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Chamber and Community News

The President’s Corner . . .

My fellow chamber members,

Summer is once again upon us. As we come to mid-year,
our business cycles change and we look back at what we
have planned and pushed forward to accomplish in our
careers, our community and our personal lives. The biggest
change that | have had the privilege of is parenthood to
Becky and I's first baby girl, Hazel Rae Phares. It has
rejuvenated my focus on making our community a great
place to live and work in.

Chamber of Commerce Week will soon be upon us and |
ask for your attention and commitment to the programs
that we will be offering. The success of our chamber will
come from your enthusiasm and support. | want to hear
from you on any new ideas that you may have for us to
work on. | know that we all want the same thing for
Vermilion Parish and that is prosperity in a strong
community with deep values and deep roots. It is an honor
to serve as your president.

Thank you,

2009 Officers

Inside this issue:

Title

www.abbevillechamber.com

Page

KTC Launches Cable TV
Update from Stone Bridge

Mobile Classroom to Visit
Abbeville

People News

AEDC Active in 2009

Tourism Big Business

Get Customers to Buy Now

Small Business Advertising
Success

Calendar

Recommended Reading

Prepare Now, Don’'t Wait

Innovation Strategy: What
business are we in?

Humor




KTC Telecom has completed its installation of
equipment to provide digital cable television service.
Currently, KTC Telecom provides high-speed Internet
and digital telephone service to downtown and
bypass business customers.

Our network provides significant advantages,
allowing high-quality reception, advanced telephone
features, faster Internet speeds and more digital TVs
per premise, with capabilities for high-definition (HD)
channels and digital video recording (DVR).

“KTC Telecom is committed to providing quality
services at fair prices served by local people,” said
Carl Turnley, President of KTC Telecom, “In the near
future we will be adding even more new and exciting
services for our customers”. Telephone, television
and high-speed Internet make up KTC Telecom’s
bundled offering, and all three services can be

bundled on a single monthly bill. Abbeville
businesses requesting more information should
contact KTC Telecom at 337-740-3636 or

www.kaplantel.net.

“Excellent firms don’t believe
in excellence—only in constant

iImprovement and constant

change.”
—Thomas J. Peters

"# $ %# &

We at Stone Bridge Apartments continue to
appreciate your ongoing support of our community.
Many of you have welcomed us and our property
literature into your businesses and we thank you for
doing so. For those of you who have NOT heard about

our community, or our SPECIAL PREFERRED
EMPLOYER PROGRAM, | wanted to explain our
program.

Stone Bridge is Vermilion Parish’'s PREMIERE
apartment complex. From our resort style pool to
luxuriously appointed apartment homes, we have
something for everyone. Currently we are offering
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Welcome New Members to the Chamber .

Apartment Finder of Acadiana
Artic Air Conditioning & Electric
Burton P. Guidry & Associates

Caffe Maria’'s Restaurant/Catering

Cathy Miller Interiors
Community Coffee
Gerald Butaud
Harvard Risk Management Group

Heart Hospital of Lafayette Abbeville Coumadin
Suite

Kenn Posey, LTC Gulf Area Campus
Lousiana Military Hall of Fame & Museum
Nola’s Beauty Salon - Boutique
Richard’'s Meat Market

Robert J. Young IlI
Winmill Tires LLC

Welcome back . . .

Professional Touch of Abbeville

. . . We appreciate your support.

FREE RENT on select two- and three-bedroom homes.
If your business signs up to become one of our
preferred employers, your employees will receive a
monthly discount, and NO APPLICATION FEE for
considering Stone Bridge. We ask only in return that

you permit us to display brochures or printed
literature in your employee break areas.
Thanks for your continued support. If you are

interested in joining this money saving program,
please contact Kerri Primeaux or any Stone Bridge
employee for more details. We may be reached at 337-
893-6106 with any questions you may have.
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Representatives from LSU’s Louisiana Business &
Technology Center and its partner organizations will
be presenting free seminars focused on
entrepreneurial training and small business
development via the LBTC's Mobile Classroom on
Tuesday, July 28, 2009 and Wednesday, July 29,
2009. The event will be held at the Abbeville Library,
located at 405 E. Victor Street.

Anyone interested is invited to attend both days,
one day, or just the seminars that appeal to them.
Below is a list of the Mobile Classroom’s offerings at
this stop.

