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NOTIFICATION
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NOTIFICATION
ITEM 1. Significant Parties

List the full names and business and residential addresses, as applicable, for the following
persons:

(a) the issuer's directors;

Justin Guisinger Address:
125 Hillcrest Dr. #6 125 Hillcrest Dr. #6
Encinitas, CA. 92024 Encinitas, CA. 92024

(b) the issuer's officers;

Justin Guisinger Address:
125 Hillcrest Dr. #6 125 Hillcrest Dr. #6
Encinitas, CA. 92024 Encinitas, CA. 92024

(c) the issuer's general partners;
N/A

(d) record owners of 5 percent or more of any class of the issuer's equity securities;

(1)

Justin Guisinger Address:

125 Hillcrest Dr. #6 125 Hillcrest Dr. #6
Encinitas, CA. 92024 Encinitas, CA. 92024
Total Shares: 75,000,000

Percentage:

Total Shares Owned/Controlled by Record Owners of 5§ percent or more:
Total Shares: 75,000,000
Percentage:

e) beneficial owners of 5 percent or more of any class of the issuer's equity securities;
q

(1

Justin Guisinger Address:

125 Hillcrest Dr. #6 125 Hillcrest Dr. #6
Encinitas, CA. 92024 Encinitas, CA. 92024
Total Shares: 75,000,000

Percentage:

Total Shares Owned/Controlled by Beneficial Owners of 5 percent or more:
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Total Shares: 75,000,000
Percentage:

(f) promoters of the issuer;

Justin Guisinger Address:
125 Hillcrest Dr. #6 125 Hillerest Dr. #6
Encinitas, CA. 92024 Encinitas, CA. 92024

(g) affiliates of the issuer;

N/A

(h) counsel to the issuer with respect to the proposed offering;
The Company has retained the Law Firm of Applbaum & Zouvas, LLP, as its corporate counsel.
APPLBAUM & ZOUVAS, LLP

925 HOTEL CIRCLE SOUTH

SAN DIEGO, CA. 92108

619.688-1715

(i) each underwriter with respect to the proposed offering;
N/A

(i) the underwriter's directors;

N/A

k) the underwriter's officers,

N/A

(1) the underwriter's general partners; and

N/A

(m} counsel to the underwriter.

N/A

ITEM 2. Application of Rule 262

None of the persons identified in response to Item 1 are subject to any of the disqualification
provisions set forth in Rule 262.

ITEM 3. Affiliate Sales
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No part of the proposed offering involves the resale of securities by affiliates of the issuer.

The issuer has not had a net income from operations of the character in which the issuer intends
to engage for at least one of its last two fiscal years.

ITEM 4. Jurisdictions in Which Securities Are to be Offered

(a) The jurisdiction(s) in which the securities are to be offered by underwriters, dealers or
salespersons pursuant to this Form 1-A are:

N/A

(b) List the jurisdictions in which the securities are to be offered other than by underwriters,
dealers or salesmen and state the method by which such securities are to be offered.

The jurisdictions in which the securities are to be offered in states to be determined. Securities
are to be offered directly by Global Media Affiliates.

The Securities are being offered by the issuer to all Fifty (50} states of the United States of
America. The method for offering these securities is through this Form 1-A.

ITEM 5. Unregistered Securities Issued or Sold Within One Year

There have been no sales of unregistered securities within the past year prior to the filing of this
Form [-A,

There have been no shares issued within the past year.

There were no sales of unregistered securities of the issuer or any of its predecessors or affiliated
issuers which were sold within one year prior to the filing of this Form 1-A by or for the account
of any person who at the time was a director, officer, promoter or principal security holder of the
issuer of such securities, or was an underwriter of any securities of such issuer.

ITEM 6. Other Present or Proposed Offerings

Neither the issuer or any of its affiliates are currently offering or contemplating the offering of
any securities in addition to those covered by this Form 1-A.

ITEM 7. Marketing Arrangements
There are no arrangements known to the issuer or to any person named in response to ltem |
above or to any seiling security holder in the offering covered by this Form 1-A for any of the

following purposes:

(1) To limit or restrict the sale of other securities of the same class as those to be offered for the
period of distribution;

(2) To stabilize the market for any of the securities to be offered;
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(3) For withholding commissions, or otherwise to hold each underwriter or dealer responsible for
the distribution of its participation.

(b) There is no underwriter that intends to confirm sales to any accounts over which it exercises
discretionary authority and include an estimate of the amount of securities so intended to be
confirmed.

ITEM 8. Relationship with Issuer of Experts Named in Offering Statement

No expert named in the offering statement who is prepared or certified any part thereof was
employed for such purpose on a contingent basis or, at the time of such preparation or
certification or at any time thereafter, had a material interest in the issuer or any of its parents or
subsidiaries or was connected with the issuer or any of its subsidiaries as a promoter,
underwriter, voting trustee, director, officer or employee furnish a brief statement of the nature
of such contingent basis, interest or connection.

ITEM 9. Use of a Solicitation of Interest Document

No publication authorized by Rule 254 was used prior to the filing of this notification.
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GLOBAL MEDIA AFFILIATES, INC.

Type of securities offered: Common Stock
Maximum number of securities offered: 50,000,000
Minimum number of securities offered: 30,000,000
Price per security: $0.10

Total proceeds: If maximum sold: $5,000,000

If minimum sold: $3,000,000

(See Questions 9 and 10)

Is a commissioned selling agent selling the securities in this offering? No.

If yes, what percent is commission of price to public? N/A

Is there other compensation to selling agent(s)?[ ] Yes [X ] No

Is there a finder's fee or similar payment to any person?{ ] Yes [ X ] No (See Question No.
22)

Is there an escrow of proceeds until minimum is obtained? [ ] Yes [ X ] No (See Question
No. 26)

Is this offering limited to members of a special group, such as employees of the Company or
individuals? [ ] Yes [ X ] No (See Question No. 25)

Is transfer of the securities restricted? [ | Yes [ X] No (See Question No. 25)

THE U.S. SECURITIES AND EXCHANGE COMMISSION DOES NOT PASS UPON THE
MERITS OF ANY SECURITIES OFFERED OR THE TERMS OF THE OFFERING, NOR
DOES IT PASS UPON THE ACCURACY OR COMPLETENESS OF ANY OFFERING
CIRCULAR OR SELLING LITERATURE. THESE SECURITIES ARE OFFERED UNDER
AN EXEMPTION FROM REGISTRATION; HOWEVER, THE COMMISSION HAS NOT
MADE AN INDEPENDENT DETERMINATION THAT THESE SECURITIES ARE
EXEMPT FROM REGISTRATION.

THE SECURITIES ARE OFFERED TO ACCREDITED INVESTORS ONLY.

INVESTMENT IN SMALL BUSINESSES INVOLVES A HIGH DEGREE OF RISK, AND
INVESTORS SHOULD NOT INVEST ANY FUNDS IN THIS OCFFERING UNLESS THEY
CAN AFFORD TO LOSE THEIR ENTIRE INVESTMENT. SEE QUESTION NO. 2 FOR THE
RISK FACTORS THAT MANAGEMENT BELIEVES PRESENT THE MOST
SUBSTANTIAL RISKS TO AN INVESTOR IN THIS OFFERING.

7 of 162




IN MAKING AN INVESTMENT DECISION INVESTORS MUST RELY ON THEIR OWN
EXAMINATION OF THE ISSUER AND THE TERMS OF THE OFFERING, INCLUDING
THE MERITS AND RISKS INVOLVED. THESE SECURITIES HAVE NOT BEEN
RECOMMENDED OR APPROVED BY ANY FEDERAL OR STATE SECURITIES
COMMISSION OR REGULATORY AUTHORITY. FURTHERMORE, THESE
AUTHORITIES HAVE NOT PASSED UPON THE ACCURACY OR ADEQUACY OF THIS
DOCUMENT. ANY REPRESENTATION TO THE CONTRARY IS A CRIMINAL OFFENSE.

