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So what can you do to market your business at low cost? Here are 24 proven meth-
ods to help get your business off the ground without spending a fortune.

1) If you don't have a business card and business s  tationery, have them made up -- immediately.
Your business card, letterhead and envelope tell prospective customers you are a professional who takes
your business seriously.

2) Get your business card into as many hands as pos  sible. Call your friends and relatives and tell
them you have started a business. Visit them and leave a small stack of business cards to hand out to their
friends.

3) Talk to all the vendors from whom you buy produc ts or services. Give them your business card,
and ask if they can use your products or service, or if they know anyone who can. If they have newsgroups
where business cards are displayed (printers often do, and so do some supermarkets, hairdressers, etc.),
ask if yours can be added to the board.

4) Attend meetings of professional groups , computer user groups and groups such as the Chamber of
Commerce, Rotary Club, or civic associations. Have business cards in a pocket where they are easily
reachable. Every time you start to say "My name is," reach in your pocket for a business card. By the time
you get to "l run a..." (type of business), your business card should be deposited in the hand of the person
with whom you are speaking. Don't forget to ask what the people you speak with do, and to really listen to
them. They'll be flattered by your interest, and better remember you because of it.

5) Become actively involved in 3 or 4 of these grou  ps. That will give you more opportunity to meet pos-
sible prospects. But remember: opportunists are quickly spotted for what they are, and get little business.
While you won't want to become involved in activities that require a lot of your time in very many organiza-
tions, you can -- and should -- make real contributions to all of them by offering useful ideas and help with
small parts of one-time projects;

6) Look for something unusual about what you do, an d publicize it. Send out press releases to local
newspapers, radio stations, cable TV stations, or magazines whose audiences are likely to be interested in
buying what you sell. To increase your chance of having the material published, send along a photo (but
not to radio stations) with your press release. Editors of printed publications are often in need of "art"
(drawings or photos) to fill space and break up the gray look of a page of text.

7) Write an article that demonstrates your expertis e in your field. Send it to non-competing newspa-
pers, magazines, and Web sites such as the Business Know-How Web site. Be sure that your name, busi-
ness name, reference to your product or service and phone number are included at the end of the article. If
the editor can use the article, you get your name in print, and possibly get your contact information printed
for free, too.

8) Whenever you do get publicity, get permission fr om the publisher to reprint the article contain-

ing the publicity. Make photocopies and mail the copies out with sales letters or any other literature you
use to market your product or service. The publicity clips lend credibility to the claims you make for your
products or services.

9) Contact nonprofit organizations, schools and coll eges, and even other businesses who have cus-
tomers who may need your services. Ask for work or leads.

10) Network with others who are doing the same type of work you are. Let them know you are avail-
able to handle their work overloads. (But don't try to steal their customers. Word will get out, and will ruin
your business reputation.)
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11) Offer to be a speaker on subjects utilizing your area of expertise. Volunteer organizations, libraries
and online forums often need speakers for meetings. After you've had some practice speaking (enough to feel
comfortable doing it and to have gotten some positive feedback), look into working with speaker's bureaus to
book speaking engagements for you. You'll benefit two ways from such engagements: the fee you receive for
doing them, and the publicity you, your product or service gets as a result.

12) If your product or service is appropriate, give demonstrations of it  to whatever groups or individuals
might be interested. Or, teach others how to use some tool you use in your work.

13) Find out what federal, state, and local governm  ent programs are in existence to help you get
started in business. Most offer free counseling, and some may be able to suggest possible prospects for your
business.

14) Send out sales letters to everyone you think mi  ght be able to use what you sell. Be sure to describe
your business in terms of how it can help the prospect. Learn to drop a business card in every letter you send
out.

15) If you use a car or truck in your business have your business name and contact information pro-
fessionally painted on the side of the vehicle. That way your means of transportation becomes a vehicle for
advertising your business. If you don't want the business name painted on the vehicle, consider using mag-
netic signs.

16) Get on the telephone and make "“cold calls." These are calls to people who you would like to do busi-
ness with. Briefly describe what you do and ask for an appointment to talk to them about ways you can help
them meet a need or solve a problem.

17) Get samples of your product or your work intoa s many hands as possible.

18) Offer a free, no obligation consultation to people you think could use your services. During such consul-
tations offer some practical suggestions or ideas -- and before you leave ask for an "order" to implement the
ideas.

19) Learn to ask existing customers, prospects and casual acquaintances for referrals. ~ When you get
them, follow up on the leads.

20) Use other people to sell your product or servic  e. Instead of (or in addition to) selling your products
yourself, look for existing mail order companies that would be willing to include your products in their catalogs,
or for distributors or sales agents who would be willing to take over sales chores for you. Be sure your pricing
structure allows for the fees or commissions you will have to pay on any sales that are made.

21) Have sales letters, flyers and other pertinent information printed and ready to go.  Ask prospects who
seem reluctant to buy from you: "Would you like me to send information?" Follow up promptly with a note and
a letter that says "Here is the information you asked me to send."

