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The Charles Grant Charities
PO BOX 606

Sterling, Virginia 20167

TheCharlesGrantCharities.org

In Time
of Crisis...
We Can        
   Help! 

Who Is The Charles Grant Charities?
• 501(c)(3), non-profit organization who works closely with 

churches, community, businesses and civic organizations.
• We provide emergency assistance for families, singles and 

pregnant women (including food, clothing, transportation, 
job referrals, children’s programs, etc.)

• Charles Grant has been helping families of Loudoun 
County and surrounding areas since 1969. The Charles 
Grant Charities carries that tradition forward. 

• Our Board of Directors is comprised of professional 
business men & women and local clergy.

The Charles Grant Charities was established for the purpose of 
providing housing, food and financial assistance for those in need.
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Expanding Our Business to Serve Yours

By Bruce Gemmill 
V.P./Marketing

For the vast number of business owners reading 
this article, real time survival is top of mind. 
More important, however, is how business 

leaders position themselves once this crisis is 
behind us.

In a short time, our society, economy and 
even the way we conduct business have been 
fundamentally transformed. While we grasp the 
reality of today’s impact COVID-19 has had on 
our personal lives and the bottom lines on our 
businesses, the importance of developing a sound 
and effective communication strategy after this 
crisis is behind us has never been more critical.

Tomorrow’s public, private and social 
sectors will find new importance for relying 
on marketing, advertising and public 
relations professionals experienced in crisis 
communication. How does your organization 
plan to rebuild? What reassuring words do 
you offer employees? Your customers? Your 
investors? Wise leaders will reassess business 
models today and develop marketing strategies 
to effectively communicate encouragement to all 
influential audiences tomorrow. To proactively 
plan for the day our nation is once again open for 
business invites success.

Post COVID-19 marketing strategy includes 
effectively communicating with employees, 
customers and investors. Each of these three 
audiences will determine the successful return to 
business in the post-crisis world. For this reason, 
it is imperative to deliver a reassuring and 
encouraging message to each market segment. 

Planning and executing a marketing and 
communication strategy today is essential 
to success in business tomorrow. Keeping 
audiences fully informed requires carefully 
crafted words conveying confidence, 
encouragement and reassurance. With the right 
tone and proper delivery channels, businesses 
and organizations that have been proactive 
communicating with their audiences will be 
a step ahead of their competition in the post-
coronavirus world.

During this unprecedented crisis, GAM has 
been proactive in restructuring its business 
to be well positioned to support the needs of 

While we have a number of traditional and
digital platforms to deliver the message, I

should point out the need to include face-to-
face communication as a means to provide

the value one gets from personal attention.
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About Bruce Gemmill 
Bruce Gemmill brings over 30 years of sales, marketing, 

advertising and public relations (PR) experience to GAM 
Marketing. Most recently, from 2011 until 2020, Bruce 
worked as the Chief Marketing Officer in the banking 
industry, where he directed educational, marketing, earned 
media and advertising strategies (print, broadcast and 
digital), to better position the bank's brand 
in the marketplace and to facilitate new 
business opportunities for the bank’s lenders 
and business development officers.

Before joining the banking industry in 
2011, he owned and operated Campbell 
Communications for 21 years. Campbell 
Communications was a marketing, 
advertising and PR agency frequently 
listed in the Washington Business 
Journal’s Book of Lists among the largest 
advertising agencies in the Washington, 
D.C. Metropolitan area. The Book of Lists 
also featured Bruce as one of the top five 
Washington, D.C. area’s advertising agency 
executives.

Bruce received an appointment by Governor Bob 
McDonnell to serve on the Commission for Government 
Reform and Restructuring. Bruce co-chaired the 
Government Transparency initiative, working on 
intergovernmental policies and procedures to make 
government more accessible and transparent for citizens 
of the Commonwealth of Virginia. Active in the local 
community, Bruce served on the Leesburg Town Council, 
and as the Citizen Representative to the Leesburg Police 
Department to identify and select officers deserving 
recognition and awards for valor.

Bruce served 12 years on the Board of the Northern 
Virginia Chamber of Commerce, including the Executive 
Committee as Public Policy Chair for six years, for which 
he received the Chairman’s Award for Outstanding Service. 
He has held leadership positions on the boards of the 
Greater Reston Chamber of Commerce, the Dulles 
Regional Chamber of Commerce and as President of 
the Catholic Business Network of Northern Virginia 
(CBNNV) for five years. Bruce currently serves on the 
Board of Visit Loudoun, and the Executive Committee 
for the Catholic Business Network. He organized the 
Special Olympics 2020 Regional Games, which have been 
rescheduled to October 2021 due to COVID-19.

Bruce attended the Kogod School of Business Graduate 
School (Public Relations) at American University and 
undergraduate school at Old Dominion University.

its customers and to grow its client base. I am proud to lead our 
marketing, advertising and public relations department. GAM 
has expanded its services to include comprehensive marketing 
strategies. The company is positioned to deliver suitable messaging 
for each influential audience, and to recommend effective media 
channels to deliver the message. These steps will be taken with 
your business goals in mind and working closely with executive 
management to stay on message and within budget.

While we have a number of traditional and digital platforms to 
deliver the message, I should point out the need to include face-to-
face communication as a means to provide the value one gets from 
personal attention.

Taking Steps to Rebound in a Post-Coronavirus Environment
We will get through this COVID-19 crisis, but businesses 

that have been proactive staying in touch with their 
employees, customers and investors will be ahead of the game. 
Communication, communication, communication. Whatever 
the relationship was like before our robust economy came to an 
abrupt halt has hit a reset. Companies and organizations now have 
a chance to improve relationships that were short-term or not good 
before the virus struck, and to make good relations even better. 
All a company must do is communicate. With the right message, 
frequency and timing, the opportunity exists right now to secure 
the loyalty of your employees, customers and investors.

Don’t Forget Your Banker
With interest rates at a lifetime low, the time is right to secure 

a line of credit for proper cash flow after business reopens and we 
all go back to work. Speak to your banker. Your banker’s financial 
planning assistance is free. Keep your banker informed. A capable 
banker will offer advise to meet your specific needs. Cash flow is 
critical now, and it certainly will be in the future.