This Company:
[ ] Has never conducted operations.
[X] Is in the development stage.

Is currently conducting operations.

Has shown a profit in the last fiscal year.
Other (Specify):

(Check at least one, as appropriate)

[ R R W I W

[
{
[

This offering has been registered for offer and sale in the following states:

State State File No. Effective Date
N/A N/A N/A
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THIS OFFERING CIRCULAR CONTAINS ALL OF THE REPRESENTATIONS BY
THE COMPANY CONCERNING THIS OFFERING, AND NO PERSON SHALL MAKE
DIFFERENT OR BROADER STATEMENTS THAN THOSE CONTAINED HEREIN.
INVESTORS ARE CAUTIONED NOT TO RELY UPON ANY INFORMATION NOT
EXPRESSLY SET FORTH IN THIS OFFERING CIRCULAR,

This Offering Circular, together with Financial Statements and other Attachments, consists of a
total of 162 pages.
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THE COMPANY

1. Exact corporate name: GLOBAL MEDIA AFFILIATES, INC.
(hereinafter “GMA” or the “Company”)

State and date of incorporation: NEVADA on 6/13/2006

Street address of principal office: 8880 Rio San Diego Dr., 8" Floor, PMB 823,
San Diego, CA 92108

Company Telephone Number: (877) 606-6621

Fiscal year: 12/31
{month)/{(day)

Person(s) to contact at Company with respect to offering: Justin Guisinger
Telephone Number (if different from above):

RISK FACTORS

AN INVESTMENT IN THESE SECURITIES INVOLVES AN EXCEPTIONALLY HIGH DEGREE OF RISK
AND IS EXTREMELY SPECULATIVE. IN ADDITION TO THE OTHER INFORMATION REGARDING
OUR COMPANY CONTAINED IN THIS PROSPECTUS, YOU SHOULD CONSIDER MANY IMPORTANT
FACTORS IN DETERMINING WHETHER TO PURCHASE THE SHARES BEING OFFERED. THE
FOLLOWING RISK FACTORS ARE THE POTENTIAL AND SUBSTANTIAL RISKS WHICH COULD BE
INVOLVED IF YOU DECIDE TO PURCHASE SHARES IN THIS OF FERING.

(1)  GMA May be Unable to Increase its Market Size

In order to maximize our revenues, GMA needs to increase its market size. If it is unable
to do so, there could be a material adverse affect on GMA operations, market acceptance and
ultimately our stock price. While GMA anticipates successfully increasing our market size
considerably, there can be no guarantee of this result.

2) Failure 1o properly manage growth could result in a material negative impact on our
revenue, distract our management and waste our resources

Rapid growth strategy could result in a strain on our infrastructure and internal systems or
require us to recruit additional senior management and other personnel at substantial costs. This
could result in a material negative impact on our business operations and profit margins. In
general, the company views rapid growth as a positive implication, but must be able to manage
such growth in an effective manner,

(3) Many of our competitors have greater resources and are more diversified than we are

GMA will be competing for revenues and market share against corporations that are
significantly larger and more established than GMA. There has been consolidation in the
industry and our competitors include market participants with interests in multiple media
businesses which are often vertically integrated and/or are part of large diversified corporate
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groups with a variety of other operations that can provide stable sources of earnings that may
allow them better to offset fluctuations in the financial performance of their business operations.
In addition, these competitors may have more resources with which to compete for product ideas,
storylines and scripts created by third parties as well as for actors, directors and other personnel
required for production of DRTV advertising campaigns. The resources of these competitors
may also give them an advantage in acquiring other businesses or assets that we might also be
interested in acquiring.

(4) We must successfully respond to rapid changes in technology, services and standards
to remain compeltitive

Technology in the video, telecommunications, radio, music and data services used in the
entertainment and Internet industries is changing rapidly. Advances in technologies or alternative
methods of product delivery or storage or certain changes in consumer behavior driven by these
or other technologies and methods of delivery and storage could have a negative effect on our
businesses.

Examples of such advances in technologies include video-on-demand, satellite radio, new
video formats and downloading from the Internet. For example, devices which allow users to
view or listen to television or radio programs on a time-delayed basis and technologies which
enable users to fast-forward or skip advertisements, such as DVR's and portable digital devices,
may cause changes in consumer behavior that could adversely affect our revenues. In addition,
further increases in the use of portable digital devices which allow users to view or listen to
content of their own choosing, in their own time, while avoiding traditional commercial
advertisements, could adversely affect our radio and television broadcasting advertising
revenues.

Also, cable providers and direct-to-home satellite operators are developing new
techniques that allow them to transmit more channels on their existing equipment to highly
targeted audiences, reducing the cost of creating channels and potentially leading to the division
of the television marketplace into more specialized niche audiences. More television options
increase competition for viewers and competitors targeting products to narrowly defined
audiences may gain an advantage over us for generating revenues in said niche markets.

The ability to anticipate and adapt to changes in technology on a timely basis and exploit
new sources of revenue from these changes will affect our ability to continue to grow and
increase our revenue and profitability.

(5) Unable to Develop or Obtain Programming

If GMA cannot develop or obtain suitable DRTV programming and content for its
products and services, then distribution of our products might be limited, and the attraction of
advertising with GMA could also diminish which could have a material adverse impact on GMA
operations, market acceptance and ultimately our stock price. GMA does not anticipate incurring
any inability to develop or obtain suitable programming for our product lines, however, the
successful development of such programming can not be guaranteed.
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(6)  Loss of Certain Strategic Relationships

GMA’s success will rely to an extent on its strategic relationships in the areas of
advertising and distribution channels. If these relationships should be lost, GMA would have to
obtain new strategic relationships from other sources which could result in GMA’s revenue
declining for some period of time and might have a long term material adverse effect on GMA
revenues and ultimately our ability to conduct business profitably.

(7  Federal Communication Commissions Regulation

The business of GMA is directly and indirectly subject to regulation by the Federal
Communications Commission. Should the Federal Communications Division through its
regulatory authority impose fines, revoke licenses of carriers of GMA content, or impose new
regulations which make it difficult for GMA to distribute its content, the profitability of GMA
might be severely impacted in a negative fashion.

(8) Consumer Preferences May Change

While currently there is a vast market for GMA’s products, this preference could change
for any number of reasons currently unforeseen to GMA. Such a shift in consumer preference
and spending habits could have a material adverse affect on GMA operations, market acceptance
and ultimately our stock price.

(9)  We have an Accumulated Deficit and we have a Limited History of Operations as a
Company

We have incurred relatively small debt for operating costs since our inception as a
corporation. Operating losses may continue, which could adversely affect financial results from
operations and stockholder value, and there is a risk that we may never become profitable. While
GMA does not anticipate the occurrence of continuing losses after our product positioning and
generation of revenues through product sales, the profitability of GMA can not be guaranteed.

As of September 30, 2006 we had an accumulated deficit of $22,000, all of which related
to our ongoing operations. There can be no assurance that we should be successful in managing
the Company as a major media and marketing network.

(10)  We expect to have a need for Additional Financing in the Future

As of December 31, 2006, we had a working capital deficit of $30,818. Subsequently, in
January 2007, we received a cash infusion of $75,000 from our shareholder which we expect to
be adequate for our operating needs until we complete the stock offering. While we do not
anticipate any cash flow issues in the foreseeable future, our limited history of operations could
raise a substantial doubt in the future about our ability to continue as a going concern. There can
be no assurance that we will have adequate capital resources to fund planned operations or that
any additional funds will be available to us when needed, or if available, will be available on
favorable terms or in amounts required by us. If we are unable to obtain adequate capital
resources to fund our business operations, it may be required to delay, scale back or eliminate
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some or all of our operations, which may have a material adverse effect on our business, results
of operations and ability to operate as a going concern.