The Louisiana Business & Technology Center, an
integral part of LSU’s E. J. Ourso College of Business’
Stephenson Entrepreneurship Institute, endeavors to
enhance economic development in Louisiana through
the support of existing small businesses and the
development of new businesses. Established in 1988,
the LBTC's highly successful business incubator
program has been honored as the National Business
Incubator Association’s Incubator of the Year. For
more information, visit www.bus.Isu.edu/lbtc.

Seating is limited for these seminars, and pre-
registration is strongly urged. To register, call Lynn
Guillory at 337-893-2491.

A United States Department of Agriculture Rural
Business Enterprise grant supports the Mobile
Classroom. LSU business alumnus John Barnidge,
CEO of Controlled Recovery, Inc. was instrumental in
the donation and retrofitting of the semi-trailer
transformed into the Mobile Classroom. Local
partners include the Greater Abbeville-Vermilion
Chamber of Commerce, the Vermilion Parish Library,
the LSBDC at University of Louisiana at Lafayette,

and the Southern University Agriculture Center.
Other partners in the project include the United
States Department of Agriculture Rural Development-
Rural Business Enterprise Grant Program, the
Louisiana Municipal Association, the LSU Ag Center,
Capital One, Louisiana Public Facilities Authority,
Louisiana Economic Development, and the Louisiana
Small Business Development Center.

"
9:00 a.m.-11:00 a.m.
$ % &

11:10 a.m.-12:00 p.m.

(% &(
1:00 p.m.-2:45 p.m.

) (
3:00 p.m.-4:00 p.m.

& )
4:15 p.m.-5:15 p.m.

* +

. [ w

9 a.m.-10:00 a.m.

Getting Ahead of the Rat Race
10:15 a.m.-12:15 p.m.

& ) -
1:15 p.m.-2:15 p.m.

& ) .
2:30 p.m.-4:30 p.m.

& ) '

Management Tip: 3 Ways to Externalize Your Organization's Focus

Organizations that are too inwardly focused often miss important happenings and opportunities
in the market. Use these three ways to get your organization to look outward for customer insights,

competitor moves, and market changes:

1. Frontline employees are your ear to the pavement. Value
them, ask them what they hear from customers, and if necessary, train them to listen for the

right information.

2. Send executives on sales calls. Ask directors to train as customer service reps.
People calling the shots should meet customers face to face.

3. Some executives protect their employees from troublesome market or
customer data. While well-intentioned, this hinders your organization's responsiveness. If there
is bad news deliver it with a well-articulated action plan.

SOURCE: John Kotter
“Four Ways to Increase the Urgency Needed for Change”
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Thank you members for your support! ( | )
Your generosity will help the Chamber in- )
crease services provided to our Chamber

membership!

Platinum Members

Gold Members
Abbeville General Hospital
Bank of Erath
Gulf Coast Bank
MidSouth Bank
Wal-Mart #309

Silver Members
Acadian Contractors
Bank of Abbeville
Broussard Brothers
Courtesy of Vermilion
Curves
Dave Holley Insurance
Fred’s Plumbing & Air Conditioning
K & F Inc.—Fred Hoyt
Kathy Dyson Realty
McDonalds
Menard Oil Company
Omega Protein
Primeaux & Associates
Sellers & Associates
Slemco
Stine Lumber
Sunrise Realty
Super 1
Thibodeaux Feeds

Vermilion Janitorial & Industrial Supply
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State Farm Insurance

has brought on Richard
Falgout as an intern working in her office who is cur-
rently completing requirements for his degree in Busi-
ness Management. His summer employment is in con-
junction with UL’s business program designed to as-
sist graduating seniors in forming their career path.
Richie is also a receiver on the Ragin Cajun football
team and with another year of eligibility, will continue
at UL in pursuit of his MBA. Richie’s parents are Louis
Falgout, formerly of Delcambre, and Candace Falgout
of Lafayette.

Bank of Erath

. ) 000 was elected to serve on the
Board of Directors of the & ( at its meeting
of June 9, 2009. He is the son of the President of the
Bank, Paul G. Moresi, Jr., and he continues in a long
line of Moresi’s that have been affiliated with the Bank
since its beginning in 1910. His great-grandfather,
Damas Moresi, was one of the original stockholders of
the Bank, and his great-uncle, E. P. Moresi, served on
the Bank’s first Board of Directors. His grandfather,
Paul G. Moresi, also served on the Board.