GAM Marketing, a Separate Division  
of GAM Graphics and Marketing
GAM Marketing has the experience, depth and resources 
to assist businesses, government contractors, nonprofits and 
associations with the right messaging, engaging the most 
effective delivery channels, proper frequency and within 
budget. To help organizations establish effective messaging, 
GAM Marketing is offering a FREE, no obligation marketing 
assessment. Our marketing team will schedule a virtual 
meeting to discuss communication steps your organization has 
taken to remain fully engaged with key stakeholders. After we 
evaluate your needs, and assess actions taken or not, we will 
provide actions to follow for maximum effect. Included will be 
a proposal and associated costs. There is no obligation.
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By GAM Marketing Staff 

There is clearly no game book detailing step-
by-step plays for the health crisis created 
by COVID-19, and certainly no leadership 

guide for a forced economic shutdown. 
Perhaps that is why we find it so impressive 
to witness innovative, creative and effective 
programs small business quickly put in place 
to make a difference.

After much deliberation, The National 
made the agonizing decision to suspend its 
operations effective March 18, 2020. The 
conference center’s leadership team and owners 
first had to consider the health and safety 
of departing guests, but they quickly turned 
their attention to the needs of 185 furloughed 
associates. For those who were furloughed, 
management extended benefits through May to 
financially assist the associates, all of whom are 
considered family. The National executive team 
remain cautiously optimistic the immediate 
health crisis will be much improved by the 
end of May. The economy will be another 
matter, and leadership will address the ability 
to onboard furloughed employees as the month 
of May draws to an end. In the meantime, 

the Sales & Conference Planning team has 
been retained to serve and support clients 
postponing, cancelling and rebooking their 
March, April and May programs.

To steer through unchartered waters 
the sudden cessation of business wrought, 
The National executive leadership team 
established three committees. Led by 
Geoff Lawson, Vice President and General 
Manager of The National, an Essential 
Services Team (EST) consisting of 15 
members was created to keep the large 
facility operational ready. These three 
committees and assignments include: 
1.  Communication Committee: responsible 

for messaging to associates, clients and 
communities, including social media 
channels created exclusively for our 
associates, such as a private Facebook page, 
private texting and a dedicated phone tree.

2.  Care Committee: assisting the associates 
with immediate priorities for filing 
unemployment, participating in the 
various government programs, and offering 
continued support and communication with 
leadership and department heads.

The National Conference Center; Placing 
Associates, Clients and Community First

Removing masks for the photo, General Manager Geoff Lawson  
and team members prepare for another popular Drive-Thru Market.
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3.  Operational Readiness: responsible for all operational activities as well as 
preparing to reopen, including establishing new processes to be put in place, 
such as cleaning procedures, food delivery, guest services, and interaction of all 
areas of hospitality.
Beyond the proactive establishment of these three essential committees, the 

executive team quickly acted to respond to the sudden termination of business. 
•  March 18, the day operations were suspended, grocery baskets were prepared 

for all associates and neighborhood food banks to disperse all perishable food 
products in kitchen refrigerators. The baskets also included paper products and 
other items of value for homebound associates.

•  March 19, the second day of food disbursement for those associates able to 
return to The National.

•  March 19, The National reached out to the community by providing hundreds 
of pounds of groceries, six cases of disposable gloves and thousands of bottles of 
personal hygiene products.

•  April 3, ownership and leadership worked together to secure PPP funding to 
support the staff.

•  April 17, the All Associate Food Program was established, and every associate 
was informed that food baskets had been prepared for pick-up (delivered to 
their car). Grocery baskets included protein, produce and dairy as well as pasta, 
rice and more to assure multiple meals for the family. 

•  April 24, the Drive-Thru Market was activated and open to the public, featuring 
vendors that normally sell directly to restaurants, as well as Bear Chase 
Brewery. Groceries are pre-ordered online. Over 200 cars were served the first 
day.  Participating vendors loaded groceries directly from their trucks parked at 
The National Conference Center, into waiting cars to ensure proper distance 
was observed. Meals provide total nourishment.
  Because of its popularity, the Drive-Thru Market is now available every Friday.  
“Involving restaurants and other vendors that have been closed as a result of 
the economic and coronavirus shutdown allows the owners to sell and remain 
in business. It also is an opportunity for the vendors to be introduced to a new 
customer base,” said Geoff Lawson. “Besides, the public benefits as well. It’s a 
win-win all the way around,” Lawson added. 

(continued on next page)
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The National Conference Center
The Drive-Thru Market helps the community safely purchase products 

that are restaurant quality, at fair prices. The National is known to be a good 
community partner, and by its leadership and foresight, the Drive-Thru Market 
is by all standards a success. Those who have ordered groceries and meals in this 
program have reported the experience as fun, safe, economical and convenient 
with a good variety of restaurants and other vendors to complete the shopping 
trip right in the parking lot of The National. The National has received nothing 
in exchange for its generosity, although the vendors do make contributions to the 
Associates Food Program. 

Ten days after operations were 
suspended, the Food and Beverage team 
initiated Let’s Make Soup, a program 
supporting associates. Executive Chef 
Frank Estremera’s award- winning chili was 
packaged to go as part of the large grocery 
basket for the 100 participating associates 
who picked up their soup and groceries. 
Let’s Make Soup was so well received, the 
associates now look forward to receiving 
delicious meals every two weeks. 

Through its many "Never Quit" 
programs, The National Conference 
Center is committed to the community and 
its hard-working team of associates. The 
conference center operates by the owner’s 
business philosophy – You are what the 
community says you are. By all measures, 
the community holds The National 
Conference Center in high regard. 

Continued from Previous Page

Executive Chef Estremera,  
2020 Virginia Restaurant & Travel Association 

Executive Chef of the Year.
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Ford's Fish Shack

“Let us not concentrate on the past, let's make 
the future the priority. Every day we need to 
be supporting our great county. Don’t wait 

for tourists to come back. Every resident 
of Loudoun can be a tourist and support 

businesses in Loudoun.”

By GAM Marketing Staff 

The trail of economic hardship left behind 
by the COVID-19 pandemic is staggering. 
No business or individual has been spared 

the might of this invisible demon. Restaurants 
are but one industry to share in the overnight 
cessation of business as usual, although GAM 
decided to concentrate this article on the plight 
of restaurants through the eyes and experience 
of Tony Stafford, owner of Loudoun County’s 
popular Ford’s Fish Shack.