Qur business requires a substantial investment of capital. The production and distribution
of our services and products require a significant amount of capital. In the future, we may requite
a significant portion of our capital requirements from private parties, institutions, or other
sources. Although we intend to reduce the risks of our exposure through strict financial
guidelines and prompt payments from customers, we cannot assure you that we will be able to
implement successfully these arrangements or that we will not be subject to substantial financial
risks relating to the production, acquisition, completion and release of future products. If we
increase our production budget, we may be required to increase overhead, make larger payments
for marketing purposes and consequently bear greater financial risks. Any of the foregoing could
have a material adverse effect on our business, results of operations or financial condition.

GMA anticipates reaching profitability after the successful execution of our initial
product launches, but can make no guarantee as to the actual outcome of such business
operations.

(11}  Penny Stock Regulation

Our common stock is deemed to be a penny stock. Penny stocks generally are equity
securities with a price of less than $5.00 per share other than securities registered on certain
national securities exchanges or quoted on the NASDAQ Stock Market, provided that current
price and volume information with respect to transactions in such securities is provided by the
exchange or system.

Our securities may be subject to "penny stock rules" that impose additional sales practice
requirements on broker-dealers who sell such securities to persons other than established
customers and accredited investors (generally those with assets in excess of $1,000,000 or annual
income exceeding $200,000 or $300,000 together with their spouse). For transactions covered by
these rules, the broker-dealer must make a special suitability determination for the purchase of
such securities and have received the purchaser's written consent to the transaction prior to the
purchase. Additionally, for any transaction involving a penny stock, unless exempt, the "penny
stock rules” require the delivery, prior to the transaction, of a disclosure schedule prescribed by
the Commission relating to the penny stock market.

The broker-dealer also must disclose the commissions payable to both the broker-dealer
and the registered representative and current quotations for the securities. Finally, monthly
statements must be sent disclosing recent price information on the limited market in penny
stocks.

Consequently, the "penny stock rules" may restrict the ability of broker-dealers to sell our
securities. The foregoing required penny stock restrictions should not apply to our securities if
such securities maintain a market price of $5.00 or greater. Considering our stock currently has a
bid price of $.10 cents with little or no volume, there can be no assurance that the price of our
securities will ever maintain or exceed such a level.
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(12)  Risks of Litigation

The nature of the media industry is such that claims from third parties alleging
infringement upon their rights to intellectual property are not uncommon. It is possible that we
could receive such claims at some point in the future following release of programming by us.
Such claims could have material adverse impact on our results from operations and our financial
statements.

While GMA will work to ensure proper procedure for safeguarding our legal intellectual
property rights, there can be no assurance that infringement or invalidity claims (or claims for
indemnification resulting from infringement claims) will not be asserted or prosecuted against
us, or that any assertions or prosecutions will not materially adversely affect our business,
financial condition or results of operations. Irrespective of the validity or the successful assertion
of such claims, we would incur significant costs and diversion of resources with respect to the
defense thereof, which could have a material adverse effect on our business, financial condition
or results of operations.

(13}  Our Director Owns a Large Portion of our Common Stock

As of December 31, 2006, Justin Guisinger, our director, beneficially owns
approximately 100% of our outstanding Common Stock. This concentration of our common
stock ownership, combined with Mr. Guisinger’s position as a member of our Board of
Directors, substantially reduce the ability of other shareholders to impact matters requiring
shareholder approval, or cause a change in control to occur., As a result, Mr. Guisinger, acting as
the majority shareholder, is able to exercise sole discretion over all matters requiring shareholder
approval, including the election of the entire board of directors and approval of significant
corporate transactions, including an acquisition. Such concentration of ownership may also have
the effect of delaying or preventing a change in control or impeding a merger, consolidation,
takeover or other business combination, or discouraging a potential acquirer from making a
tender offer or otherwise attempting to obtain control of the Company.

(14)  Fluctuation of Operating Results

Like other companies in our industry, our revenues and results of operations could be
significantly dependent upon the timing of programming releases and the commercial success of
the programming we distribute, none of which can be predicted with certainty. Accordingly, our
revenues and results of operations may fluctuate significantly from period to period, and the
results of any one period may not be indicative of the results for any future periods.

In accordance with generally accepted accounting principles and industry practice, we
intend to amortize programming costs using the individual-program-forecast method under
which such costs are amortized for each program in the ratio that revenue earned in the current
period for such title bears to management's estimate of the total revenues to be realized from all
media and markets for such title. To comply with this accounting principal, our management
plans to regularly review, and revise when necessary, our total revenue estimates on a program-
by-program basis, which may result in a change in the rate of amortization and/or a write-down
of the program asset to net realizable value. Results of operations in future years should be
dependent upon our amortization of programming costs and may be significantly affected by
periodic adjustments in amortization rates. The likelihood of the Company's reporting of losses is
increased because the industry's accounting method requires the immediate recognition of the
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entire loss in instances where it is expected that a program should not recover the Company's
investment.

Similarly, should any of our services be profitable in a given period, we should have to
recognize that profit over the entire revenue stream expected to be generated by the individual
program.

(15)  Difficulties with Relationships Impacting Organized Labor may Adversely Impact our
Earnings and Ability to Complete Television Projects or Provide Programming

Classes of personnel required to complete a program or commercial advertisement often
bargain collectively through guilds and unions. There is no assurance that labor difficulties will
not adversely affect the production of our programs and commercial advertisements.

It is common for television directors, producers, animators and actors at television
production companies to belong to a union. We may be directly or indirectly dependent upon the
work of union members, and work stoppages or strikes organized by such unions could
materially adversely impact our business, specifically in regard to the time delay and/or
production cost increase which may result from such a strike. This could adversely impact our
financial condition or results of operations. For example, many of the actors who provide voice
talent for films and television are members of the Screen Actors Guild (SAG) and/or the
American Federation of Television and Radio Artists (AFTRA). If a work stoppage did occur, it
could delay the completion of our programs and have a material adverse effect on our business
operating results or financial condition.

GMA does not anticipate that such a strike or work stoppage would be likely to occur
over the limited course of a DRTV production, or that if such a strike were to occur that the
Company would not be able to maintain business operations successfully moving forward, but
can make no guarantee as to the outcome if such an event were to occur on one of our
productions.

(16) We are Subject to Risks Caused by the Availability and Cost of Insurance

Changing conditions in the insurance industry have affected most areas of corporate
insurance. These changes have equated to higher premium costs, higher deductibles and lower
insurance coverage limits. We intend to obtain insurance policies standard in our industry,
including general liability insurance and related insurance. This decision should be made by our
management after their review of other insurance policies we obtain for our operations. There is
no way to know how comprehensive our coverage may be or how such a loss might impact the
success of the Company.

(17)  Qur Success Depends on the Commercial Success of our Television Programming,
which is Unpredictable

Operating in our industry involves a degree of risk. Each DRTV campaign is an
individual work, and unpredictable audience reactions primarily determine commercial success.
While the Company will utilize market research in a comprehensive manner, the fact remains
that the commercial appeal of various consumer product lines can never be predicted with
absolute certainty. Generally, the popularity of our programs and commercial advertisements
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may depend on many factors, including but not limited to the key talent involved, and the
commercial appeal of the specific advertised products.

The commercial success of our DRTV campaigning also depends upon the quality and
acceptance of similar types of programs that our competitors release into the marketplace at or
near the same time, critical reviews, the availability of alternatives, general economic conditions
and other tangible and intangible factors, many of which we do not control and all of which may
change.

We cannot predict the future effects of these factors with certainty, any of which factors
could have a material adverse effect on our business, results of operations and financial
condition.

Our success could depend on the experience and judgment of our management to select
and develop new investment and programming opportunities to increase sales on new product
lines and ultimately profitability. We cannot make assurances that our efforts will obtain
favorable results, or that our programming will perform well on the various satellite, cable and
station outlets we plan to distribute our programming to. The failure to achieve any of the
foregoing could have a material adverse effect on our business, results of operations and
financial condition.