He is a graduate of Vermilion Catholic High School,
LSU and LSU Law School. He currently practices law
in Abbeville and is a member of The Moresi Firm, LLC.
He is also a Special Assistant District Attorney for the
15th Judicial District Court in Vermilion Parish, Lou-
isiana.

Whitney Atchette Physical Therapy Clinic

Physical and Aquatic Therapist,
has been recognized by the American Physical Therapy
Association for 35 years of continuous membership
and support.

Whitney Atchetee, Physical and Aquatic Therapist
Serving Vermilion Parish area
Since 1979, with others in
Abbeville and Kaplan

[
:Did you know . .. I

I The Bulk Rate Mailing service for Chamber |
I members has saved members $1,828.29.in |
1 2009. |




The Acadiana Economic Development Council
(AEDC) has had a very active first half to 2009.
Starting in January, AEDC hired Taimerica, Inc. to
conduct a regional study on the 6-parish Acadiana
area. The study is still ongoing but so far the business
climate in the area has been assessed and target
industries have been identified for business prospects.
Extensive field research has been conducted on
available sites and buildings in the region. They are
being reviewed from the eyes of a potential prospect
company researching the area. Taimerica has just
released a SWOT, Strengths/Weaknesses/
Opportunities/Threats, analysis to the AEDC board
and, from there, regional marketing strategies will be
discussed for implementation.

During this time the AEDC also hired a new
Executive Director in Ted Bundrick. Ted is a native of
the Acadiana region and has been on board since late
March. Welcome aboard Ted!

AEDC has been hard at work with its business
visitation program. Within the last several months
business visitations in Vermilion parish have included
Broussard Brothers, Acadian Contractors, Coastal
Chemical, and Omega Protein. More visits in the

parish, as well as the region, are planned. Business
visitation is a key deliverable objective of AEDC and
the program allows AEDC to get a better
understanding of various trends in local business.
Another benefit of the business visitation program is
that it gives the organization key issues to pass on to
its group of legislators, better known as the Acadiana
Delegation.

AEDC hosted a luncheon before the current
legislative session and invited the entire Acadiana
Delegation to attend. The turnout was excellent and
many important issues were discussed, including
workforce  development, regional transportation
projects, upcoming budget cuts - as well as many
other relevant discussion topics pertaining to
Acadiana.

The purpose of AEDC is to work together regionally
on projects and provide access to resources
(demographic, statistical, and mapping capabilities)
because incoming business does not necessarily think
along parish lines!

&

by Alison Miller, Executive Director, Vermilion Parish Tourist Commission

With the current economic times we are facing,
many businesses are looking at ways to keep afloat.
One source of potential revenue to consider is travel
and tourism. When tourists visit our parish, they eat
in our restaurants, shop in our shops, visit our
attractions and spend their money at each place they
visit. Because tourists bring in new money that is
circulated throughout the parish, travel and tourism
is economic development. Even with the downturn in
the economy, people are still traveling. Many tourists
have downsized their vacation plans or taking trips
that are within a few hours drive.

The travel and tourism industry is the nation’s
second largest service export industry, third largest
retail sales industry and one of America’'s largest
employers. This industry segment employs people in
accommodations, restaurants, attractions, tourism
bureaus, tour companies, retail shops, travel agencies
and more. According to the Travel Industry

Association, the U.S. travel industry received more
than $645 billion from domestic and international
travelers and the travel and tourism industry
generated $110 billion in tax revenue for local, state
and federal governments in 2007. Data collected by
the Louisiana Tourism Data Resources indicates that
the travel and tourism industry alone generated
$630,000 in local sales tax receipts and employed 170
people in Vermilion Parish.

The Vermilion Parish Tourist Commission can help
local businesses find ways to market to tourists or
make suggestions on how to make their business
appealing to tourists. If your business is interested in
venturing into the travel and tourism market, contact
the Vermilion Parish Tourist Commission office at
337-898-6600 for more information.
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by Apryl Duncan, About.com

You sent out the best direct mail piece you've ever
seen. Your catalog belongs in the Smithsonian. Your
brochure is so great you framed it and put it next to
the pictures of your kids. So why aren’'t you getting
sales?

Take a look at your call to action. With any
advertising materials, it's crucial that you get
potential customers to act. NOW!

