ! + $ 1'%,
5 ( 7'+ "+ %+ $ +
Seating availability is limited % %) %" (" 3 (" ("
Please RSVP by 9/8/09 to 7 %TS A% 4 $
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Rosemary Valeska, 749-5838,
rvaleska@ci.alameda.ca.u
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tend to isolate themselves from the outside world

If a salesperson shares a birthday or a birthplace are less sensitive.”

with you, you're more likely to make a purchase
and feel good about it, according to a new study in

The researchers concluded that revealing personal
theJournal of Consumer Research.

information helps service providers create

“This research examines how the fundamental connections and initiate conversations with
human need to connect with others plays a rolein ~ customers. When information is provided on
sales encounters,” write authors Lan Jiang, nametags (as Disney does with employees
JoAndrea Hoegg, Darren W. Dahl (all University of ~NOmetowns) or on websites (as many health
British Columbia, Vancouver, BC), and Amitava organizations and fitness centers do), most
Chattopadhyay (INSEAD, Singapore). consumers react positively.
In one of the studies, a personal trainer introduce However, when service providers exhibit negative
participants to a fitness program. People who behavior, like rudeness, the shared similaritydose
discovered that they shared the same birthday with 1S Positive influence. Finally, faking a connectis
the trainer reported that they liked the program not an effective sales tactic. “Creating misleacing
better and were more interested in purchasing a fake similarities with a customer as a persuasion
membership. technique could lead to negative outcomes if the
similarities are found to be disingenuous,” write t
In another study, patients who learned that they authors. “To mitigate the chances of this outcome,

were born in the same place as a dentist reported a salespeople must be careful not to falsely claim
more favorable attitude toward the dental care they  similarities.”
received and showed a higher willingness to book

their next appointment with that same clinic. By, Lan Jiang, JoAndrea Hoegg, Darren W. Danl,
“Across individuals, we found that naturally social ~ 2nd Amitava Chattopadhyay. “The Persuasive Role
people are more responsive to such coincidences,” of Incidental Similarity on Attitudes and Purchase
write the authors. “On the other hand, people WhO’ Intentions in a Sales Contextidurnal of Consumer

Research: February 2010 (published online June 26, 2009)

Plenty of media claim to reach Alameda's activiyanmt adults, but none reach as many aMbheneda
Magazine And while our readership isn't limited to a smglarrow group, we do reach a demographic with
plenty of buying power Alameda Magazindoes far more than simply "reach” an attractivdience. We
make you a part of readers' lives in a way thatdéver publications can approach. That's why a \phap81
percent ofAlameda Magazinsubscribers tell us they've bought something #aay in the magazine.

Our magazine provides information.

Our magazine is a credible advertising medium.

More consumers report that they purchase prodscasdirect result of
magazine advertising than any other medium measured

Our magazine enables advertisers to select targekets.

Our magazine reaches the active, the involved tlaadpinion makers.
Magazines are tangible and provide vast exposure.

Our magazine provides a very attractive showcaisguality products and
services.

Our magazine ads are strong sales and merchay¢isils.
Magazines have shelf life.

For more information abot{lameda Magazineontact them at 747-1060 sales@alamedamagazine.com
*Alameda Publishing Group/Alameda Magazine is not &GABA member business.




"Oh, no! | thought that sale ran through today!"u¥ gaustomer planned on grabbing a
bargain, only to realize she got to your storeaafter the sale ended. Is there any way you ¢hre@tvince
her to buy? Well, read on.

One researcher recently worked with a kitchen-aattt-btore to offer consumers different coffeemakers
"on sale." Customers were told they had just miss®@5-off sale on a Cuisinart coffeemaker. Ascmlane
group was invited to get the Cuisinart for $10 éffiother group was given a choice of either thes@airt or a
similar Krups coffeemaker at $10 off.

Turns out, 87% of the latecomers who were offéhedCuisinart at $10 off said "no thanks." However,
of those who were offered either the Cuisinarther Krups at $10 off, only 60% said no: 40% maderalmse.
Why did the offer of the Krups boost sales resiiise? The researcher suggests that consumersanafetr
the "negative affect” (regret at missing a saldhtpromoted product itself, leading to a loweinam of the
product.

The message for marketers? You might want to "8Bales of different brands, or even of different
items in [a@] product line, to ensure that a conguwig misses a sale on one product can find angtileron a
different yet similar product,” this researchergesgts. The Point: Keep those options coming. When one item

goes off sale, consider offering similar produdta alight reduction, to keep sale latecomers happy
! .
. http://www.journals.uchicago.edu/toc/jcr/current

Taste Sensation: Ads Work Better If All Senses Arénvolved

By Ryan S. Elder and Aradhna Krishna

Corporations spend billions of dollars each yeafomu advertising. For example, Kraft Foods,
PepsiCo, and McDonald’s each spent more than $arbih advertising in 2007. A new study in theurnal
of Consumer Research suggests those advertisers are missing out if #tlsironly mention taste and ignore
our other senses.

Naturally, most food ads mention the taste of twlfbeing marketed. But authors Ryan S. Elder and
Aradhna Krishna (both University of Michigan) denstmate that tapping into our other senses can lictua
increase consumers’ taste perceptions.

“Because taste is generated from multiple sersasl(, texture, sight, and sound), ads mentiortiege
senses will have a significant impact on taste agdsrmentioning taste alone,” write the authorshén
experiments, participants were randomly assignedeto one of two ads. One ad was designed to appeal
multiple senses (for example, a tagline for a chegvgum read “stimulate your senses”), while theeptd
mentioned taste alone (“long-lasting flavor”). &ftsampling the gum, the participants listed thdsigiey had
regarding the item and then rated the overall taste

“The multiple-sense ad led to more positive senslmoughts, which then led to higher taste perceptio
than the single-sense ad,” the authors write. ‘Qifferences in thoughts were shown to drive théedénces in
taste.” The results were repeated with potato caiqaspopcorn. The authors believe their reseancthelp
advertisers reword ad copy to lead to significafieences in taste. “These results are of greltevaot only
to food advertisers, but also to restaurants, @sléscriptions contained within menus can actu@lbr the
taste experience,” the authors write. “Further, pames can implement the findings into product paakg
information to alter the taste of products consumetie home. In an increasingly competitive maolaate,
insuring positive consumption experiences is @aitio success.” Ryan S. Elder and Aradhna Kristifize
Effects of Advertising Copy on Sensory Thoughts Bedceived TasteJournal of Consumer Research:
(published online June 25, 2009).



Greater Alameda BusinessAssociation

Please return this section. 2009-10
GABA
PO Box 2892
Alameda, CA 94501
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Business Name

Contact (Will receive all correspondence.)

Address

City State p Zi

Phone Cell Phone

*E-Mail

Web address Membership Feeb50.00

In what advertising category would you like yousiness listed?

Brief description of business or service providehdis information will be on the website:

Please return this section with your check for $500 payable to

GABA
PO Box 2892
 $, 4 >8
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Keep this section for your records. Greater Alameda Business Association
GABA, PO Box 2892, Alameda, CA 94501

Date Paid: __

', 6 7777777 Thank youl
Amount: _$50.00

As aGABA Member, you benefit by:

An association dedicated to the needs of independent businesses in Alameda
Monthly meetings for information, networking, training and support
Subsidized and shared advertising



PO Box 2892
Alameda, CA 94501

www.GABAonNline.org
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