(18) We are Smaller and Less Diversified than Most of our Competitors

Although we plan to be a major integrated DRTV corporation in the future, we expect to
constantly compete with major U.S. and international corporations. Most of the competing
groups can provide both the means of distributing their programming and products, and enjoy
stable sources of earnings that may allow them better to offset fluctuations in the financial
performance of their television operations. In addition, the major competitors have more
resources with which to compete for ideas, products, storylines and scripts created by third
parties as well as for key personnel required for production. The resources of said competitors
may also give them an advantage in acquiring other businesses or assets, that we might also be
interested in acquiring. The foregoing could have a material adverse effect on our business,
results of operations and financial condition.

(19)  We May Not be Able to Obtain Additional Funding to Meet our Requirements

Our ability to grow the Company through acquisitions, business combinations and joint
ventures, to maintain and expand our development, acquisition, production and distribution of
products and media services, and to fund our operating expenses will depend upon our ability to
obtain funds through equity financing, debt financing (including credit facilities) or the sale or
syndication of some or all of our interests in certain projects or other assets. If we do not have
access to such financing arrangements, and if other funding does not become available on terms
acceptable to us, there could be a material adverse effect on our business, results of operations or
financial condition.

(20) Leverage Risks

The degree to which we may become leveraged may require us to dedicate a portion of
our cash flow to the payment of principal of, and interest on, such incurred indebtedness,
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reducing the amount of cash flow available to fund production costs and other operating
expenses. Additionally, the degree to which we might become leveraged may adversely affect
our ability to obtain additional financing, if necessary, for such operating expenses, to compete
effectively against competitors with greater financial resources, to withstand downturns in our
business or the economy generally and to pursue strategic acquisitions and other business
opportunities that may be in the best interests of us and our stockholders.

The Company does not anticipate becoming leveraged to the extent described above, and
in the opinion of management believes that a successful offering will provide adequate funds for
the Company to become profitable following successful product launches. However, it can not
be guaranteed that the Company will be able achieve such profitability, and investors should
keep this in mind while making investment decisions.

Note: In addition to the above risks, businesses are ofien subject 1o risks not foreseen or fully
appreciated by management. In reviewing this Offering Circular potential investors should keep
in mind other possible risks that could be important.

{21) SHOULD OUR STOCK BECOME LISTED ON THE OTC BULLETIN BOARD, IF WE FAIL TO
REMAIN CURRENT ON OUR REPORTING REQUIREMENTS, WE COULD BE REMOVED FROM THE
OTC BULLETIN BOARD WHICH WOULD LIMIT THE ABILITY OF BROKER-DEALERS TO SELL OUR
SECURITIES AND THE ABILITY OF STOCKHOLDERS TO SELL THEIR SECURITIES IN THE
SECONDARY MARKET,

Companies trading on the Over-The-Counter Bulletin Board, such as we are seeking to
become, must be reporting issuers under Section 12 of the Securities Exchange Act of 1934, as
amended, and must be current in their reports under Section 13, in order to maintain price
quotation privileges on the OTC Bulletin Board. If we fail to remain current on our reporting
requirements, we could be removed from the OTC Bulletin Board. As a result, the market
liquidity for our securities could be severely adversely affected by limiting the ability of broker-
dealers to sell our securities and the ability of stockholders to sell their securities in the
secondary market. In addition, we may be unable to get re-listed on the OTC Bulletin Board,
which may have an adverse material effect on our Company.

(22)  Resale of our securities may be difficult because there is no current market for our
securities and it is possible that no market will develop.

There is no current public market for our securities, and no assurance that such a public market
will develop in the future. Therefore there is no central place, such as stock exchange or
electronic trading system, to resell your shares. If you do want to resell your shares, you will
have to locate a buyer and negotiate your own sale.

Even in the event that such a public market does develop, there is no assurance that it will be
maintained or that it will be sufficiently active or liquid to allow shareholders to easily dispose of
their shares. Even if a market does develop there is no guarantee that you will be able to sell your
stock for the same amount you originally paid for it.

Our failure to be listed on an exchange or NASDAQ makes trading our shares more difficult for
investors, It may also make it more difficult for us to raise additional capital. Further, we may
also incur additional costs under state blue sky laws in connection with any sales of our
securities.
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Risks Associated With OQur Securities:
(23) Wedo not expect to pay dividends in the foreseeable future.

We intend to retain any future earnings to finance the growth and development of our business.
Therefore, we do not expect to pay any cash dividends in the foreseeable future. Any future
dividends will depend on our earnings, if any, and our financial requirements.

We have historically lost money so we intend to retain the future profit in the company to sustain
the business growth rather than pay dividends.

BUSINESS AND PROPERTIES
3. With respect to the business of the Company and its properties:

(a) Describe in detail what business the Company does and proposes to do, including what
product or goods are or will be produced or services that are or will be rendered.

Global Media AfTiliates, Inc. (GMA)'s goal is to become a leader in the field of producing,
marketing, and selling consumer products on a national level by utilizing direct response
television advertising (DRTV) as a primary source of generating consumer sales. Specifically,
the products we intend to bring to market in 2007 are published non-fiction / self-help books
which we believe will have considerable commercial appeal to a broad national consumer base.
A detailed description of the four books is found in the following section titled “The GMA
Platform and Initial Launch.”

DRTYV stands for "Direct Response Television" marketing. It is a specific advertising format that
calls consumers directly to action by immediately picking up the phone or going to the website to
order the product. This form of marketing cuts out the need for a retail middleman, thereby
increasing profit margins on all products. GMA develops, produces, and markets commercially
viable products that have considerable mark-up prices, aiming to maximize profitability.
Additionally, DRTV marketing has the ability to reach a large national audience, thereby
increasing our opportunities to benefit from economies of scale.

Additionally, our Direct Response marketing will inciude e-commerce campaigns utilizing SEO
(search engine optimized), which allows consumers to find and purchase our products online.
Additionally, GMA intends to proceed to traditional retail distribution (after utilizing DRTV
marketing) to further reach consumers looking for our product lines, by working with a
wholesale distribution company called Biblio which distributes to major book retailers including
Borders, Barnes & Noble, and Waldenbooks. For a detailed description on retail distribution,
please see the section under Business & Properties titled “Traditional Retail Marketing.”

By strategic product development, we mean that Global Media will develop products which we
anticipate will be appealing to a large national audience. In order to determine what makes
products commercially viable, we look at DRTV market trends and consumer activity.

For instance, when discussing our initial product lines, we can site several examples, one such is
Tony Robbins, who has marketed several books using DRTV marketing with great sales volume
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and profitability. Another example would be Kevin Trudeau, whose DRTV marketed book
‘Natural Cures’ was on the NY Times best seller list for months. A further example would be
Information USA, a company which uses DRTV to sell books on how to get government grants
and has enjoyed significant sales volume on this particular product line. Furthermore, the cost of
producing such literary products is considerably low in regards to the price point in which the
product can be sold for.

The success of the products mentioned above were due primarily to the fact that they were
marketed effectively as products that assist in fulfilling some of the most basic desires in life.
Whether it is the desire for personal success and motivation, a healthy lifestyle, or access to
financial resources, these products tapped into important aspects of consumer’s lives. GMA
believes that our products will tap into similar desires which, to the best of our knowledge, have
not been utilized by implementing an integrated DRTV marketing format.

To further develop products in commercially viable lines such as health, beauty, and fitness
products, Global Media intends to allocate funding for R&D into developing excellent products
and analyzing which products sell high volume and why. Current market research indicates that
certain cosmetics, diet plans or pills, and fitness products/programs sell high volume on DRTV
methodology and GMA intends to explore these opportunities, contingent upon the successful
completion of our initial product launches.

GMA’s marketing methodology aims to keep costs low while maximizing exposure to a national
consumer base, allowing us to recognize considerable profit opportunities.