Use the following techniques to create a call to
action that will have your phones ringing off the hook
and your profits reinventing your sales graphs:

1. + We've received
some sort of promotional material that has a
deadline for ordering. The offer could end on that
date. Or you could use the deadline in
conjunction with an upgrade or free gift. For
example, order by the 15th and receive. . . Also,
try to make the cut off date in the same month as
your materials will be received. That way, your
potential customers know they only have a limited
time to respond and they won't fall victim to the
“I'll do it later” syndrome.

2. + . 0 People want to get in
on a good deal. If your price is going up on a
specific date, let your customers know. They'll
want to buy before your product’s price increases.

3. 10 Trial
periods are a great way to get new customers.
Offer a special deal, extra service or a lower price
during your trial/Zintroductory period.

4. Nothing attracts new customers like
free gifts. As an added incentive for ordering, offer
your free gift to the first 100 or 1,000 people that

respond.
5. 23 (4 People want to know there’'s no
risk involved if they're not satisfied with the

product/service. Let new customers know they
can cancel for any reason before the trial period
expires.

6. 23 + 4 Is your product
exclusive to mail order? If your product’s not
available in stores, be sure to tell your customers.
They’ll know they can only order your product
from you instead of visiting other stores.

7. 5 6 One simple line can boost your
sales. “Order within 10 days and we’ll upgrade
you to the deluxe model.”

8. 1 You've seen this
technique used with computer sales. Buy a
computer and receive a free printer. This works
with a whole range of products. But be sure to
include a date on your offer. This politely urges
people to take advantage of your offer before time
runs out.

9. 6 No matter how you
approach your call to action, be sure to include
action phrases: Call Now. Toll Free. 24 Hours a
Day. Mail this coupon today in the postage-paid
envelope. Fax your response card.

10. + + Be sure to avoid passive
phrase I|ke You know how to reach us. Call when
you're ready to order.

Give your customers the perks of responding
immediately. They'll grab their wallets. You'll see an
increase in profits.

Management Tip: 3 Ways to Effectively Rally the Troops

When organizations are struggling and morale is low, it falls on a leader’'s shoulders to help keep
employees’ chins up and focus on the future. Use these three tips to motivate employees during

troubling times:

1. Sure your schedule is packed but don't invite employees to headquarters because
it's easiest for you. Visit them where they work. This signals that what they do matters.

2. No one tires of hearing they're doing a good job when the praise is genuine.
Explaln how their output is significant to the organization's long-term health.

s ! (

company supports them.

Employees often suffer first when things get tough—show them that the

SOURCE: John Baldoni

Harvard Business Publishing Management Tip adapted from “You Think You've Got Morale Problems?”
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Small business advertising is a science and an art.
Companies often miss the fundamentals of
advertising. Regardless of the size of your business an
understanding of the laws of advertising can reap
huge rewards.

My understanding of these fundamental laws came
years ago when | had the privilege of working for one
of the all-time advertising success stories;
NordicTrack. NordicTrack's advertising was based on
flawless execution of fundamentals.

According to Small Business Administration, 5% of
an entrepreneur's gross sales should be budgeted for
advertising. A 5% small business advertising budget

can only help if you understand the Ilaws of
advertising.
71/ & +

8 6 5 ) 9 A high response rate ad
usually conveys a single message. NordicTrack's
message of the "World's Best Aerobic Exerciser"
was simple and compelling. Your small business
advertising needs to quickly communicate its core
message in 3 seconds or less. If you are fearful
and overwhelmed by technology, which computer
book do you buy? "DOS for Dummies" began a
best-selling phenomena because its message was
easily understood and to the point.

" * 9 It has become human nature to
distrust advertising. Claims need to be real and
credible. Roy H. Williams, best-selling author of
the "Wizard of Ads" says, "Any claim made in your
advertising which your customer does not perceive
as the truth is a horrible waste of ad dollars."

NordicTrack added enormous credibility from a
University of Wisconsin-LaCrosse research study,
ranking the cross-country ski exerciser first in the
areas of weight loss, body fat reduction, and
cardiovascular fitness. Ivory soap's advertising
success was attributed to its credible statement
that ivory soap is the 99-44/100% pure.

# &%

by Darrell Zahorsky, About.com

+ 9 Large businesses have a greater
margin to waste capital and resources without
testing advertising. Small businesses do not have
the luxury. Use coupons, codes, and specials to
measure the headline, timing, and placement of
your ad. Test only one item at a time and one
medium. Testing can be as simple as asking every
customer for several weeks how they heard of your
business.

