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October Membership Luncheon 

Our gust speaker for September was Matthew Contorelli from the Arizona Commerce Authority. Matthew gave us an update of 

how the Arizona Commerce is growing. Over the last 5 years Arizona has gained 7,500 new jobs, aver-

age wage is $50,549 and companies have invested $2.46 billion dollars. 

The Arizona Commerce Authority has helped over 100 companies export to over 80 countries and pro-

duced over $60 million in revenue. Over 17 rural communities have participated in the Arizona State 

Trade and Export Promotion. The Mexico City Trade Office has helped over 100 Arizona companies 

with market research, B2B, B2G match making, trade missions, and trade show/expos. 

The rural and statewide initiatives put into place to help rural communities grow. Developing a statewide 

master plan with ADOA, ADOT and the ACC for broadband service. Accelerated pace and scale of forest 

restoration. Initiative to advance efficiencies at the ports of entry and therefore increase commerce. Fa-

cilitate the outreach initiatives supporting the utilization of non-traditional labor supply sources to em-

ployers. The Arizona Assets Map allows users to quickly and easily understand what and where assets are 

in proximity to a city, county, or legislative district with the simple selection of desired filters. 

Small Business Services are now offered. This free, online, interactive checklist program is designed to 

be a guide to start-up, growing, and our-

of-state businesses. It also includes con-

tact information to statewide resources and assistance to accel-

erate your business growth. For more information please visit 

their website at www.azcommerce.com. 

Thank you to Casa Palomino for catering and to Community 

Christian Church, Florence Winery, Pinal County Federal 

Credit Union and APS for donating door prizes. Our next 

luncheon will be held on Wednesday, October 17th. 

 

http://www.azcommerce.com
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2018 Election information 

General Election, November 6, 2018 

 

Important Dates to Remember: 

¶ October 8, 2018  County Voter Registration Closes for General Election 

¶ October 10, 2018  Distribution of Early Ballots for General Election Begins 

¶ November 6, 2018  General Election Day - Last Day to Return Early Ballots 

 

Offices Up For Election: 

¶ Mayor Jon Thompson  

¶ Councilmember Robert Hudelson  

¶ Councilmember Joe Marsh  

¶ Councilmember Tatiana Murrieta  

 

Proposition in the Primary Election: 

¶ Extension of the Alternative Expenditure Limitation - (Home Rule Option) 

 

For further information on Elections for the City of Coolidge, feel free to contact the City Clerk at (520) 723-5361, 

Ext. #6009 or send an email to normao@coolidgeaz.com  

Use your voice, Vote !  

mailto:normao@coolidgeaz.com
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Do you know who your target audience is? For most busi-

nesses, the answer is yes. Knowing who will buy your product 

or service is a key part of creating a business that thrives. 

"At the beginning, most people have a pretty good idea of who 

will use their product," said Lindsey Myers, founder 

of Concrete Blonde Consulting and a marketing and public re-

lations expert. 

Myers advises businesses to get specific early on when it 

comes to defining who their target audience is: "The more spe-

cific you can get [with your strategy], the easier it is to reach 

those people for less moneyé and also to find new audiences 

and grow." 

Once you know who your target audience is, though, how do 

you create a marketing strategy that reaches them? Myers rec-

ommends that every business, no matter its size or industry, 

follow seven steps to create a marketing plan that reaches your 

target. 

1. Have a concrete plan. 

To effectively reach your target customer, you first need a defi-

nite marketing plan. 

"The more specific you can be," said Myers, "the more bang for 

your buck you're going to get in your conversion rate." 

Using your target customer profile as a guide, consider where 

your customers they get their information, what other interests 

they have, their social media use, geographic region and other 

demographics. Having a clearly defined marketing plan allows 

you not only to reach your target demographic, but to do so as 

economically as possible. 

"The more specific you can get [with your strategy], the easier 

it is to reach those people for less money," Myers adds. "Don't 

spend money for 10 people to hear your message when only 

three people are going to buy it." 

2. Create benchmarks. 

In addition to a concrete plan, Myers recommends having 

clearly defined benchmarks that you can use to track your per-

formance. "Start with your goals," she advises. "You need 

something to reach for and also something to benchmark 

against." 

Set benchmarks for how well you marketing converts leads into 

customers, the cost of what you're spending and the revenue 

you earn as a result. Be sure to track, not just the overall results 

of your marketing, but how specific strategies convert. For ex-

ample, if you run an ad, include a discount code that customers 

can use when they make an order. Otherwise, you won't know 

whether they found your company through the ad or another 

source. 