Gunslinger Entertainment is wholly owned subsidiary of GMA, and was recorded as a registered
Limited Liability Corporation in California in January of 2006. This Company specializes in
producing commercially viable DVDs and books marketed to consumers on a national level, and
retains all copyrights of products.

GMA is currently working in conjunction with Gunslinger Entertainment on its national product
launches. By utilizing the effectiveness of its direct response marketing model, GMA targets
maximum profitability through direct sales.

Direct Response Marketing is a powerful way to generate sales. It consists of television
advertising in an infomercial style format (be it 30 minutes or 1 minute) which directly calls
consumers {o action with the theory of ‘people don’t buy, people are sold.’

In addition to benefiting from our own integrated approach to consumer sales, GMA will work
with clients to assist in the development of product positioning on a national level. While
providing consultative services to clients will not be the focal point of our business model, it
does provide additional opportunities to generate revenue. GMA uses strategic media placement -
and targeted demographic information to help clients achieve success with their marketing.
Assisting clients in their marketing efforts will be another source of generating revenues for
GMA, although it wili not be the focal point of our business model.

Global Media Affiliates Inc. can provide a wide array of services for its clients. For companies
looking to promote its product or service on a local or national level, GMA can assist in the
creation of multi-media print, web, and television advertising campaigns as well as strategic
media placement and targeted demographic information. By servicing clients, GMA can
recognize another profit opportunity to further increase revenues.
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GMA’s marketing methods aim to ensure success by keeping costs low and maximizing
exposure to a broad consumer base. GMA will work with clients from start to finish on a
specifically tailored campaign to best suit the client’s needs.

A corporate overview of GMA may also be found online at www.globalmediaaffiliates.com

(b) Describe how these products or services are to be produced or rendered and how and when
the Company intends to carry out its activities. If the Company plans to offer a new product(s),
state the present stage of development, including whether or not a working prototype(s) is in
existence. Indicate if completion of development of the product would require a material amount
of the resources of the Company, and the estimated amount. If the Company is or is expected to
be dependent upon one or a limited number of suppliers for essential raw materials, energy or
other items, describe. Describe any major existing supply contracts.

The GMA Platform and Initial Launch

GMA is currently developing four unique products that we anticipate will have commercial
appeal and high demand to a broad national consumer base. The four products are:

a.) “the spark”

b.) “surefire guide to gambling strategies”

c.) “so you want to lose 30 pounds in 3 months?”

d.) “beginners guide to making money in the financial markets”

“The Spark” will be marketed on the appeal for the basic desire people have for experiencing a
fulfilling romantic life. GMA recognizes that there is a significantly large national market of
consumers who are in a situation where they are interested in enhancing their romantic
experience, which is a very important aspect of many people’s lives. The product will be an
aesthetically designed 2 for 1 package outlining ways to bring the romance back to their
relationship. GMA anticipates “the spark” to be a high demand product marketed to a national
consumer base of couples who are married, or in long term relationships, and looking to bring
the ‘spark back’.

Mr. Guisinger, the President of GMA, has met in person with Rae Lesser Blumberg Ph.D. and
discussed the potential of her authoring “The Spark.” Dr. Blumberg is a professor of sociology at
the University of Virginia and also professor emerita of sociology at the University of California,
San Diego. Dr. Blumberg has authored four published books previously. While her work focuses
primarily on socio-economic and gender issues, her credentials as a professor of sociology are
advantageous to authoring a book such as “The Spark.” The company currently has no material
contract with Dr. Blumberg, but has spoken verbally with her in person and in the best judgment
of management believes Dr. Blumberg will be a good fit. The company intends to negotiate a
contract but can not cite specific terms until a definitive agreement has been established. The
company will, however, maintain all intellectual property rights (copyright) on the product. If a
material contract can not be reached with Dr. Blumberg, the company will approach other
professionals with similar credentials (such as relational therapists). In the unforeseen event that
no material contract can be reached at this stage, Mr. Guisinger will personally author the book.
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This product, like all of our products under development, entails a very low cost of production in
regards to the retail price point we have established consumers would be willing to pay, based on
market research. We believe that the mark-up on this, and additional product lines, stand to offer
GMA a great opportunity to recognize rapid growth of revenues and profits. Specifically, the
production cost of the product is $1.23 per unit while the retail price point can be reasonably set
at $19.99. The cost per unit is based on a 2006 estimate provided via phone by Morris Printing,
based on an initial quantity order of 50,000 units.

The product has practical benefit to the consumer base in this demographic. The book/s will
provide a list of romantic date ideas, and show them a list of ways to bring the spark back. The
product will offer them an affordable and exciting way to enjoy a product that can assist in one
of the most important aspects of their life. The book’s cover design was created by LM
Designing of Santa Monica, CA and GMA maintains the rights to that artistic work.

Our second product will be titled “the surefire guide to gambling strategies” and will be
marketed to the very large national audience of consumers who are interested in learning more
about gaming strategy, including poker, blackjack, craps, and other popular casino games.
Casino gaming revenues have doubled to $22billion since 2000, indicating that gaming is
increasing in popularity and widening its consumer base (source — BusinessWeek online,
9/25/06). GMA intends to reach individuals looking for strategic advice on gaming strategies and
probabilities by creating an effective advertising format to promote the product.

Like “the spark,” “the surefire guide to gambling strategies” will be a low cost production item
which can retail substantially higher. It is important to note that competition from internet sites
offering similar information will make it important that our DRTV campaign is executed in such
a way to effectively increase the impulse purchase quality of our product. The author of “the
surefire guide to gambling strategies” is Justin Guisinger, who at the time of the filing has
completed the book in its entirety. The book has been submitted to the US Copyright Office for
copyright protection and is recorded, via certified mail through the US Postal Service, as having
been received on 02/05/2007 Furthermore, the company has received an ISBN (international
standard book number) through RR Bowker, the authorized agency for issuing ISBNs, which is
important for distribution and cataloguing. Additionally, the book’s back cover contains a bar
code which is something that is necessary for retailers to carry and sell published books.

In regards to “so you want to lose 30 pounds in 3 months?” we can note that diet plans and
programs have consistently been top selling products over DRTV campaigns. New dieting trends
arise from time to time, including the very popular Atkins diet and South Beach diet. GMA
intends to capitalize on the vast audience of American consumers desiring to lose weight and get
into better shape by offering a unique new dieting program outlined in the product. We believe
this product will be particutarly well positioned for marketing in January or February, a time
when many Americans have put on a few extra pounds over the holidays and are making New
Year’s resolutions to get in better shape. However, selling diet plans can prove profitable
anytime of the year. The company currently has no material contract in place for the author of
this book, but intends to approach nutritional specialists and/or physical trainers who are
qualified to create a dietary and exercise plan to help consumers achieve their weight loss goal.
GMA does not anticipate having any difficulty sourcing a qualified author with whom to
negotiate a reasonable publishing contract but can make no guarantee in this regard.

Finally, our fourth product under development titled “a beginners guide to making money in the
financial markets” is positioned to appeal to large base of individuals looking for a
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comprehensive guide to investing, written in simple terms that can be easily understood by
individuals unfamiliar with the markets. At the time of this offering, the mainstream media has
provided broad coverage of the Dow Jones record setting highs. We believe this coverage, like
other times when the markets are bullish, creates awareness that individual investors can profit
from wise investment choices, and many individuals desire to make extra money by investing.
Qur product will offer a broad overview for new investors as well as the large demographic of
baby boomers who are looking to plan for retirement. The book will be authored by Justin
Guisinger and at the time of this filing the book is in preliminary development planning.

GMA intends to partner with one of the leading DRTV marketing specialists, Bullet Proof
Productions (www.bulletproofproductions.net), a Southern California based production company
to assist in the development of successful campaign marketing and media purchasing. . Bullet
Proof Productions, specializes in creating DRTV commercials/infomercials and assisting in
purchasing blocks of media space to place the advertisements. Some previous clients of Bullet
Proof include Nordic Track, Jane Fonda Fitness Video series, Barbie (Disney), Jerry Springer
“Too Hot For TV”, and more (a detailed list is included on their website). Bullet Proof offers
professional production equipment including 35mm, High Definition, computer animations and
compositing, streaming video and complete post-production equipment in order to produce
appealing DRTV campaigns.