The restaurant business has its challenges in 
normal times, but no one saw this pandemic 
coming. The National Restaurant Association 
reports the industry is comprised of more than 
one million restaurants across the country, with 
cash registers ringing up $799 billion in annual 
sales. But success in this industry does not come 
easy as statistics show. 

According to a study by both the Perry Group 
and The Restaurant Brokers, 90 percent of 
independent establishments fail during the first 
year in operation. 70 percent of the restaurants 
making it past the first year close their doors 
between the third and fifth year. The odds keep 
improving for the owners who manage their 
establishments deftly, as the study shows 90 
percent of those making it to five years are likely 
to achieve the ten-year mark and beyond. 2020 
was to be the year Tony Stafford was to celebrate 
the 10th anniversary since opening the doors to 
the first Ford’s Fish Shack. 

When asked about the challenges he has faced 
since his four restaurant locations closed their 
doors to public dining, Tony had an optimistic 
attitude and chose to avoid discussing the problems 
shared with the rest of his peers, which included 
the furlough of an untold number of staff. Like 
many of his fellow restaurateurs, Tony adjusted 
business practices to assure a continuation of 
service, which meant increased reliance on 
catering prep, deliveries, dinners to go for families 

and  curbside pickup. To his credit, he was more 
interested in discussing the need for community

Tony Stafford in Oval Office at the invitation of President 
Donald J. Trump to discuss the PPP loan program.

support of all small business, rather than seize an 
opportunity to promote his restaurants. 

“We still have great things planned to celebrate 
once we reopen for business,” said Tony. “The way 
we get out of this is by supporting every Loudoun 
County business and resident,” he quickly 
added. Tony puts his words to action as we soon 
discovered by reading the Twitter account he 
established, Loudoun Loves Loudoun, when the 
first closings occurred. GAM asked Tony about 
his Twitter feeds. 

“Loudoun loves Loudoun. What does that 
mean? We must take care of our neighbors, our 
friends, our local businesses now more than ever. 
Loudoun Loves Loudoun is a call to action . . 
. to get our community energized to get out as 
soon as possible and spend money in all the great 
businesses in Loudoun,” said Tony. He continues, 
“Businesses and individuals have all been 
financially pinched, but if we all do the best we can 
by shopping in a store, eating at a new restaurant, 
joining a yoga studio, taking a pottery class, 
whatever inspires you, the dollars flowing back into 
the small businesses will go a long way to help.”
Ford’s Fish Shack has three Northern Virginia locations, 
Ashburn, Lansdowne and South Riding. GAM gives this 
restaurant a five-star rating for food and service. Try them out! 
Visit FordsFishShack.com. 
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Community banks and credit unions are 
often the first to respond to the financial 
needs of small business and individuals 

during economic downturns. Gam|Mag 
decided to ask Northwest Federal Credit 
Union how they have helped the community, 
their members, employees and small business 
during the coronavirus pandemic.

Community Support Efforts
GAM: Northwest Federal Credit Union has 

always been a true community partner. Over 
the past three or four months, can you share 
with us how you have offered support to 
those in need?

Jeff Bentley: Volunteerism and giving back is 
at the core of our culture here at Northwest 
Federal. Every year, each team member 
receives 24 hours of paid time to volunteer 
for worthy causes of their choosing. Last year, 
we collectively spent over 9,000 hours helping 
organizations across the communities we serve. 
With the pandemic, our opportunities for face-

to-face volunteering have diminished, so we 
have been working to expand our community 
involvement in new ways. For example, many 
staff are using their paid volunteer time to 
make cloth masks to donate to essential 
workers. Staff have also been volunteering with 
ACTS of Prince William County’s Senior 
Link program to make friendly phone calls to 
senior citizens the in the area.

GAM: Since you mentioned employee 
involvement, what are some other examples 
of how your team members are volunteering 
in addition to making masks and phone calls 
to seniors?

Jeff Bentley: Employees have also made 
a meaningful impact through our Pay It 
Forward program that we started at the very 
beginning of 2020. This program allows our 
employees to make a monetary donation of 
their choice to a group or individual in need 
at any time throughout the year. We’ve seen 
our staff making many of those donations 
to help those impacted by the pandemic. 

Northwest Federal Credit Union’s  
COVID-19 Response



May 2020 • gam|mag • Special Covid-19 Edition • Page 11

F I N A N C I A L  N E W S

We have heard 
stories of team 
members buying 
a stranger a meal, 
paying a veterinary 
bill, paying 
for groceries; 
creating a spark 
of spontaneous 
generosity, right 
when someone 
needs it most.

GAM: With the 
economy at a 
standstill, many 
families have 
difficulties paying 
bills and making ends meet. This is especially 
true for families with young children. We were 
told Northwest Federal has been helping 
families in other ways. Would you please 
elaborate?

Jeff Bentley: We discovered a desperate need 
in the area to help fill diaper banks. Many 
families who are impacted by joblessness or a 
reduction in hours are having to make tough 
choices on how they spend their money. 
As a result, it often becomes difficult for 
families to afford diapers for their babies and 
toddlers. The Northwest Federal Foundation 
is holding a diaper drive through the end of 
May and we’ve already delivered more than 
19,000 diapers. Donations can be made online 
at nwfcufoundation.org where you can donate 
money or send a gift of diapers through an 
Amazon Wish List.

We were also in the middle of NWFCU 
Foundation’s Weekend Meal Drive when 
the pandemic struck. The need for food 
suddenly became even more crucial so we 
ramped up our efforts. During the drive, The 
Foundation received almost 4,200 food items 
and several hundred dollars in donations from 
generous credit union members, employees 
and corporate partners, including Whitney, 
Bradley & Brown, Inc.

Each year the Foundation works alongside 
Northwest Federal members, employees, 
and corporate partners to gather and deliver 
food to various food pantries in area schools 
and after-school programs. This year, when 
schools closed due to the novel coronavirus 

(COVID-19) outbreak, the Foundation was 
ready to distribute much needed supplies 
during what has become a very trying time for 
children with hunger issues.

“The NWFCU Foundation is so fortunate 
to be blessed with incredible, generous 
corporate partners, credit union members 
and employees,” said Executive Director of 
the NWFCU Foundation, Kaycee Childress. 
“Especially at this difficult time, their 
wonderful donations mean that we are able to 
help mitigate the food insecurity from which 
these children would otherwise suffer.”