"Track where leads are coming from so you know what is and 

isn't effective... so you can adjust your spend later," said Myers. 

"Then, if something's not working, you try something else." 

3. Clarify your message. 

Marketing is all about message, Myers says. But one of the 

most common mistakes she sees businesses make is not having 

a clear message. 

"A lot of business owners... typically aren't great at crafting a 

message because they're so incredibly invested in [their busi-

ness]," said Myers. "[You should] communicate in one sen-

tence or less what you are selling and why someone should 

care." 

Giving your audience a reason to care is an essential part of 

creating a marketing plan that reaches them. Go to your target 

customer profile and use it to identify the pain points they are 

most sensitive to, then create a concise, clear message that fo-

cuses on the ways your business solves those problems. 

4. Bring in an outsider. 

Because business owners are so personally invested and per-

sonally knowledgeable about their products, having an outsider 

look at your marketing plan is a key part of making sure your 

strategy will resonate with your intended audience. 

"This is the biggest piece of advice I always give," said Myers. 

"You can't do everything yourself. Consider a marketing con-

sultant to help you put together a strategic plan, or at least talk 

to an expert to help you come up with a strategy." 

"If you can't afford a marketing consultant, ask a friend," she 

added. "Bounce some ideas off someone on the outside." 

By speaking with someone who has distance for your business, 

you'll get a clearer sense of how likely someone is to respond to 

your marketing the way you want. 

5. Consider strategic partnerships. 

Part of your target customer profile should be information 

about where your audience can already be found: the media 

they consume, activities they enjoy and locations they visit. 

These are places where your marketing is guaranteed to be seen 

by your target customers. 

"Think about strategic partnerships," said Myers. "The best 

place to start in terms of marketing is to think about where 

these people are already gathered together in one place." 

To identify potential partnerships, think about what businesses 

or media channels have already effectively attracted your cus-

tomers. "Look for businesses that aren't competitors but already 

service those audiences," Myers advised. Then, approach them 

with ideas for mutually beneficial partnerships, such as adver-

tising, joint promotions or discounts. 

6. Have a realistic timeline. 

Though you want to start making sales quickly, a key part of 

reaching your target customers is having the patience to allow 

your marketing to work. 

"The biggest mistakes I see business make is, number one, they 

don't give something enough time to work," said Myers. 

"Marketing is like using a personal trainer é You're not going 

to see results overnight." 

To effectively reach your audience, your marketing plan should 

include a timeline. Each strategy should be allowed enough 

time to succeed or fail before you move onto the next thing. 

This includes being realistic about the time of year and how 

seasonal changes are going to affect your customers' needs and 

interests. 

"If you see that something is failing terribly, okay, scrap that, 

move the money somewhere else," Myers said. "But most peo-

ple don't read something about you once and then buy ... there 

is a frequency of impressions you need to make on one person 

before they move to action." 

é...Continued on Page 9 

By Katharine Paljug 
How to Reach Your Target Customer 

https://www.concreteblondeconsulting.com/
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Shop Coolidge 

Support Local * Save $$  

Bring 5 receipts from local retail brick and mortar businesses in  

Coolidge to the Chamber and receive a raffle ticket. 

 

Dates & Location 

Cool Tuesdays 

Hours 4pm to 6pm 

 Tuesday, October 9, 2018 
(D & J Trends 113 S. Main St.) 

(Receipts dates from August 15, 2018 to October 9, 2018) 

CAVIT 9/11 Remembrance Event 
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Direct Cost vs. Indirect Costs: Understanding Each 
By Ethan Spielman 

 For budgeting and accounting purposes, it's crucial not only to 

document your business expenses but to classify them properly. 

The distinction between "direct" and "indirect" costs may ap-

pear intuitive and self-explanatory. While it's true neither word 

takes on a dramatically different meaning when categorizing 

the various costs of doing business, there's a bit more nuance in 

practice. 

Direct costs are traceable to the production of a specific good 

or service. The operative word is "specific." Indirect costs may 

be necessary to production, but they are not traceable to the act 

of production. Indirect costs are those necessary to keep your 

business in operation. Think of them as the prerequisites for the 

production of any specific good or service. 

It's important to have a solid understanding of the distinction 

between direct and indirect costs when pricing your products. 