The execution of the commercial productions will be of high importance, and will impact the
level of product sales. Therefore, GMA considers it high priority to produce a great campaign
that will entice consumers to purchase our products, by clearly demonstrating the benefits of the
product/s and using experience and market research to maximize results. It is important for the
products offered on DRTV campaigns to present an “impulse purchase” quality, as well as
demonstrating the practical benefits to consumers, and there are numerous methods experts use
to heighten the sense of demand. GMA believes that Bullet Proof is capable of executing the
services necessary to produce effective commercial productions. While the company does not
currently have a material contract with Bullet Proof, GMA anticipates using a portion of the
proceeds from this offering to retain Bullet Proof for an estimated cost of $50,000, based on a
2006 price quote received from Mark Sussman, Vice President of Bullet Proof Productions. If for
any unforeseen reason GMA is unable to retain Bullet Proof we will source other DRTV
specialist agencies and/or commercial advertising agencies in the Southern California area.

GMA has chosen to partner with one of the leading DRTV marketing specialists, Bullet Proof
Productions (www.bulletproofproductions.net), a Southern California based production company
to assist in the development of successful campaign marketing and media purchasing.

The execution of the commercial productions will be of high importance, and will impact the
level of product sales. Therefore, GMA considers it high priority to produce a great campaign
that will entice consumers to purchase our product/s, by clearly demonstrating the benefits of the
product/s and using experience and market research to maximize results. It is important for the
products offered on DRTV campaigns to present an “impulse purchase” quality, as well as
demonstrating the practical benefits to consumers, and there are numerous methods experts use
to heighten the sense of demand.

After the launch product/s, GMA will be releasing many commercially viable products and
anticipates maximizing sales opportunities. GMA believes that an integrated approach to direct
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marketing of consumer products is an innovative business model, and we anticipate the addition
of several lines of sales items following these initial product lines.

The marketing for this product and all future products will roll out in 2 separate waves:
a.) Integrated Direct Response Marketing
b.) Traditional Retail Distribution

Direct Response Marketing

Direct Response Marketing is a powerful way to generate sales. It consists of television
advertising in a direct response sales style format calling consumers to immediate action with the
theory ~ ‘people don’t buy, people are sold.”

We market products directly to consumers and therefore benefit from no cost being given to a
brick and mortar retail middleman during this wave of direct response marketing. Our DRTV
marketing campaigns will be executed to create an impulse purchase quality for our
commercially viable consumer products.

The target demographic for media purchasing will be based on the established consumer groups
most likely to purchase our products, and therefore we will advertise at the time slots, channels,
and programming that are most likely to reach our target demographic.

For instance, in regards to products such as “the spark™ and “so you want to lose 30 pounds in 3
months?” we intend to reach our targeted demographic of women by purchasing media space
during day time television shows (including women’s talk shows, syndicated shows, and daytime
soap operas.) We also intend to reach out to a target demographic of men who are likely to be
interested in these products and intend to reach them by advertising on popular basic cable
sitcom and sporting events during 9:00 — 11:00 pm.

For a product like “surefire guide to gambling strategies” we will target the audience of
consumers who tune into televised poker events and similar competitions that attract our targeted
demographic groups. This may also include advertising during televised sporting events and
other programming that reaches the targeted demographic for this product.

Qur affiliate, Buflet Proof Productions, is an experienced and successful leading company in
direct response marketing and collaborates on advertising production and media purchasing.
Their list of clients and accomplishments can be found on their website, and demonstrates the
success and experience they have in this industry. Bullet Proof will be a strategic partner in terms
of developing infomercial programs that are designed to create high demand for our products.

While some may feel that books are not a product that can sell high volume through Direct
Response Marketing, we site sales examples such as Kevin Trudeau’s “Natural Cures”, which
recently proved that books can in fact sell high volume retail. His book has been marketed on
television using DRTV methodology, followed by retail distribution, and has sold over
5,000,000 copies, earning a spot on the New York Times best seller list for six months in a row.
(source — article on ABC news website dated 01/20/2006). In fact, there are several examples of
literary products that have sold high volume using DRTV methodology, and GMA believes such
products present an opportunity to realize rapid growth in terms of revenue streams and overall
profit margins.
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Another facet of direct marketing will utilize Google optimum keyword search advertising to
draw sales from active seekers to purchase the product from our e-commerce website. The
website will be a fully functional website promoting the product with an e-commerce database
function including merchant accounts established to accept all major forms of credit cards and
Paypal purchase orders and timely shipping to consumer purchasers. GMA will utilize SEO
marketing to narrowly define searches, and target consumers looking for such products.

The benefit of Google optimum keyword search advertising is that it will draw consumers who

are actively searching for information contained in a product like this to our e-commerce sites,
where they can purchase the products directly from us.

Traditional Retail Marketing:

After the launch products are marketed via DRTV, Global Media will move toward traditional
retail distribution outlets, utilizing relationships with major retailers. In the case of our initial
products, the most important distribution outlets are the three major book retailers — Borders,
Barnes & Noble, and Waldenbooks. Additionally, we intend to utilize Amazon.com as a retail
distribution channel to increase internet exposure and sales.

The retail distribution will be used as a secondary source of revenue generation, after the direct
response marketing campaign has been executed successfully.

In order to secure placement in the shelves of major retailers it is important to have not only a
commercially viable product with registered ISBN and bar code, but also to have a partnership
with one of the major book wholesale distribution companies.

The 3 largest of these wholesale distribution compantes are Ingram, Biblio, and Baker & Taylor.
Each of these wholesale distribution companies maintains an account and commercial
relationship with the three largest national book retailers.

GMA intends to work with Biblio as a partner in distribution to the three major book retailers.
Mr. Guisinger has spoke with Biblio representatives and understands that acceptance criterion
for national retail distribution is primarily based on the commercial appeal of the book as well as
additional marketing techniques being utilized, both of which are strong points for the particular
launch products, particularly considering we are utilizing DRTV prior to retail distribution. The
company does not have a contract agreement with Biblio at this time. However, according to
phone conversations with Biblio representatives, Biblio takes 10% of the retail price and the
retailers take 40% of the retail prices, leaving 50% of the revenues for the publishing company.
If GMA is unable to establish an agreement with Biblio, we will pursue negotiating with the
other major wholesale distributors; Ingram and Baker & Taylor. Considering that GMA will
utilize DRTV marketing of the books prior to retail distribution, we do not anticipate having
difficulty arranging a distribution agreement. However, we can not guarantee this result and if
we are unable to secure retail distribution it will take away a significant source of revenue.

Additionally, we intend to utilize Amazon.com as a retail distribution channel to increase
internet exposure and sales. In this regard, we plan to utilize Amazon’s “Advantage Program”
which according to their website is a program for publishers to sell their items on Amazon.com.
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This program, according to Amazon, is open to any publishing company which has books with a
barcode and ISBN. The cost is $29.95 per year plus 55% commission. At the time of this writing,
GMA has not enrolled in the advantage program, but does not anticipate having any difficulty
doing so upon completing the products equipped with bar codes & 1SBN.

An additional source of marketing will utilize pr campaign techniques. Global Media Affiliates
Inc will offer free copies of the product to important media outlets. In the case of *the spark”, for
instance, we will send the product to a comprehensive list of relationship columnists in print,
online, and broadcast formats. Any mention of our product in their formats will increase
exposure, and ultimately sales, of our product/s.