GAM: You’ve mentioned your employees’ and 
Foundation’s good deeds. What is an example 
of a corporate-driven initiative?

Jeff Bentley: On top of employee volunteerism 
and donation drives, Northwest Federal has 
also made monetary donations to several local 
groups. Many community events we support 
have been cancelled. With so many worthy 
organizations desperately in need for funding 
their programs, Northwest Federal decided 
to shift its funding from these events in order 
to make additional monetary contributions to 
these community organizations:
• Western Fairfax Christian Ministries
• LINK Against Hunger
• Dulles South Food Pantry
• Arlington Food Assistance Center (AFAC)
• Britepaths 
• Seven Loaves Middleburg
• Action in Community Through Service 
(ACTS) of Prince William
• House of Mercy
When the pandemic struck we were also in the 

process of wrapping up NWFCU Foundation’s 
Weekend Meal program which suddenly became 
even more crucial. During the drive, The 
Foundation received almost 4,200 food items 
and several hundred dollars in donations from 
generous credit union members, employees and 
corporate partners, including Whitney, Bradley 
& Brown, Inc.

Each year the Foundation works alongside 
Northwest Federal members, employees, and 
corporate partners to gather and deliver food 
to various food pantries in area schools and 
after-school programs. This year, when schools 
closed due to the novel coronavirus (COVID-19) 

(continued on next page)

Jeff Bentley, President and CEO



Page 12 • gam|mag • Special Covid-19 Edition • May 2020

F I N A N C I A L  N E W S

Northwest Federal’s 
COVID-19 Response
outbreak, the Foundation was ready to distribute much needed 
supplies during what has become a very trying time for children 
with hunger issues.

“The NWFCU Foundation is so fortunate to be blessed with 
incredible, generous corporate partners, credit union members and 
employees,” said Executive Director of the NWFCU Foundation, 
Kaycee Childress. “Especially at this difficult time, their wonderful 
donations mean that we are able to help mitigate the food 
insecurity from which these children would otherwise suffer.”

Financial Assistance for Members
GAM: I understand that customers of credit unions are referred to 

as members. How has Northwest Federal assisted its members 
through these tumultuous times?

Jeff Bentley: Yes, credit unions are not-for-profit cooperatives 
so when you join a credit union you are a member/owner. 
For all of our members, and members of the community 
who are just now joining Northwest Federal, we’ve dedicated 
ourselves to helping them through this difficult financial 
time. Here are a few of the solutions that we have put in place 
to provide assistance:

Relief Line of Credit
We are offering a Relief Line of Credit for those members who 

may experience a financial hardship as a result of the coronavirus 
pandemic.

Consumer Loans
We are offering a deferment of up to two months for qualified 

borrowers on our consumer loans, including auto loans, personal 
loans, and credit cards.

Home Equity Loans  
& Home Equity Line of Credit (HELOC)

We are offering up to a two month deferment for qualified 
borrowers on our fixed-rate home equity loans and HELOC's.

Mortgage Assistance
Northwest Federal is following the Fannie Mae and Freddie 

Mac guidelines for homeowners who are adversely impacted 
by this national emergency for all of our first mortgage loans, 
regardless of whether or not it is Fannie Mae-owned mortgage.

Customized Solutions
Whether it be personal, mortgage, or commercial loans, we 

are ready to assist members with any questions and concerns 
they have about existing loans or future lending needs.

In addition to providing financial assistance, we are also 
making it a priority to help members with their overall financial 

Continued from Previous Page

"The Northwest Federal team has really stepped up 
during this time of unprecedented challenges which 
has reaffirmed my belief that we have incredibly 
dedicated and caring employees. Every day I get to 
see the team’s resiliency and willingness to go the 
extra mile for our membership, for each other, and 
for the community as a whole” said Jeff Bentley, 
President and CEO. “It’s times like these that we can 
see how we truly live our why statement which is 
‘Together, we serve and inspire to transform lives.’ "
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By Barry Biggar, CDME 
President & CEO

Even though the travel industry is often one of the first 
impacted during troubled times, travel and tourism has 
always been one of the first to rebound after the storm 
has passed.  In part, our industry is so resilient because 
Americans see travel as a necessity in our 
lives, one that allows us to connect with each 
other, experience new destinations, and grow 
as we continue our journey through life.  For 
now, we are all being asked to stay home and 
stay safe, but as we also begin to plan for the 
other side of the global pandemic, our tourism 
industry is eager to once again welcome 
visitors to enjoy Fairfax County’s hospitality.  

As the official tourism organization 
for Fairfax County that is responsible for 
marketing and promoting travel to visitors 
from around globe, Visit Fairfax is also 
looking forward to that time.  On that much-
anticipated day, Visit Fairfax will begin by 
reaching out to nearby drive markets and 
families who have been sheltering at home 
but long to reconnect with each other and the world.  Our 
message will focus on creating those priceless memories that 
families want, and that travel provides.  

When the time is right, we will expand our message 
beyond the drive markets to group planners working with 
schools to once again bring their students to the National 
Capital Region. Additionally, we will begin to place our 
message further afield to markets that stretch beyond the 
region both domestically and even internationally.  Whereas 
in the beginning we will start small by limiting our reach 
to close-in regional visitors, ultimately, we will expand to 
broader domestic and international audiences.   

For now, Visit Fairfax has evolved our message to allow 
visitors to experience our destination virtually through 
Fairfax-at-Home.  From great kids activities to a virtual 
road trip to wellness activities from home, Fairfax-at-Home 
provides ways to learn more about our iconic attractions such 
George Washington’s Mount Vernon and the Smithsonian’s 
National Air and Space Museum Udvar-Hazy Center along 
with our hidden gems such as Frying Pan Farm Park and 
Frank Lloyd Wright’s Pope-Leighey House.  As we all learn 
to navigate these new waters and adapt to new realities in 
a post-pandemic world, the travel industry must instill 
confidence in our visitors by assuring them that they are safe 
and that travel is not only a priceless gift but also an integral 
part of the human experience.

Visit Fairfax County Northwest Federal’s 
COVID-19 Response

health with our free financial counseling resources. We’re also 
providing resources and guidance to help members explore 
the provisions that have been put in place by the CARES Act 
Economic Relief Plan.