22) Run a contest. Make the prize something desirable and related to your business. It could be a free gift
basket of your products, for instance, or free services.

23) Take advantage of any opportunities you have to get free ads , or to have your company and its prod-
uct or service listed free of charge in a directory. or . Professional associations often publish such directories.

24) If your target market would be likely to use th e Internet or online forums, participate in discuss ion
groups and consider putting up a web page. But, if you do make it online, be sure to include your email ad-
dress and your web page address (if you have one) on your business cards, in your promotional materials, in
print ads and even on your letterhead.

Janet Attard is the founder of the award-winning Business Know-How small business web site and information resource. Janet is also the author
of The Home Office And Small Business Answer Book and of Business Know-How: An Operational Guide For Home-Based and Micro-Sized Busi-
nesses with Limited Budgets. Follow Janet on Twitter at http://www.twitter.com/JanetAttard.
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To the President of the United States:

The .5, Chamber of Commerce wants to extend our enthusiastic support for this week's White House
jobs summit. This can be a positive first stop toward the creation of the 20 million new jobs that our
Amoerican Free Enterprise. Dream Big. campaign has called for.

At this moment, nothing is more important than putting Americans back to work and restoring broadly
enjoyed economic prospearity. As your administration plans the best path forward, we hope that you
will congsidar this job-creating agenda:

Double 1.S. Exporis In Five Years. We must extond our reach to the 96% of potential customers of
American goods and services that live beyond our borders by breaking down protectionist barmiers
that block Amearicans from accessing markets.

Unleash Private and Public Infrastructure Investment. We must ensure that people, goods,
information, energy, and watar flow afficientty by encouraging both public and private sector
investments, streamlining rules, and removing legislative impediments to effective action.

Reform Gredit Markets. We urgently need to find ways to ensure that businesses, especially
small entarprises, have access to the credit they need to expand and creats jobs.

Restore Fiscal Responsibility. We must restrain the growth of govemment and take major steps
to reduce projected deficits.

Advance a Pro-Growth, Pro-Jobs Tax Agenda. We must bogin retooling the tax code to reward
achisvement, encourage investment, and compete globally while rejecting major tax increases that
could damage new job creation.

Reduce Lawsuilt Abuse. We must strive for a legal system that affords justice to genuine victims
without undermining our ability to creata American jobs.

Better Educaie and Train Americans for 21st Century Jobs. We must change the way we train
our teachers, strengthen standards and accountability in the classroom, and encourage a spirit
of innovation throughout our education system.

The American business community, driven by the pro-growth initiatives listed above, can lead the
nation into a sustained period of job creation and economic growth. We look forward to working with
you to answer America’s jobs challenge, and we commend you for your leadership.

To view the full letter, please visit our Web site.

www.uschamber.com
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P.O. Box 141 - McConnellsburg, PA 17233 - Phone: 717-485-4064 - Fax: 717-485-0322 - www.fultoncountypa.com

Membership Application

*Includes Membership in Fulton Industrial Development Association*

[__] New Member [__] Current Member Renewal [__] Was a Member-Renewing
(Consecutive Year Member) (Not a prior Year Member)

Business / Organization Name:

Mailing Address: Physical Address if different from Mailing Address:
Contact Person: Title:
Phone: Fax:
Contact Email: Company Email:
Web Address: Web Upgrade?
No. of Employees: Business Type: Membership Type:
Additional Contact Person: Email:
Industrial Commercial Business Other
(Manufacturing, Media, Contractors, etc.) (Banks, Auto Dealers, Real Estate, Utilities $355
Insurance, Retail Merchants, Restaurants,
Education, Healthcare) Professionals $130
(Doctors, Dentists, Lawyers, CPAs, etc.)
Employees: Employees
1-15 $130 1-5 $130 Special Memberships $90
16-25 $155 6-10 $155 (Family Farms, Government Agencies,
26-75 $180 11-20 $180 Non-business)
76 -100 $205 21-30 $205
101 -250 $305 31-50 $255 Community, Civic & $ 55
251 &up $555 51 &up $305 Church Organizations

Membership rates stated above are current as of 2009-2010 Membership Year.

Please Note: Membership Fee INCLUDES meal for ONE person at the Monthly Membership Luncheon.

(Additional meals may be purchased at meeting at regular menu prices.)

Chamber/Tourism Membership $

Please reference above categories

TOTAL AMOUNT ENCLOSED _§

*This application also serves as your invoice. Remember to make a copy for your records.*

Make check payable and mail to: Fulton County Chamber of Commerce & Tourism, P.O. Box 141, McConnellsburg,
PA 17233. If you have questions, please contact us at (717) 485-4064 or info@ fultoncountypa.com

Please complete the accompanying Website Sign-Up Form and include with your Office Use Only
application. You will receive the initial listing as part of your annual membership fee. If Mbrshp Yr: Certificate:
you have signed up for additional upgrades, please review the website Certificate: Upgrade:
(www.fultoncountypa.com) to ensure that your information is up to date. Links to your Database: __ Online:
web site or email address are available for a one time fee of $50. Payment:
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The U.S. Chamber of Commerce supports meaningful, common sense health care reform that will cure the problems in our sys tem — not
create new ones. The Chamber agrees with the President’s eight principles for health reform, but the devil is in the details.