Warehousing/Call Center/Shipping & Fulfillment

Global Media Affiliates will intends to employ an affiliate company, warehousing and shipping
company called Stephen Gould Co., in the processing of customer sales orders as well as
warehousing and shipping the product fulfillment. to handle the processing of customer sales
orders over telephone as well as warchousing and shipping for product fulfillment. Stephen
Gould Co. has 34 different regional shipping locations situated throughout the United States.

To achieve cost minimization, Global Media will add an additional $2 per shipping in order to
offset the cost of this outsourcing agreement. Therefore, the consumer will fund our costs of
product fulfillment, keeping our shipping costs low and most likely even generating profits from
the product shipping charges in relation to expected high sales volume.

Our affiliate will agree to work in processing customer sales orders via telephone and delivering
the product effectively. GMA will monitor the performance of the fulfillment operations to
ensure satisfactory delivery and customer service.

Strategic Alliances

Bullet Proof is one company that will be an important relationship for GMA. They will be
responsible for creating the DRTV advertisements and will also consult on purchasing targeted
media air time to effectively reach a broad audience in our targeted demographic/s. A full
description of our relationship with Bullet Proof can be found in the above section titled
“Platform and Product Launch.”

Another company GMA expects to be an important alliance in the marketing process is the
Stephen Gould Corporation. GMA intends to work with this company for warehousing the
inventory of our products. Furthermore, the Stephen Gould Corporation will be contracted the
responsibilities of processing phone call payment orders. They also will be responsible
for shipping the products to our customers. Additionally, the Stephen Gould Corp can assist in
packaging and creating point of purchase displays for retail products. Global Media has not
signed a definitive agreement with Stephen Gould Co. at the time of this offering. The company
intends to use a portion of the proceeds from this offering to retain Stephen Gould Co. If for any
reason GMA does not retain Stephen Gould Co., we will source for other outsourcing vendors
capable of processing high-volume sales orders and national product shipping, which may or
may not offer a lower price quote.
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An additional company that GMA intends to work with is Biblio. Biblio is a wholesale
distribution company that has strategic alliances with the three major retailers (Barnes & Noble,
Borders, and Waldenbooks) which will be important for securing retail shelf space for our retail
literary products in our second wave of retail marketing. We will utilize Biblio’s retail
distribution services after we have launched our DRTV marketing campaigns. A full description
of relationship with Biblio can be found in the above section titled “Traditional Retail
Distribution.”

Morris Printing will be responsible for creating professionally printed, bound and packaged end
products. Morris printing is a professional book printing specialist based out of Arkansas City,
KS. Their website (www.morrisprint.com) outlines their book printing capabilities. Global
Media received a verbal price quote of $1.23 per unit based on an initial run of 50,000 units,
although this may potentially be subject to price change in 2007.Global Media has not signed a
printing contract with Morris Printing but does intend to utilize their services. However, if the
company finds a lower price quote or better quality vendor we will remain open to alternatives.

Another affiliate in the marketing process is LM Designing. LM Designing is contracted as the
webpage developer and graphic designer for GMA. LM has designed GMA's current website and
logo. GMA has already paid LM Designing for these services. The company was satisfied with
the price and service of LM Designing and intends to utilize LM for our other products under
development. Additionally, LM will be responsible for developing a separate e-commerce
database site to sell our products online. LM will assist in creating Google keyword SEO
(search-engine optimized) campaigns.

(c) Describe the industry in which the Company is selling or expects to sell its products or
services and, where applicable, any recognized trends within that industry. Describe that part of
the industry and the geographic area in which the business competes or will compete.

Indicate whether competition is or is expected to be by price, service, or other basis. Indicate (by
attached table if appropriate) the current or anticipated prices or price ranges for the
Company's products or services, or the formula for determining prices, and how these prices
compare with those of competitors' products or services, including a description of any
variations in product or service features. Name the principal competitors that the Company has
or expects to have in its area of competition. Indicate the relative size and financial and market
strengths of the Company's competitors in the area of competition in which the Company is or
will be operating. State why the Company believes it can effectively compete with these and other
companies in its area of competition,

Note: Because this Offering Circular focuses primarily on details concerning the Company
rather than the industry in which the Company operates or will operate, potential investors
may wish to conduct their own separate investigation of the Company's industry te obtain
broader insight in assessing the Company's prospects.

The Industry, the Market and the Opportunity

The DRTV industry is a lucrative industry for selling consumer products with high volume and
significant profit margins. We can site that industry leader, Guthy-Renker, reports sales of
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$1.3Billion annually with a 10% year over year increases (source — www.guthyrenker.com).
There are many examples, mentioned below, of successful DRTV products and campaigns that
highlight a clear opportunity for companies to make significant profits annually. GMA intends to
establish a considerable market share in the DRTV industry and to increase our market share
year over year. GMA believes that the DRTV industry is not over-saturated and that innovative
and attractive product offerings executed with effective DRTV production have the ability to
produce considerable results.

In regards to the market, there is a huge market that exists for the product launches, and we
anticipate the product/s will have considerable commercial appeal.

When analyzing the market for “the spark” we can also look at figures for products like
Cosmopolitan Magazine (a publication aimed at women with an emphasis on romance/sexuality)
which circulates nearly 3 million copies each month (source - the audit bureau of circulation’s
Fas-Fax report ending June 2005) With an average subscription price of $21.78, according to the
Hearst Corporation, the capacity for profit clearly exists.

Maxim is a comparable men’s magazine with an emphasis on dating/sexuality and has
circulation numbers similar to Cosmo. According to Dave Itzkoff, former editor at Maxim,
monthly circulation had exceeded 2.5 million. This again demonstrates the clear market for
similar consumer retail products with an edge. The market for this type of product is large. Major
retailers have entire sections devoted to this genre. People can’t seem to get enough advice on
romance from published sources in shiny packages.

In regards to “surefire guide to gambling strategies” we can look at the increased popularity of
gambling in the recent years. For instance, casino revenues have doubled from 2000-2005, from
$11billion to $22billion (source — Business Week online, 9/25/06). The World Series of Poker,
as another example, has cited increased ratings and participation yearly, with the 2006 event
having record setting numbers. We believe this is a great time for the particular product, and we
believe that using DRTV marketing to a large national consumer base will produce significant
profit results. Competition from internet sites which offer advice on this subject will make it
especially important that our DRTV campaign be well executed in terms of creating “impulse
purchase” demand for the product.

In regards to “so you want to lose 30 pounds in 3 months?” we can note that diet plans and
programs have consistently been top selling products over DRTV campaigns. New dieting trends
arise from time to time, including the very popular Atkins diet and South Beach diet. GMA
intends to capitalize on the vast audience of American consumers desiring to lose weight and get
into better shape by offering a unique new dieting program outlined in the product. We believe
this product will be particularly well positioned for marketing in January or February, a time
when many Americans have put on a few extra pounds over the holidays and are making New
Year’s resolutions to get in better shape.

Finally, our fourth product under development titled “a beginners guide to making money in the
financial markets” is positioned to appeal to large base of individuals looking for a
comprehensive guide to investing written in simple terms that can be easily understood by
individuals unfamiliar with the markets. At the time of this offering, the mainstream media has
provided broad coverage of the Dow Jones record setting highs. We believe this coverage, like
other times when the markets are bullish, creates awareness that individual investors can profit
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from wise investment choices, and many individuals desire to get into investing. Our product
wilt offer a broad overview for new investors as well as baby boomers looking to plan for
retirement.

Our direct response marketing campaign intends to reach up to 100,000,000 viewers nationwide,
on an initial media buying budget ranging from $3,000,000 - $4,000,000. We anticipate to sale
1% or greater of the consumer base, equaling a minimum of 1,000,000 in product unit sales.
With high mark-ups and relatively low overhead, we anticipate these numbers to produce
significant profitability following the campaign launches.

The industry of integrated DRTV marketing is a profitable and growing industry. For example,
leading DRTV company Guthy-Renker reports sales of more than $1.3 billion yearly with a
continuously increased annual growth rate for the past ten years. There is a large consumer
market purchasing commercially viable products from DRTV campaigns and relatively few
companies with integrated DRTV business operations.