For instance, as part of the CARES Act, the 10 percent 
early withdrawal penalty will be waived on retirement 
account distributions for taxpayers under age 59 1/2 who 
face financial challenges due to the virus. The law also waives 
required minimum distribution rules for certain retirement 
plans. We’re here to help members navigate this option if they 
have been impacted by COVID-19.

Small Business Support – PPP
GAM: A lot has been reported about the PPP loan program. 

Care to share anything about your experience? 
Jeff Bentley: One of the most talked about provisions of 

the CARES Act is the Payroll Protection Plan (PPP.) 
The PPP allows small businesses with fewer than 500 
employees a loan up to $10 million for payroll and 
certain other expenses. As an approved SBA lender, 
Northwest Federal took this opportunity to help 
local businesses by ramping up staff needed to process 
applications. We were proud to be able to process nearly 
$57 billion in loans through the SBA to help small 
businesses in need and help the community.

Employee Support and Hiring
GAM: What measures did Northwest Federal undertake to 

make sure safety was a top priority? 
Jeff Bentley: Like many organizations in our area, we 

took the pandemic seriously and took immediate steps 
to help safeguard our team and all of our members. We 
implemented business continuity plans which included 
most of our staff working remotely. 

To honor social distancing guidelines, we altered branch 
hours, and focused more on servicing our drive through 
lanes. We’ve also been highlighting our online and mobile 
services to remind members that most transactions can be 
done with our online and mobile banking, but we are still 
available to members to meet in branches by appointment 
for any additional needs.

GAM: Many businesses have had to furlough or permanently 
release employees. What about Northwest Federal? 

Jeff Bentley: We’ve been very fortunate. While many 
workplaces slowed or froze hiring, Northwest Federal is 
continuing to hire without disruption. We are holding 
interviews by phone and video conferencing. In fact, 
within days of the stay-home restrictions, we held our 
first-ever virtual new hire orientation. We are also very 
proud that we have a very strong financial position so 
furloughing employees was not something we even had 
to consider.
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Loudoun Economic Development

By Bruce Gemmill 
GAM Marketing

A conversation with Buddy Rizer, executive 
director of the Loudoun County 
Department of Economic Development.

Bruce Gemmill: How has the work that you do 
in economic development changed during 
COVID-19?

Buddy Rizer: We pride our department on 
being a full-service economic development 
organization, and it’s one of the first things 
that our businesses notice after opening in 
Loudoun County. We work with businesses 
through every step of the process, and in 
this case, that means through a global health 
crisis with unprecedented economic impact. 
Beginning March 16th, DED redirected all 
of our resources to information gathering 
and dissemination – and to doing direct 
outreach. We’ve had tens of thousands of 
touch points with our business community, 
both through personal outreach and targeted 
email marketing and social media. We used 
the input we were getting from businesses 
to shape our response. When we sensed 
the need for an information clearinghouse, 
we responded in days by creating a website 

providing resources that our businesses 
and workforce need. When unemployment 
spiked, we launched the Loudoun Jobs Portal 
that markets every position currently open 
in Loudoun County. When our farms lost 
their restaurant and hotel enterprise buyers, 
we launched the Loudoun Made Loudoun 
Grown Marketplace, an e-commerce 
platform that connects consumers and 
producers. The Board of Supervisors and 
the Economic Development Authority 
diverted $1.4 million from business incentive 
funds to help 177 small businesses keep their 
employees and keep the lights on. And with 
the help of Visit Loudoun and the Loudoun 
Chamber of Commerce, we’ve actively 
marketed more than 500 businesses as part of 
our Take Loudoun Home campaign.

Bruce Gemmill: What resources will the 
LCDED make available to businesses once the 
pandemic lockdown is behind us?

Buddy Rizer: Concurrently with our outreach 
and business support efforts, we’ve been 
putting a plan in place to support our 
businesses as the economy started open up 
again. While I’m confident that we will get 
back to a world where Loudoun County has 
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record low unemployment rates and commercial real estate vacancy, but the 
reality is that it’s going to be a process. The economy is not a switch that can 
be flipped back on and have everything return to normal. It is going to take 
time for consumers to feel confident, both from a health and an economic 
perspective. We will be continuing market the county with programs like Take 
Loudoun Home to support our customer-facing businesses.  It’s going to take 
time for businesses to get up to speed. But, we think Loudoun is well positioned 
to adjust to those changing norms and continue to be a world-class place to 
do business. In addition to our business development goals, we plan to expand 
include our workforce development programming, focused on connecting 
talented people with open positions. 
We also plan to expand our digital 
tools and offerings, including ways to 
have prospects and site selectors “visit” 
without needing to travel until testing is 
up to speed and confidence returns.

Bruce Gemmill: How important is business 
communication with stakeholders going 
forward? 

Buddy Rizer: Communication has always 
been a top priority for us, and we’re 
embracing increasingly creative ways to 
reach our key stakeholders. We’ve seen 
record website traffic that points businesses towards the resources that they 
need. We have worked closely with stakeholders in the business community 
throughout this crisis to make sure that our efforts are unique and cross-
promoted. We launched the #LoudounPossible Pod, a business innovation 
and resources podcast that is now available on all of the major podcast services. 
In the near future, we plan to launch a quarterly magazine that focuses on 
the business advantages of Loudoun. Of course, we will continue to do direct 
outreach to our companies and stakeholders, and we will continue to shape our 
programming based on the needs we see in our business community. 

Bruce Gemmill: The pandemic exposed weaknesses in our supply chain. Does 
the LCDED have recommendations to make business less vulnerable to these 
weaknesses? 

Buddy Rizer: One solution for this is better collaboration among industries, 
and we saw a wonderful example of this in the highly competitive data center 
industry. Our office deployed a regional point person to coordinate the data 
center operators, vendors and tenants in the region, which was instrumental in 
advocating for their needs during the stay-at-home orders. Just as importantly, 
it started conversations and built further collaboration between all segments of 
that industry. When supply chains were interrupted, surplus materials for one 
construction project could be easily sent to the next project down the road. This 
crisis response created a model that works moving forward. Another trend to 
watch for is the growth of regional supply chains. There are bottom-line reasons 

I have now worked in healthcare for 25 
years. I never imagined that I would live 
through a pandemic during these times 
of incredible, modern medicine. It has 
had a devastating 
impact on the 
health of over a 
million people in the 
United States and 
unfortunately led to 
over 60,000 lives lost.