;& * 9 Every single brochure, box,
email and all company literature should have full
contact information including: website and email
address, phone and fax numbers, and company
address. It seems simple but is forgotten by most
companies. At NordicTrack, every box a ski
machine went into had full contact information
and the "World's Best Aerobic Exerciser" tagline.
Be everywhere.

< ) 9 Successful business
advertising speaks to one target market only. At
NordicTrack, the ads were tailored to each market.
An ad in a medical publication preached the
cardio-vascular benefits of cross-country skiing to
heart patients. Ads in women's magazines
discussed the weight-loss and calorie burn from
cross-country skiing. Focus the message to the
target group.

7 * * 9 Successful business advertising
does not sell a product or service. NordicTrack's
ads sold the free video. Once a potential customer
watched the video, they contacted the company for
more information. The end result, millions of
dollars of sales. Create ads that generate interest
and make the customer want more information.

Having a poor response is not the medium's fault.
Often the problem is the message. Small business
advertising is not a quick fix solution to marketing
your company. It takes planning, testing and constant
exposure to have an impact on your small business.
Done correctly, small business advertising can be a
winning strategy.

“Every sale has five basic obstacles: no need, no money, no hurry, no

desire, no trust.”

—Zig Ziglar
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For the complete list of scheduled

Don’t forget to mark your calendar!

events, check out our calendar at www.abbevillechamber.com.

July

August

September

July 16
5

2411 Charity Street
10:00 am—3:00 pm

July 28—29, 2009
Starting a Business?
Expanding a Business?
6) *
+

(See inserted flyer)

Nola’'s Beauty Salon - Boutique

August 6
) )
Abbeville Country Club
11:30 am—Registration
12:00 pm—1:00pm
Speaker:
) = & , President of
Louisiana Oil and Gas
Association

August 18
& )
Vermilion Parish Library
11:30 am—1:00 pm

August 25
3/ (
TBA
12:00 pm—1:00 pm

September 7—11
* *
(

September 29
3/ (
TBA
12:00 pm—1:00 pm

2009 Chamber Board

= >000

Years Remaining

Year Elected/

2009—3 years )
2009—3 years I ?
2009—3 years . &
2009—3 years (*
2009—3 years >
2008—2 years @ =
2008—2 years 2 4 -

2008—2 years
2008—2 years

Year Elected/
Years Remaining

2008—2 years
2007—1 years
2007—1 years
2007—1 years
2007—1 years
2007—1 years
Appt.—1yr.

Appt.—1yr.
Appt.—1yr.
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“Most studies of corporate exceptionalism or
"greatness" start with financial performance and work
backwards. We started with human performance and
worked forward.

We researched hundreds of companies that people
love - not just like, but love. We put them through a
stringent set of screening criteria to arrive at a final set
of 28 Firms of Endearment: companies truly loved by
all who come in contact with them - customers, em-
ployees, suppliers, environmentalists, the community,
even governments!

These companies pay their employees very well,
provide great value to customers, and have thriving,
profitable suppliers. They are also wonderful for inves-
tors, returning 1025% over the past 10 years, com-
pared to only 122% for the S&P 500 and 316% for the
companies profiled in the bestselling book

-- companies selected purely on the basis of
their ability to deliver superior returns to investors.

The world is changing dramatically, imposing new
requirements for success. To thrive in the future, com-
panies will have to embrace the social transformation
of capitalism. This inspirational book will show the
way.”

" #$ %

Firms of Endearment

[

Distinguished Professor of Business Administration
University of Southern California

“The men and women cited in this book... evidence
keen self-knowledge and project candor and maturity -
- three essential elements of integrity -- in their inter-
actions with others. In return, stakeholders in every
category place uncommon trust in their companies
and products. Beyond this, stakeholders develop real
affection for such companies. They literally love Firms
of Endearment (FoEs). It is not too much of a stretch
to see that as FoEs proliferate -- and that they are do-
ing -- the principles of leadership that guide their des-
tinies will be adopted by organizations of every stripe.”

Check out Firms of Endearment at the
Vermilion Parish Library
405 E. St. Victor
Abbeville, LA 70510
337-893-2674

For more information, go to
www.firmsofendearment.com.

