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CCT - ‘TIS THE SEASON!

No, not the Christmas Season but the coming
2009 - 2010 season of great theatre at California
Conservatory Theatre. CCT is your really close
to home place for outstanding professional
productions, and next season promises to
continue its 30 year history of giving great value
to theatre lovers.

The season starts on Friday, September 18 with
New Wrinkles, an amusing coming of middle-
age comedy/musical revue. On November 13 &
ee-mos-y-nar-y (el-uh-mos-uh-ner-ee), opens, a
light drama about the relationships among three
generations in the family of a girl who wins the
National Spelling Bee. The third show, opening
Friday, February 5, is Incorruptible, a dark
‘miraculous’ comedy set in a monastery in
medieval France. This is followed on April 2 by
the amazing Complete Works of William
Shakespeare (abridged), with just three actors
performing all his plays in under two hours.
Don’t be intimidated — it is really very funny
and, true to Shakespeare, a little bit bawdy. The
season closes with Tennessee Williams classic
drama The Glass Menagerie, starting on June 4
and co-produced with the Pear Avenue Theatre
Company in Mountain View.

Season ticket prices are still just $90 for seniors
(62+) and students and $99 for others, a great
bargain right in the neighborhood at 999 E. 14"
Street, in the San Leandro Civic Center. For
more information or purchases, contact the
theatre at_ CCTofSL@yahoo.com , (510) 632-
8850, or by mail at P.O. Box 894, San Leandro,
CA 94577.

No need to drive far and CCT is very close to
some of the city’s fine restaurants should you
want to make it an evening on the town. CCT
will very much appreciate your support in the
form of ticket sales or donations during these
very difficult economic times for theatres
everywhere. If you really want to keep great
professional theatre in San Leandro, now is the
time to help CCT continue as a wonderful
community asset.
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AN EXPIRES AUGUST 31, 2009

HELP SAVE SAN LEANDRO:
BUY LOCAL!

By Cary Dictor
Newsletter Editor

t doesn’t take an especially studious observer to note that
these are tough times, indeed. Employment opportunities
are shrinking. Businesses are closing. Money is hard to come
by. Even the great state of California has fallen hard, its credit
rating the last among the 50 states. As a result, many of us
have seen the rise of ”"Buy Local” campaigns. But what is the
meaning of "Buy Local” in our global world? What is “local”?
And does — and should — the phrase actually mean something?
Part of the impetus behind the campaign is the need for your
own community to raise tax revenues by encouraging citizens
to shop within the local borders so that tax revenues are
captured and used locally, at least in part. But the campaign
is not all about government alone. Shopping locally is a way
of keeping your local businesses alive, particularly in this
difficult economic climate. Each of us has seen a local store
or business close; local foodies recently lost Sonoma’s on
MacArthur, which through its ads helped support the EHOA
and which strived to always provide excellent food to its
[Cont’d on p. 6]
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customers. [Its owner finally decided the numbers no longer
worked.

A 2006 study found that 57% of the nearly half a million
dollar bills studied traveled between 30 miles and 500 miles
over approximately nine months. By shopping local, we can
weight that travel toward the low-mileage end of the
spectrum.  Further, dollars spent at community-based
merchants create a multiplier effect in the local economy
that typically amounts to three times that of a chain store.
For every $100 spent at a chain, $13 remains in the
community while $45 remains when spent with home town
businesses. Most of us believe there is value in having local
businesses, from shoe repair to drapery to pet shops to
restaurants and so on. We don’t want to be forced to go far
from home to fulfill our every need. Independent local
businesses also employ an array of supporting services,
circulating money in and strengthening the local economy.
They hire architects, designers, cabinet shops, sign makers
and contractors for construction, and local accountants,
insurance brokers, computer consultants, attorneys, papers
and ad agencies to help run it.

The green movement dovetails into the “buy local”
campaign as well. It is not helpful to the earth when every
small task requires a lengthy trip in a motor vehicle —
whether its you traveling elsewhere or a plumber or
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contractor from elsewhere coming to your home in San
Leandro. Local businesses help make a community work. We
don’t wish to become a community overwhelmed with vacant
storefronts.

The fewer options there are for shopping locally, the more
likely it is that the lack of commercial services will diminish
our lives, lower our property values and make every task, every
errand, every outing, every need more difficult, sometimes
quite perceptibly so.

But buying locally does not mean going into the nearby Wal-
Mart. HSBC, one of the biggest banks on the planet, has taken
to calling itself "the world's local bank." Winn-Dixie, a
500-outlet supermarket chain, recently launched a new ad
campaign under the tagline, "Local flavor since 1956." The
International Council of Shopping Centers, a global consortium
of mall owners and developers, is pouring millions of dollars
into TV ads urging people to "Shop Local” -- at their nearest
mall. A corporate marketing strategy is to redefine the term
"local" to mean, not locally owned or locally produced, but just
nearby.

Most of America has been built by small businesses. Had
more customers patronized Sonoma’s, it would be here still. It
is too late to save that business but not too late to save other
local businesses if we all make a concerted effort to buy local.
We all want a vibrant community; let’s try hard to nurture it.
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