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2008 - Board of Directors
Sherry Frick,  Chair Minuteman Press
Margie Ritter, Vice Chair SMR Software
Amy Trast, Treasurer American Bank
Karen Lindgren, Past Chair Carteret Mortgage Corporation
Judy Nesvold Itasca Realty GMAC
Sholom Blake Sholom R. Blake, CPA
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Wayne Bruns Grand Rapids State Bank
Gary McInerney RE/MAX
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Jane Bymark IEDC
Greg Chandler UPM/Blandin

Staff
Bud Stone President
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By Tim Arnold

It is ironic that there is so
much opposition to mining,
drilling for oil and other
resource industries in the
news. What is ironic is that
Americans use more of
these materials than other
countries, and the critics
would not be able to func-
tion without mining. The
computers they write letters
on, the Internet, the books
they read to educate them-
selves ...every part of their
existence is related to min-
ing, oil or logging. Every
person born and raised in
the United States will need
3.7 million pounds of miner-
als and energy fuels in his
or her lifetime. Just some of
the minerals mined in Alas-
ka that they would need
include 1,400 pounds of
copper, 773 pounds of zinc,
911 pounds of lead, 578,056
pounds of coal, 1.7 millions
pounds of stone, sand and
gravel, and 68,000- plus
pounds of other minerals
and metals.

The computers we use
have gold and silver in
them, along with many
other minerals. Hybrid cars
have an extra 50 percent
more copper in them than
the gas burners. Where do
you think all of the silicone,
copper, lead and nickel will
come from to cover the
desert with solar panels?
Gold is used for electronics,
dentistry, medicine, com-
puters, aerospace, as well as
financial backing for strug-
gling countries. The average
American house contains
slightly more than a quarter-
million pounds of minerals
and metals, and there were
126 million housing units in

the country. There were an
estimated 247,421,120 regis-
tered passenger vehicles in
the United States, weighing
an average of nearly 3,000
pounds each. There are 3.9
million miles of roads and
bridges in the country that
require maintenance and
repair. Some 85,000 tons of
aggregates are required for
each mile of Interstate high-
way. More than 100 billion
aluminum beverage cans
are shipped each year;
about 60 percent are recy-
cled.

The average American
uses about 120 pounds of
newsprint each year - the
equivalent of one tree - and
more than 500 pounds per
year of other types of paper.
Some 90 percent of the elec-
tricity used in the U.S. is
generated by fuels obtained
from mining: 49 percent
from coal; 20 percent from
natural gas; 19 percent from
nuclear power; and 2 per-
cent from petroleum. Only
10 percent of our electricity
is generated by hydro and
renewable sources. There
were 1.1 billion cell phones
sold worldwide in 2007,
each containing about $1
worth of gold plus 42 other
minerals and metals. I can
go on and on.

But you can see for your-
self at this Web site:
www.mii.org. Unfortunately
this misunderstanding (by
people who complain about
mining) of what it takes to
live in our world is more the
norm than the exception. In
1996, the annual consump-
tion of minerals was 45,931
pounds for each of the 265
million Americans, and
their life expectancy was
76.1 years. Today, the annu-

al consumption of those
same minerals is 47,769
pounds per capita and there
are 300 million people in the
USA, expected to live to an
average of 77.8 years. And
when you compare America
to the extraordinary growth
in China and India, those
numbers pale in compari-
son. Even if we recycled 100
percent of all metals we use
(a physical impossibility)
the growth of the population
in the world would necessi-
tate mining. So what does
stopping mining in the Unit-
ed States, Canada, and other
first world countries do? It
forces it into countries with
fewer environmental laws.
It forces it into countries
with no budgets for enforce-
ment of the laws they do
have. It forces it into some-
body else's back yard. I ask
you: If you are forcing min-
ing out of your back yard
and into countries that can-
not possibly manage the
industry well, are you truly
an environmentalist, or are
you just an elitist? So next
time anyone feels like bang-
ing out a letter to email the
local paper about stopping
mining, remember that
none of it would be possible
without mining, and your
consumptive habits are the
reason we need mining.
And until you are ready to
give up all those things min-
ing provides you (like a
house?), then your com-
plaints are just a wee bit
hypocritical. 

Tim Arnold is the former
vice president and general
manager for Coeur Alaska
Inc. in Juneau.

Building an effective pub-
licity or media relations pro-
gram doesn't have to be dif-
ficult or expensive. There are
several steps any business
owner can use to gain media
coverage.