Beyond the 
healthcare 
implications of Covid 
-19, there are clearly 
tragic impacts to 
our economies and 
everyday lives. But 
it is through this 
tragedy, that we 
have seen countless 
employees and 
doctors at HCA and other hospitals step 
up to care for the sick. They acted for the 
patient first and themselves second.

The challenges brought on by the 
coronavirus serves as a great reminder 
about the importance of doing 
purposeful, worthwhile work. The 
healthcare teams across the country 
clearly found their calling and stuck with 
it through the hard times. Thank you to 
all the healthcare professionals for doing 
everything you could to make us feel safe 
and cared for.

Tim McManus
Capital Division President HCA

Words of Praise 
for Our Healthcare 
Professionals

(continued on page 17)
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Loudoun County COVID-19 Recovery 

By Beth Erickson 
CEO & President, Visit Loudoun

What many people may not realize is that 
Loudoun County ranks third in the 
Commonwealth of Virginia for tourism 

revenue generation – $1.84 billion in 2018 
alone. To put that into perspective, we 
generate more visitor spending than Virginia 
Beach and Williamsburg so there is no way 
to downplay the impact of COVID-19 on this 
important industry – it’s been rough. But our 
industry adapted incredibly quickly and that 
has been inspiring to see. 

While we’ve never experienced something 
on this scale before, we can look at past events 
like the 2003 SARS pandemic as well as 9/11 
and know that we will rebound. Ours is a 
collaborative, creative and committed industry 
and we’ve already seen business models change. 
For example, I never thought I’d buy a “cocktail 
to go” in Virginia but can now pick-up a mojito 
in a mason jar from Tuscarora Mill in Leesburg 
or Market Table Bistro in Lovettsville. You can 
order takeout Family Meals for Four prepared 
by some of the finest chefs in Virginia. One 

brewery will deliver a growler to your home 
with a musician in tow to serenade you. All this 
innovation has been so inspiring. 

The other thing that happened was our 
businesses moved to creating virtual experiences. 
If our visitors can’t come to us, we have to go to 
them. So, we are seeing more and more virtual 
experiences and behind the scenes tours being 
produced by our partners and it has been very 
well received. Southern Living just ran an entire 
story on Virtual Wine Experiences in Loudoun.

So while we talk about the nearly 18,000 
workers in Loudoun’s hospitality industry in 
general, it’s really about the housekeeper who 
makes the bed and the front-desk clerk who 
gives you a key. It’s about the server who tell you 
the daily specials and farmer who grew the food. 
It’s about the musicians who play your favorite 
song and the driver who gets you home safely. 

“Loudoun is perfectly positioned to bounce back 
stronger than ever because of what we offer: 
open space, fresh air, rural roads, farm fields, 
great food and drink and warm hospitality.”

Beth Erickson
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Continued from page 15

Loudoun Economic Development
It’s about the people who brew the beer, tend the vines 
or distill world-class spirits and the people who serve 
them. It’s about the thousands of people who greet you 
with warmth and hospitality throughout Loudoun 
who have lost their jobs or have seen a reduction in 
hours due to Covid-19. I’m very proud that the Visit 
Loudoun Foundation partnered with the Loudoun 
Community Foundation to launch the Visit Loudoun 
Foundation Emergency Relief Fund. The support and 
generosity have been incredible and so far we’ve raised 
more than $30,000 and will continue to raise and 
distribute funds as there is need.

Using data from Destination Analysts we know 
that American travelers increasingly say they will be 
avoiding crowded places (55.7%) when they begin 
traveling again. A majority are saying they will avoid 
destinations hardest hit by coronavirus. The number of 
people saying they will take a staycation this summer 
is rising – up to 55.2%, from 41.3% one month ago. 
Younger travelers say they will take more road trips 
to avoid airline travel is up to 49.4% from 43.4% one 
month ago.

All this tells me Loudoun is perfectly positioned to 
bounce back stronger than ever because of what we 
offer: open space, fresh air, rural roads, farm fields, 
great food and drink and warm hospitality. 

While tourism was the “canary in the coal mine” 
we will also be the first sign of recovery; when people 
begin going out to restaurants, shops, breweries, 
wineries, you will know that we are on a positive path. 
In a nutshell: Loudoun’s recovery starts with tourism.

Hotel Built for the Traveler  
Who Has Done It All
If your private island beaches are getting boring, 
here's an idea: Try the North Pole Igloos. The 
luxury Igloos are made up of 10 heated (and 
moveable) glass domes situated on the North 
Pole's arctic glacier. The igloos are regularly moved 
around the glacier to take advantage of the best 
weather possible. For a cool hundred grand per 
person, guests can spend one night on the North 
Pole glacier viewing the northern lights and 
becoming one with the wilderness. The excursion 
includes helicopter transportation to the igloos, 
security, food and all the gear you will need. Plus, 
you get two nights in Svalbard, the Norwegian 
archipelago between mainland Norway and the 
North Pole. The locals claim Svalbard has more 
polar bears than people and there are 2,642 people.

why certain manufacturing processes have been off-shored over the 
years, but that created an imbalance in the market. We are focused 
on supporting a return to more local sourcing, something that both 
businesses and consumers will demand.

Bruce Gemmill: Speaking of supply 
chain vulnerability, does the LCDED 
recommend an increase in corporate 
and governmental expenditures to 
prepare and strengthen our internet 
infrastructure?

Buddy Rizer: In Loudoun County, we 
approach this question from many 
angles, from the data center industry 
down to our residents. On the one 
end, Data Center Alley has responded 
well to an incredible stress test caused 
by everyone’s professional, personal 
and social lives going digital during 
the stay-at-home orders. Up time was 
maintained and end users had a fairly 
seamless experience. One area where 
Loudoun County can improve is in the 
infrastructure running to homes in rural western Loudoun, where the 
lower density of housing has created fewer options for people to access 
high-speed internet. There is a clear need for all people to have access 
to streaming-level broadband, and that this remains a high priority 
for Loudoun County. Several stopgap measures have already been 
deployed during the pandemic, including extending high-speed access 
to the parking lots of the public libraries in Middleburg, Purcellville 
and Lovettsville. Moving forward, look for libraries, schools and other 
public buildings become connectivity hubs through which home 
broadband access can be expanded.