When you know the true costs of production, you can price 

both competitively and accurately. You'll also demonstrate, 

more clearly, the efficiency of your business practices to poten-

tial investors. The distinction is equally important when filing 

your tax returns. You'll save time, and more than likely, money: 

Certain costs, both direct and indirect, are tax-deductible. 

Direct costs 

Direct costs are expenses that a company can easily connect to 

a specific "cost object," which may be a product, department or 

project. This includes items such as software, equipment and 

raw materials. It can also include labor, assuming the labor is 

specific to the product, department or project. 

For example, if an employee is hired to work on a project, ei-

ther exclusively or for an assigned number of hours, their labor 

on that project is a direct cost. If your company develops soft-

ware and needs specific pregenerated assets, such as purchased 

frameworks or development applications, those are direct costs. 

Labor and direct materials, which are used in creating a specific 

product, constitute the majority of direct costs. For example, to 

create its product, an appliance maker requires steel, electronic 

components and other raw materials. Two popular ways 

of tracking these costs, determining whether and when your 

company actually uses materials in production, include last in, 

first out (LIFO) or first in, first out (FIFO). This can be helpful 

when the costs of materials fluctuate in the course of produc-

tion. 

The majority of direct costs are variable. When direct costs 

vary, it's because they increase as additional units of a product 

or service are created. For example, smartphone hardware is a 

direct, variable cost because its production depends on the 

number of units ordered. A notable exception is direct labor 

costs, which are usually fixed, and remain constant throughout 

the year. Typically, an employee's wages do not increase or 

decrease in direct relation to the quantity of a product. 

Indirect costs 

Indirect costs go beyond the expenses associated with creating 

a particular product to include the price of maintaining the en-

tire company. These overhead costs are the ones left over after 

direct costs have been computed, and are sometimes referred to 

as the "real" costs of doing business. 

The materials and supplies needed for the company's day-to-

day operations are examples of indirect costs. These include 

items such as cleaning supplies, utilities, office equipment 

rental, desktop computers and cell phones. While these items 

contribute to the company as a whole, they are not assigned to 

the creation of any one service. 

Indirect labor costs make the production of cost objects possi-

ble but aren't assigned to a specific product. For example, cleri-

cal assistants who maintain the office support the company as a 

whole instead of just one product line. Thus, their labor can be 

counted as an indirect cost. 

Other common indirect costs include advertising and market-

ing, communication, "fringe benefits," such as an employee 

gym, and accounting and payroll services. 

Much like direct costs, indirect costs can be both fixed and 

variable. Fixed indirect costs include things like the rent paid 

for the building in which a company operates. Variable costs 

include the ever-changing costs of electricity and gas. 

Classifying expenses 

Organizing business expenses 

as either direct costs or indirect 

costs is a matter that goes be-

yond simple product pricing ï it 

affects your tax payments, too. 

Overhead expenses, such as the 

utilities that power equipment 

and the inventory needed to 

manage the office, are tax-

deductible. In some cases, even 

the costs of goods sold qualify 

for deductions; they reflect expenses incurred from selling 

products. It can be tempting to misclassify direct costs as indi-

rect, but this can get you in a lot of trouble if you're audited by 

the IRS. 

In cases of government grants or other forms of external fund-

ing, identifying direct and indirect costs becomes doubly im-

portant. Such programs are often strict about what constitutes a 

direct or an indirect cost and will allocate different amounts of 

funding to each classification. 

Often funding is for a specific project and will largely support 

direct costs. Certain funders will allow companies the opportu-

nity to justify the necessity of indirect costs for specific pro-

jects, but they will expect honesty and rigor, and the decision to 

grant funding as requested is still at their ultimate discretion. 

For many companies, costs such as consultants, travel, commu-

nication, postage and printing, and computers may fall into a 

gray area. It may be difficult for a company to quantify their 

use of these resources for a designated purpose. In those in-

stances, to determine whether it is a direct or indirect cost, each 

company should carefully consider if they need these costs for 

day-to-day operations or for a specific project, department or 

product. 

Once expenses are classified, many companies calculate the 

indirect cost rate, sometimes called the overhead rate, to deter-

mine how to allocate administrative costs between programs or 

departments. 

Continued on page 9éé. 

https://www.businessnewsdaily.com/5514-fifo-lifo-differences.html
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Today's consumers, particularly millennials, are looking for 

more than just a product from the brands they support. They 

also want social responsibility and corporate accountability. 