The business community shares the goals of Congress and the Administration to reduce costs, improve quality, and expand access. However,
businesses voluntary provide health benefits to 160 million Americans, and it is essential that we are not negatively affected by reforms.
Employers provide health care benefits because it makes solid business sense. However, health insurance premiums have doubled in the last
decade, and without reform, rising costs will threaten the viability of businesses of all sizes and put job security and benefits at risk for millions
of employees. We feel strongly that the individual and small group insurance markets must be fundamentally restructured to “work” for those
two groups, and individuals should be able to deduct (tax parity) the cost of insurance. Tax fairness does not mean raising taxes.

Employers have led the way in seeking a higher quality, evidence-based health care system, and remains firmly committed to helping forge
solutions that will address delivery system shortcomings, reduce costs and force quality improvement. We are equally committed in our opposi-
tion to proposals that will threaten already struggling businesses with increased costs, taxes, fees, mandates, regulatory burdens, and cost-
shifts from government programs. In addition, we must protect ERISA; implement health IT; support prevention and wellness programs; and
create a vibrant private insurance market for small business and individuals.

Individuals who are opting out of insurance coverage due to escalating costs must act responsibly. This will require comprehensive reform to
the individual and small group insurance markets — you cannot mandate coverage for these individuals until they have somewhere to go. The
Chamber looks forward to working on this, and we can get something done, but Congress needs to make meaningful compromises — which will
mean serious efforts to lower the costs of health care. Final legislation should be pragmatic and bipartisan.

Without serious steps to decrease health care spending any such a plan will accelerate the day of a health care financial meltdown. Health re-
form is meaningless without Medicare reform. The healthcare delivery system must establish, measure, and report benchmarks of quality in
medical practice. To decrease costs, we must improve quality. Expanding coverage is not enough to truly reform the system.

MAJOR AREAS OF CONCERN:

Mandates: Currently, employers offer insurance as a VOLUNTARY benefit to over 177 million Americans. Employers want to keep their
ability to offer uniform health benefits to their employees intact through preserving ERISA. All of the innovation you've seen in the last 20 years
has come from employers. Businesses are concerned about an individual mandate requiring  a one-size-fits-all “minimum benefits package”.
The solution isn't to force people to buy into an unaffordable system; the solution is to improve the quality and affordability of health care. Em-
ployers are already buckling under health care costs and cannot be expected to pay more. Mandates on business to finance health reform will
hurt the economy.

An individual mandate might become a de-facto employer mandate if the requirement on individuals is overly prescriptive and expensive and
employers have to redesign their plans. Minimum coverage should be truly minimal — major medical with catastrophic coverage and coverage of
preventative services.

New Government-Run Plan: President Obama and House leaders all favor a new government-run plan to compete with private plans. A pub-
lic plan would be an unfair competitor because it would not reimburse doctors and hospitals fairly; much like Medicare does this will increase
costs to employers. Consumers would flock to the public plan because its premiums would be cheaper, and ultimately no viable private plans

would remain. The Lewin Group estimates 130 million people could move from private to public insurance — this would be a disaster,
and would devastate the employer-sponsored system. It's a very short step to a Medicare-like program for all Americans in a single-payer
system.

How to pay for reform?  The financing of health reform will be the toughest challenge that congressional leaders face. Estimates indicate that
the price tag will be somewhere between $1.2 to 1.5 trillion, or higher. The President included in his budget
numerous pay-fors that would be highly problematic for employers including LIFO, Deferral, and other indus-
try-specific taxes, as well as repealing tax breaks for higher income individuals (including reducing charitable
and mortgage deductions, capital gains, etc). At the center of the financing debate is whether to tax health
benefits offered by employers. Currently, if you receive health benefits from your employer, they are a tax-free
benefit. Congress may consider either capping or removing the “exclusion” altogether. This will be a signifi-
cant tax policy change to all employees (and has ramifications to employers through FICA and other taxes).




., 00%*
Note from the 511PA Network:

As a valued stakeholder in Pennsylvania transportatiarss®ennDOT is pleased to provide you with an update oauheh
of 511PA, a comprehensive traveler information senBgeproviding traffic information, construction aledsd weather fore-
casts, 511PA will enhance travel and improve mobilitynidtions of Pennsylvania drivers, as well as tasrisho pass through
our great state.

This newsletter is designed to keep stakeholders likesgthwp-to-date on the development of the system sgdiuiatan share
this information throughout your organization and with aneg¢orists. Please feel free to offer us comments onsat Bny
time by contacting Regis Ryan at reryan@state.pa.us.
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