Market trends, according to a recent survey conducted by Hawthorne Direct, indicate
that consumers are ordering a broad range of products from DRTV and most categories
experienced growth over the previous year. Additionally, the majority of consumers who
purchased products via DRTV indicated that they would purchase products via DRTV again.

Through strategic product development and positioning, Global Media Affiliates intends to
obtain a growing market share of DRTV product sales. Global Media will offer unique products
currently unavailable through DRTV to further hedge campaigns for gaining significant profit
opportunities.

Global Media Affiliates will compete for sales on a national level by utilizing television
advertising implemented across the U.S., directly reaching consumers of a broad demographic
range, offering unique consumer products, and may consider further DRTV campaigns into
international markets of other English speaking countries.

To successfully compete in this industry Giobal Media will market products in a comprehensive
multi-media format expanding on DRTV to include e-commerce direct marketing and print
media integration. Global Media will further focus on development of high demand consumer
products with unique commercial appeal, and we will look into the development of cosmetic,
health, and fitness products.

Global Media Affiliates is an emerging growth company offering an opportunity for investors to
potentially earn considerable returns as the company gains market share through comprehensive
DRTV marketing strategies.

Industry Competition

The industry in which GMA operates does have competition. Competition for revenues is
based on the size of the market that the particular campaigning can reach, the cost of such
advertising and the effectiveness of such content which means that production of content with

wide appeal and distribution is very important to our success.

Many of our competitors have more television access, greater resources (financial or
otherwise) and broader relationships with advertisers than GMA.
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In addition to competing with other DRTV companies and product offerings, GMA is
competing with other media providers who sell advertising time to companies such as new media
sources like satellite-delivered digital audio radio service and audio programming by cable
systems, direct broadcast satellite systems, Internet content providers, personal communications
services and other digital audio broadcast formats.

Principal Competitors

Guthy-Renker is probably the largest direct competitor in this field. (www.guthy-
renker.com) Like GMA, Guthy-Renker takes an integrated approach to direct response
marketing of consumer products, and they have sales of more than $1.3billion per year according
to their website. Some of their products include the Tony Robbins motivational series, Pilates
videos, Proactive Acne solution, and the Dean Martin roasts to name a few products.

There is another company called Ronco, which produces consumer products and uses
direct response marketing to sell these products, mostly for the kitchen, such as the veg-o-matic.
It is headed by Ron Popeil, who also personally demonstrates the products and product benefits
on his infomercials.

Another company called Salton Inc is a publicly traded company that has the rights to the
George Foreman grill which had success using DRTV infomercials, and markets other products
such as juicers, etc.

The main strength of these companies comes from the fact that they have been in
business longer than GMA which has resulted in broad distribution of their content and
significant market reach. Additionally, these companies have significant financial resources and
the ability to raise additional capital quickly. GMA’s success is not necessarily dependant on its
ability to compete head-to-head with these networks however.

For GMA to be successful, it needs to obtain sufficient distribution of its prograrmming
content and develop unique, commercially viable products to make it a viable competing
company.

(d) Describe specifically the marketing strategies the Company is employing or will employ in
penetrating its market or in developing a new market. Set forth in response to Question 4 below
the timing and size of the results of this effort which will be necessary in order for the Company
to be profitable. Indicate how and by whom its products or services are or will be marketed
(such as by advertising, personal contact by sales representatives, etc.), how its marketing
structure operates or will operate and the basis of its marketing approach, including any market
studies. Name any customers that account for, or based upon existing orders will account for a
major portion (20% or more) of the Company's sales. Describe any major existing sales
contracts.

GMA’s Broad Goals and Strategies
GMA intends to use the following broad strategies to ensure success:

The goal of Global Media Affiliates is to become a leader in the field of selling commercially
viable consumer products primarily through an integrated DRTV business model. Global Media
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will aim to increase shareholder value year over year while selling desirable products to
consumers on a national level.

Global Media's broad strategy will involve developing high demand products and maintaining all
rights to each product. GMA will continue developing new product lines based on product
categories that have demonstrated success for high volume sales and profit margins.
Additionally, we intend to sale products that will have an "impulse purchase" quality, which will
contribute to the effectiveness of the integrated DRTV marketing model.

Global Media's primary strategy is to reach consumers directly through targeted television
infomercial programming, and e-commerce supported by Google SEO. SEO stands for search-
engine optimizer. SEO is a way to bring up a website address based on particular search words
typed into a search engine such as Google. Using SEO can increase the likelihood that
consumers will find the company’s e-commerce website/s by doing online searches. GMA
intends to utilize LM Designing to implement SEO strategy for our various product lines. We
intend to prompt consumer purchases directly through the company without a retail middleman,
however, we will move forward to distributing products to retailers after full implementation
of DRTV campaigns for our products. Additionally, we will employ other marketing means such
as PR campaigning and print advertising in applicable markets.

Global Media will work closely with our affiliates in production and fulfillment to ensure great
production quality and reliable/timely delivery of our products. Our production partners will
create the products to GMA's specifications while GMA will hold all intellectual property rights.
We will contract the shipping and handling to our fulfillment partner to keep the process
streamlined and efficient as earlier described.

Additionally, GMA will solicit consulting services to companies looking to utilize similar
marketing methodology and we will charge clients for such service. While consulting will not be
a focal point of GMA’s business model, it does provide an additional opportunity for the
company to generate revenue. In this regard, GMA will put together custom consulting packages
with prices being negotiated dependent upon a potential client’s needs. To source potential
clients, GMA will browse online business networking sites (such as www.gobignetwork.com and
www.dealflow.com) in search of new companies which are looking to market products utilizing
DRTYV advertising. GMA will then offer to provide consulting services, on either a retainer fee
or billable hour agreement, depending on the scope of service a client may require. The company
does not have specific prices established, and instead will negotiate the terms of service as it
finds appropriate based on circumstantial considerations. As an example, if a potential client
were to require us consult on every aspect of a DRTV campaign for them, we would likely
charge a retainer fee in the range of $20,000 - $25,000 and negotiate to receive a percentage of
the proceeds of the product sales (such as 2% of gross revenues from sales.) However, GMA
anticipates that consulting will be a relatively small portion, if any, or our annual revenue
streams, and we do not intend to solicit such consulting services until we have successfully
implemented our own DRTV campaigns, establishing the company as a viable DRTV consuitant.

(e}State the backlog of written firm orders for products and/or services as of a recent date
(within the last 90 days) and compare it with the backlog of a year ago from that date.

As of / / SN/A
{a recent date)
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As of / / $ N/A

(one year earlier)

Explain the reason for significant variations between the two figures, if any. Indicate what types
and amounts of orders are included in the backlog figures. State the size of typical orders. If the
Company's sales are seasonal or cyclical, explain.

GMA has no backlog of written firm orders for products and/or services as of October 1,
2006 nor has it had any such backlog in the past. GMA is trying to build new advertising
revenues through its relationships and its business is not of the type that will have a backlog of
orders.

It is possible that GMA could pre-sell advertising at some point in the future. In such an
event, the only potential material adverse impact that could occur to GMA’s business operations
as a result would be if there was no air time available to air advertising. GMA plans to ensure
this is not a real obstacle by employing procedures that will eliminate the ability to oversell
advertising time. Further, in the unlikely event that such a situation should arise, it is possible for
GMA to place the advertising time in the particular market by entering into an agreement with
other service providers through which GMA would obtain additional broadcasting time in
exchange for a split of advertising revenues.

() State the number of the Company's present employees and the number of employees it
anticipates it will have within the next 12 months. Also, indicate the number by type of employee
(i.e., clerical, operations, administrative, etc.) the Company will use, whether or not any of them
are subject to collective bargaining agreements, and the expiration date(s) of any collective
bargaining agreement(s). If the Company’s employees are on strike, or have been in the past
three years, 