Bruce Gemmill: How does Loudoun County plan to reconstruct from 
the devastating hit its economy took as a result of the COVID-19 
pandemic and imposed shutdown? 

Buddy Rizer: There is no shortcut to recovery, but the best way 
forward will always be to respond to the facts on the ground and the 
opportunities as they become available. Science is going to have to 
find viable solutions, through testing and vaccines, before consumer 
confidence fully returns. We expect the economy to re-open in phases, 
and we like the way we’re positioned to adapt to the new normal. At 
the end of the day, we have the digital infrastructure, the educated 
workforce, and the superior quality of life to compete in any economic 
scenario. Add in eventual Metro connectivity in eastern Loudoun, and 
we’ve got an enviable opportunity for the economy to reboot. While 
we plan to adjust to the circumstances as they change, our department 
will continue to do what we do best: provide full service care to any 
business that needs it.

Buddy Rizer 
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Don’t Let World Events Change  
Your Long-Term Financial Plan

By Ric Edelman 
Founder, Edelman Financial Engines

Knowledge conquers superstition

Do you remember what happened on August 
21, 2017? It was a big deal at the time, but it 
quickly came and went.
I’m referring, of course, to the eclipse – the 

first total eclipse of the sun in 99 years that 
crossed the entire country.

Millions of Americans viewed it through 
filtered glasses, and some (including my wife 
Jean and me) traveled far to view the totality.

The eclipse was fun – but eclipses weren’t 
always viewed that way. Ancient cultures 
believed a mythical creature was taking a bite 
out of the sun or devouring it entirely.

Some believed they shouldn’t breathe during 
an eclipse, or cook, or clean clothing because 
the air was contaminated. Eclipses were blamed 
for wars, diseases and deaths. In Babylon, 
stand-ins were placed on the throne during 
eclipses so any harm would come to them 
instead of the king.

Today, of course, we know that solar eclipses 
are caused by the orbiting moon passing in 
front of the sun, casting its shadow and briefly 
blocking our view of the sun. We know it’s 
nothing to be afraid of. For us, the solar eclipse 
was a good reason to throw a party – and 
there were lots of them around the country on 
August 21, 2017.

But what does this have to do with personal 
finance?

Irrational Fears Can Influence  
Financial Decisions

It provides a good analogy of how some 
investors allow irrational fears – often stirred 
by news events or pundits who make wild 
predictions – to influence their financial 
decisions, especially their investing strategies.

For example, we regularly receive phone calls 
and emails from folks nervous about all kinds 
of world events – political, socioeconomic, and 
right now, about the coronavirus crisis.

Others have expressed worry in the past about 
terrorist attacks in Belgium, France, Spain and 
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the United Kingdom, or civil unrest and political 
protests in other parts of the world. Ditto for 
political tensions with China, Iran, Russia and 
even Venezuela. And let’s not forget to mention 
tensions in Congress, which almost always appears 
deadlocked and dysfunctional.

They wonder: Will events like these will damage 
our economy? What does it all mean for your 
investment strategy? How should you respond to 
negative news?

To answer, it might be helpful to look at events 
that worried many investors in the past to see 
how those events affected the financial markets at 
the time.

We needn’t go back very far to start. Remember 
the first time many people heard about Brexit – 
when the United Kingdom voted on June 23, 2016, 
to leave the European Union? Many thought the 
decision would lead to financial problems globally, 
and indeed the S&P 500 fell five percent within a 
few days. But a year later, it was up 21 percent.

Remember when Greece defaulted on its debt? 
During the run-up to that event, Standard & 
Poor’s downgraded Greece’s debt to junk status in 
April 2010, after which the S&P 500 fell 16 percent 
over the next 10 weeks. But a year later, the index 
was up 31 percent.

Let’s go further back. In Chapter 37 of my 
national best-seller "The Truth About Money," 
you’ll find a chart showing how the S&P 500 
performed during and after several past “crisis” 
events. Here are a few excerpts:

•   Remember the Russian satellite Sputnik? (If 
not, ask your grandparents.) It was launched in 
1957 – prompting fears that the Soviets could 
drop bombs on the United States from outer 
space. The S&P dropped 10 percent in three 
weeks, but six months later it was up eight 
percent and by the following year it was up 30 
percent.

•   When Richard Nixon resigned the presidency 
in 1974, the index fell 19 percent in five weeks. 
But it was up 30 percent after six months and 
up 27 percent the next year.

•   After the 9/11 attacks, the index fell 12 percent 
in two weeks, but it was up seven percent after 
six months and up 16 percent the next year.

•   After Hurricane Katrina, the index dropped 
two percent in six weeks, but was up seven 
percent six months later and up 10 percent the 
next year.

Why a Disciplined 
Investment Approach Is 
More Important Than Ever

Now COVID-19 has 
triggered extreme volatility 
in the stock market. Huge 
daily declines on some 
days, followed by amazing 
rebounds on others, have left 
many investors wondering 
what they should do.

Not us. If anything, the 
market turmoil of the past 
several weeks has convinced 
us that our long-held 
investment philosophy and 
strategies are precisely the 
way to get investors through 
this crisis.

Our approach is based on 
these four pillars:

•  Own it all, all the time. This means continually 
maintaining a properly diversified portfolio 
– one that features 16 to 18 asset classes and 
market sectors, not just stocks.

•  Maintain a long-term focus. As we’ve seen, 
and as history has demonstrated for more than 
100 years, market values can swing wildly in 
short periods (days, weeks, months or even 
a year or two) – but they have consistently 
risen over longer periods. Of course past 
performance does not guarantee future results.

•  Engage in strategic rebalancing. At any given 
time, some assets in a diversified portfolio will 
perform better than others – creating “drift” 
in the desired asset allocation of the overall 
portfolio. It’s easy to solve by rebalancing the 
portfolio. This restores the allocation back to its 
original, desired format.

•  Use low-cost, tax-efficient investments, such 
as exchange-traded funds and institutional-
grade mutual funds so more of your money 
stays in your account, helping to increase 
your wealth.
Those who lack a carefully crafted plan like this 

often squirm, unsure if they are doing the right 
thing. No wonder some investors are panicking. 
But having a solid, effective strategy can help you 
sleep easier at night.

(continued on page 25)

Ric Edelman
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By Jennifer Womack 
Contributing Writer

A popular witticism yes, and one that lends 
itself well to the talented volunteers at 
Makersmiths whose members are at the 

forefront of innovation during this time of 
need in our community. 