What PR is and isn't
It's important to distin-

guish "publicity" or "public
relations" from advertising
and other forms of market-
ing. Advertising is paid for
and controlled-you buy a
certain amount of space or
time in the media, and you
control the message and the
appearance of your ad. Pub-
licity or PR (so-called
"earned media" coverage) is
generally unpaid and uncon-
trolled. You can submit
information or suggest a
story idea to a reporter or
editor, but there is no guar-
antee he or she will use it
the way you want-or use it at
all. That means you must
think through your business
objective, craft your message
appropriately, and distribute
it to the right media in the
right way.

Reach out
Don't wait for the media

to cover your business.
Reach out to reporters, edi-
tors or producers whenever
you have an opportunity to

showcase your business.
Common opportunities
include: Launching or open-
ing your business, Expand-
ing your business-whether
it's moving to a larger loca-
tion, offering a new product
line, or adding equipment
that better serves your cus-
tomers, Capturing a major
account, Adding new staff,
Winning an award, Reaching
a milestone, like a business
anniversary, or holding or
sponsoring a special event.
Depending on the nature
and complexity of your
news, you can contact the
media through a simple
phone call, a news release,
or even a full-fledged media
kit (which may contain sup-
plementary information like
fact sheets or biographical
information). The most com-
mon communication format
is the news release.

Create a news release
You can often use your

company letterhead for a
news release. Make sure it is
dated and contains a contact
person's name, phone num-
ber and email address. Label
the contents "for immediate
release." Write a headline
(and possibly a subhead)
and a news brief that gives
the basics -
who/what/when/where
/why-of your announcement
or story. Conclude your
news release by centering
the word "END" or "30" (an
old editorial practice). Most
news releases today are dis-
tributed via email, either as
an attachment or in the body
of the email (or both). If pos-
sible, direct the news release
to the individual who is
most likely to use your news,
such as a business editor.
Invite recipients to contact
you if they have questions,
but it is usually not a good
practice to call busy media
representatives (who may
receive dozens of news

releases every week) and ask
"Did you get my news
release?"

Be newsworthy
Just because you think

something is interesting or
notable about your business
doesn't mean that an editor
or reporter will agree. They
are looking for information
that is newsworthy-that is,
something that is important
or interesting to their read-
ers, listeners or viewers. Try
to think like a reporter. Take
note of whether and how a
newspaper, for example, has
covered businesses like
yours in the past. Try to fig-
ure out what captured the
reporter's attention-what
was new, innovative, unusu-
al or different about the
business.

Be a helpful resource
Position yourself as a

helpful resource to the
media. It's OK to pitch a
story or send a news release,
but keep in mind the difficult
decisions and deadlines that
a reporter, editor or producer
faces each day. Try to be a
source of credible informa-
tion, not just another busi-
ness person trying to
squeeze into a crowded
news section. In the long
run, you'll more likely be
rewarded with the favorable
news coverage you seek.

Mary Mathews is presi-
dent of the Northeast Entre-
preneur Fund, which helps
people start and grow suc-
cessful small businesses. NEF
provides training, consulting
and financing to emerging
and small businesses in
northeast Minnesota and
northwest Wisconsin. To
learn more, visit www.entre-
preneurfund.org, or contact
Jane Bymark, business devel-
oper in Grand Rapids, 218-
326-9411, janeb@entrepre-
neurfund.org.
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Native to the Area with a licensed fulltime
assistant to help meet all clients needs.
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Charlotte McDermott
Broker® , CRS, G.R.I.

Please visit my website: www.charlottemcdermott.com
An independently owned and operated member of the 
Prudential Real Estate Affiliates, Inc.

DDeessiiggnnaattiioonnss  ooff  aa  TTrruuee  PPrrooffeessssiioonnaall!!
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Grand Rapids, MN 55744
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W.J. (John) Licke
Attorney at Law

For all your legal services.

265464 COUNTY ROAD 340 PHONE: 218-743-6564
BIGFORK, MN 56628 CELL: 218-326-1314

FAX: 218-743-6563
EMAIL: JOHN_LICKE@YAHOO.COM
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Over $7 million loaned to area businesses since 1989! 

Call us today! 
218-326-8210 

1-800-422-0374  toll-free 
www.entrepreneurfund.org 

Bob Voss 
Loan Fund Manager 

Jane Bymark 
Business Developer 

Start-ups     •     Expansions     •     Relocation 
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Commercial
Residential

Construction
Industrial
Recycling

Demolition

Complete waste 
collection services

Call today for a 
FREE estimate.

328-6212