For many companies, this is changing how they market their 

products to younger generations. But don't stop at marketing. 

Here are four ways your company can do good while growing 

and reaching new customers. 

Offer local sponsorships 

If you visit the Virginia Discovery Museum, you'll find an in-

teractive exhibit where kids can learn about their community. It 

features stations like a theater, post office, hospital and fire-

house. There's also a Panera station, because Panera sponsored 

the exhibit. Its donation allowed the museum to expand, bene-

fited the community and exposed every family who visits to the 

Panera brand. 

Your business might not have the cash flow to support an entire 

museum expansion, but you can still take advantage of smaller 

sponsorship opportunities in your area. From sports teams to 

theater clubs to youth choirs, local groups are often looking for 

businesses to pay for some of their costs in exchange for 

branded uniforms or program ads. You'll get a little extra expo-

sure, and local programs will get the support they need. 

Be part of the community 

Money isn't the only thing your community needs. Your busi-

ness can also give back with time, energy and involvement. 

Anton's Cleaners, a Massachusetts dry cleaning chain, uses its 

services to take the lead on two major community programs. In 

the fall and winter, it supports Coats for Kids, a charity that 

collects and distributes winter coats to families who lack them. 

In addition to publicizing the drive and serving as a collection 

point, Anton's dry-cleans all the coats for free after they are 

donated. In the spring and summer, it helps run the Belle of the 

Ball drive, collecting and cleaning prom dresses that are then 

donated to low-income high schoolers. 

You can get your business involved in the community by look-

ing for pre-existing charity drives that need your services or 

could use your facilities. You could also take the initiative to 

launch your own community events. 

That's exactly what Capannari Ice Cream in Mount Prospect, 

Illinois, does, hosting family-friendly events like movie nights 

and concerts. These occasions enrich the local community, sup-

port families and make Capannari's an integral part of living in 

Mount Prospect. 

How you get involved will depend on the type of business you 

run. An accounting firm, for example, could offer a tax work-

shop for senior citizens or college students, while a winery 

could host a summer carnival with free admission. Think about 

what will benefit your community the most, then examine your 

services and resources to figure out where you can step in and 

help. 

Get your employees involved 

It's not just customers who care about how your business gives 

back. The 2014 Millennial Impact Report, which looked at the 

influence of the millennial generation on the workplace,  found 

that an employer's "cause work" was a factor in job searches for 

34 percent of millennials. 

A further 55 percent of young workers were persuaded to take a 

job once they learned about a company's charitable activity. 

The report also found that the majority of millennials wanted to 

contribute to a company that made a positive impact in the 

world. 

Collecting for a cause is an obvious way to involve employees 

in charitable work, but the report also found that millennials 

preferred actively participating in companywide volunteer pro-

grams to passively donating. That means making volunteer 

work part of your company culture could be even more mean-

ingful. 

Close the office one day a month and have everyone show up 

to build for Habitat for Humanity. Encourage your workers to 

create teams and raise money for a charity walkathon. Have 

employees sign up to mentor high school students, and encour-

age them to bring their mentees into the office. There are lots of 

options for getting your employees involved in a cause, and all 

of them will help your business give back while also attracting 

new, driven talent. 

Set aside part of your profits 

If you want your business to make even more of an impact, 

incorporate giving back directly into your business model by 

donating a portion of your sales to a cause you care about. 

Toms, a brand best known for selling shoes, sets aside money 

from every sale to donate to its One for One charitable efforts. 

Consumers who buy Toms products know that a portion of the 

money they pay will go toward supporting organizations that 

provide underserved communities with services ranging from 

eye surgery to fresh water ï and, of course, shoes. 

Toms is a large corporation, but a smaller business can follow a 

similar model. Compliment, a small-batch jewelry business 

founded in 2011 in Northern California, sets aside 5 percent of 

every sale to fund the Compliment Scholarship Program, which 

is awarded to low-income young women entering college. The 

scholarship, and the fact that every sale supports it, is featured 

prominently on Compliment's homepage. Every visitor knows 

their purchase is used to give back to the community, and the 

program has been referenced in the majority of press the busi-

ness has received. 

Five percent might not seem like much. But as anyone involved 

in charitable work knows, every little bit adds up to make a 

difference. If you're interested in finding ways to give back 

within your business model, allow yourself to start small or 

think local. You'll end up making a difference for your custom-

ers, your employees, your community and possibly even your 

sales. 