(1 )*#O #

by Tina Thompson, GNT Enterprises

& /
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by Paul Sloane, author The Innovative Leader

The CEO of Black and Decker once said, “People
don’t go into a DIY store because they need one of our
drills. They go because they need a hole in the wall.”
Wonderbra in their internal communications to staff
say this, “We do not sell underwear. We do not sell
lingerie. What we sell is self-confidence for women.”
Harley Davidson does not sell motorbikes. It sells the
concept of freedom to middle-aged men.

What is it that your business really sells? What is
the true value that customers get from your products
or services? When you know the answers to these
guestions you can start to conceive new ways to
provide that value. It is the starting point for real
innovation.

Many companies make the mistake of defining what
they do in terms of their products or services rather
than by the benefit that the client derives from those.
Here are some examples:

Companies that thought they were in the horse-
drawn carriage business but were really in
transportation were wiped out by automobiles.
Companies that thought they were in the ice
supply business but were really in food and drink
storage were eliminated by refrigerators.
Companies that made slide rules failed to realize
they were in the technical calculation business and
were made obsolete by graphics calculators.
Companies that thought they were in the CD
business but were really in music were replaced by
digital downloads.

Companies that thought they were in the
typewriter business but were really in
communications were put out of business by the
word processor.

What business are you in? Why do your customers
buy the goods or services you provide? There are

several ways to find out:
Ask your customers.
Ask people who consider your product but do not
buy it.
Observe your customers and see how they use
your product.

And of course the answer may well be different for
different customers. Some people choose a certain
model of car to make them look good, others to feel
safe and others to enjoy the ride. Unless you know
exactly why prospective customers will buy your
product you are unable to properly market or sell.
Worse still you will be blind to the alternatives, the
opportunities and the threats which exist.

Change how you define your business from your
product to your product’s benefits for the customer.
So instead of saying, “We make typewriters,” say, “We

help people communicate effectively.” Instead of
saying, "We are an innovation management
consultancy," say, “We help clients develop new

sources of revenue and profit.”

One definition of innovation in business is an action
that extends customer value. So if we want to innovate
we need to understand what it is that the customer
really values. Then we can set our minds to the task of
how to extend that value. Start every week by asking
these questions:

What business are we in?
What do customers really value?
In what other ways could that value be delivered?

These questions are always worth asking. The
insights they lead to can be the source of potent
innovation in your products and services.

Management Tip: 4 Tips for Writing Emails That People Will Read

If a reader senses repetition, he is likely to start skimming or stop reading

altogether.

Replace adjectives and adverbs with numbers and examples. “This large mistake is
costing us lots of money” is better said, “This mistake is costing $1 million a month.

If a sentence doesn’t relate to your main point, delete it.

Many people read emails on a mobile device. Keep in mind that an email with only 10
sentences looks like a lengthy missive on a Blackberry screen.

I"# # $% &%
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humor

Promoting an Office

A psychotherapist was having a roaring business since he started from scratch. So much
so that he could now afford to have a proper shop banner advertising his wares. So he told a
kid to paint the sign board for him and put it above his shop entrance.

But instead of his business building up, it began to slacken. He had especially noticed the
ladies shying away from his shop after reading the sign board. So he decided to check it out
himself. Then he understood why!

The boy found a small wooden board so he had split the word into the 3 words:
Psycho-

the-
rapist.

How to Solve Sudoko T 0]
Puzzles

Sudoku doesn't require any special math
skills or calculations. It is a simple and fun

game of logic -- all that's needed is brains 0 y p T M
and concentration.

There is really only one rule to Sudoku: Fill
in the game board so that the numbers 1
through 9 occur exactly once in each row, y 0) C p
column, and 3 x 3 box. The numbers can
appear in any order and diagonals are not M 0
considered.

Your initial game board will consist of sev- n T M y H
eral numbers that are already placed.
Those numbers cannot be changed. Your
goal is to fill in the empty squares following M Cp M p
the simple rule above.
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Greater Abbeville-Vermilion
Chamber of Commerce PAID
1907 Veterans Memorial Drive
Abbeville, LA 70510

The mission of the Greater Abbeville-

We' Vermilion Chamber of Commerce
e’re on the web! ] ... .

www.abbevillechamber.com is to create a positive business

and community environment

by taking a leading role in community affairs,

being an information resource for its members,

and helping to provide a better quality of life

for the citizens of Vermilion Parish.

Many thanks To Our Newsletter Sponsors!
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