By Katharine Paljug 
Giving Back: 4 Ways Your Company Can Do Good 

http://www.ama.org/publications/MarketingNews/Pages/millennial-demand-for-social-responsibility-changes-brand-strategies.aspx
http://www.vadm.org/
http://charlottesvilledtm.com/2012/09/27/little-cville-comes-to-the-discovery-museum/
http://www.antons.com/cms/
http://cdn.trustedpartner.com/docs/library/AchieveMCON2013/MIR_2014.pdf
http://www.shopcompliment.com/pages/scholarship
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The Friends of the Casa Grande Ruins had a re-

ception to talk about what the Friends group 

does and how important it is to have 

a Friends group. They are looking for 

people that want to get involved in 

some great upcoming projects for the 

park. Barnaby Lewis started the eve-

ning off with a blessing. Mayor 

Thompson welcomed everyone and 

talked about how important that hav-

ing the Casa Grande Ruins is to Coolidge.  Dave 

Carney Superintendent of the Casa Grande Ru-

ins explained how important the Friends group is 

to the park. Founder and President of the Friends talked about 

some of things they have accomplished & some of the projects 

they would like to accomplish.  

The Friends of Casa Grande 

Ruins is a non-profit organi-

zation that was formed to sup-

port the Casa Grande Ruins 

National Monument and as-

sist in the preservation, pro-

tection, interpretation, and 

enjoyment of the Monument for present and future genera-

tions. 

For more information on how to get involved or just want to 

become a Friend: FriendsoftheCasaGrande Ruins.org 

 

Congratulations United Dance Company on your 

grand opening! 

M.I.A./POW Ceremonies 

http://friendsofcasagranderuins.org
https://www.facebook.com/Friends-of-Casa-Grande-Ruins-134384496589429/
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Customer Service Award 

Have you received excellent Customer Service at a local busi-

ness? You can now nominate the employee and the company at 

the Coolidge Chamber of Commerce. We award a business and 

employee every quarter.  

Just submit a nomination form found at several 

businesses, to the Coolidge Chamber office, or on 

our website; www.coolidgechamber.org. 

Do you have a skill or time you would like to 

share?  

If you would like to volunteer please contact the  

Chamber office (520) 723-3009 . 

¶ The Chamber of Commerce 

¶  Artisan Village of Coolidge 

¶ Coolidge Historical Museum  

 

 é..Continued from page 6 

For each program or department, the indirect cost rate is the 

proportion of applicable direct costs to the company's total 

indirect costs. The company can then determine what percent-

age of indirect costs each program or department should bear. 

In an effort to maintain efficiency and transparency, some 

companies set a target value for the indirect cost rate. If a de-

partment's indirect costs exceed 20 percent of the direct costs, 

the company may investigate the department or product to de-

termine if the proportion should be lower. When a company 

accepts government funds, the funding agency may also man-

date a maximum indirect cost rate for the department or pro-

ject. 

More information  

Additional resources about direct and indirect costs are avail-

able on the following websites: 

¶ Indirect Cost Overview (U.S. Department of Education) 

¶ Direct Costs and Indirect Costs (AccountingExplained) 

¶ Direct and Indirect Costs (Marketing Teacher) 

¶ Variable Costs and Fixed Costs (Fundamental Finance) 

¶ Learn about Direct and Indirect Costs in Product Pricing 

(The Balance) 

é..Continued from page 4 

7. Focus on relationships. 

In many cases, the best way to market effectively is to think 

less about marketing and more about relationships. Rather than 

focusing on how you can sell to your target audience, create a 

plan that builds their trust in your business and shows that you 

understand them. 

This process takes time, which is why Myers recommends be-

ing realistic about how long you give one part of your strategy 

before you move onto something else. It also takes a commu-

nity, including those strategic partnerships. 

"Marketing is really about building relationships ... not just 

taking, but something you can offer them too," said Myers. 

She says the most successful companies she has worked with 

are ones that focus on investing in that community around 

them, from their customers to their colleagues. 

"No one ever becomes successful on their own... if you watch 

the Oscars, people always have a lot of other people to thank," 

she added. "Givers gain." 

http://coolidgechamber.org/customcontent/members/admin/Chamber_Events/Customer_service_brochure12.3.2015.pdf
http://www.coolidgechamber.org
https://www.facebook.com/coolidgechamber/