The members of Makersmiths, a makerspace 
in Loudoun County Virginia, are working 
tirelessly, finding innovative solutions and 
producing personal protective equipment (PPE) 
to benefit medical professionals, first responders, 
essential workers and literally anyone who needs 
personal protection during the COVID-19 
pandemic (and beyond). 

Michael James, a Makersmiths Board 
Member and active participant, explained that 
there are currently two mask production teams 
at Makersmiths, each focused on separate but 
equally important tasks. One volunteer team, 
working from home and led by Brad Hess and 
President John Dubelko, is focused on the 
production of 3D printed face shields following 
the Prusa design and the packaging protocols 
set by the CDC. 

The other team, also working from home 

When the Going Gets Tough,  
The Tough Get Going!

Erin Wherling, a volunteer seamstress at 
Makersmiths made the masks that were delivered 
to the Lansdowne NICU. “Making the face masks is 
a project of love,” said Erin, “It was my way to pay it 
forward.” She explained, “After having twins years ago 
during a terrible snowstorm, my husband and I had a 
complete stranger help dig us out of a snowbank when 
it was time to leave the hospital. I never forgot that 
moment, I was so grateful. Anyway, I just wanted to 
be of some assistance to those new parents who are 
dealing with so much right now. If I can make their 
lives just a bit easier, that certainly works for me.”
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and led by instructor, Jessee 
Maloney, is tackling the sewing 
of cloth face masks. 

When asked about the 
distribution of the PPE, 
Michael James’ excitement was 
evident as he spoke. “About 
120 face shields have been 
distributed to the Loudoun 
Medical Group, a Purcellville 
dentist office, a Leesburg 
assisted living center and a 
hospital in North Carolina. 
And, let’s not forget the cloth 
face masks, 200 of those have 
already been donated as well. 
Some of the masks have been 
delivered to the NICU at 
Lansdowne for parents to wear 
when visiting their newborns, 
some went to forensic nurses 
in Maryland, and others to 
facilities like Legacy Hospice 
in Richlands, VA and Upshur 
County, West Virginia’s EMS 
service.” Mike added, “And 
we’re not done yet! We are still 
actively seeking and filling 
requests for both face shields 
and cloth masks for any local 
organizations in need; We are 
‘banging them out’ as fast as  
we can.”

With over thirty members 
actively assisting in the 
production of the face shields, 
Makersmiths is hopeful that 
they will be able to provide 
a minimum of 500 shields. 
They will continue to make 
face masks for the community 
as long as there is a need. 
Makersmiths is a 501(c)3 
and is currently accepting 
donations to offset the cost 
of the plastic filament used 
by their 3D printers and 
other supplies needed for this 
effort. For more information or to make a donation, please visit their website 
makersmiths.org or Facebook page @Makersmiths.
Congratulations Makersmiths volunteers! 
Thank you and keep up the good work.

Face shields, produced by Makersmiths, in action.

With Gratitude –  
A Yard-Art Tribute

In early march, Ashburn resident, Jenn 
Womack, was already feeling overwhelmed 
by the negativity surrounding the news 
regarding the COVID-19 pandemic.

“I was hearing 
and reading so many 
stories that had a 
negative undertone; 
Neighbors voicing 
their dismay about 
people not social-
distancing, scared 
that work stoppages 
seemed eminent, 
wondering why 
information wasn’t 
getting out in a 
timely manner, and 
so on”, said Jenn. “I 
just felt the need to 
do something  to help 
ease the anxieties 
of our neighbors 
and put some happiness back into the 
neighborhood.  I also wanted to thank the 
hard working men and women working 
tirelessly to keep us safe during this 
pandemic.”

As a former events planner and long-
time client of GAM, Jenn was no stranger 
to yard signs. Already having most of what 
she needed, Jenn reached out to GAM for 
the last component – Coroplast® (plastic 
cardboard) remnants and then got to 
work creating happy messages of hope and 
inspiration.

When asked which of the signs was her 
favorite, Jenn replied, “It’s a toss-up. While 
the Thank You signs are very important 
because of what those folks go through 
on a daily basis, equally important for 
everyone is HOPE – so, I guess I’d say that 
I am most drawn to the the HOPE Dove. 
After all, hope is exactly what we need to 
get through this!
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By Jennifer Womack 
Contributing Writer

With many parents following the 
COVID-19 stay-at-home orders, do-it-
yourself (DIY) projects and activities can 

offer a much-needed respite from the “crazies” 
that inevitably ensue when children get bored. 

Make no mistake, there’s no need to be an 
artist or creative genius to craft projects and 
activities at home and, as an added benefit, 
they need not be expensive either. With just a 
little bit of vision (don’t worry, we’ve provided 
helpful hints below), a few items you probably 
have lying around the house, and an opt-in to 
the age-old theory that kids prefer playing with 
the box that the gift came in, you’ll be able to 
keep your youngsters happy and keep your wits 
about you.
Window Art – Washable window markers are 

a fun and relatively inexpensive way to keep 
your children occupied. Pick a low window 
or sliding glass door and let them go to town, 
creating their own masterpiece.  

Note 1: Kids don’t like to “erase” their 
artwork so here’s a pointer to keep the peace. 
Explain that you will snap a photo each time 
they have completed a drawing, and that 
once several photos have been taken, you can 
create a photo collage of their work.

Note 2: If purchasing washable window 
markers isn’t in the cards, but you have a 
Sharpie® marker or two at home, these can be 
used on windows and be removed easily (by 
an adult) with WD-40, rubbing alcohol, or 
acetone-based nail polish remover. To bring 
the window back to sparkly-clean, you will 
want to follow up with a quick, fresh water 
surface rinse or a squirt of window cleaner 
and a quick buff with a towel.

Rock or Seashell Painting – Painting rocks or 
seashells is especially therapeutic for both adults 
and children. These rocks/seashells can be 
painted with messages of peace or hope, or they 
can simply have designs that evoke happiness. 
Once painted, you can place the rocks about 
your neighborhood for others to find, emoting a 
feeling of well-being, knowing that the finder of 
the rock/seashell will surely smile. 

Note 1: This activity is best suited for 
children of an age where non-toxic paints 

ARGH!  I’m a Parent in Quarantine… HELP!!!

At-Home activities to keep kids happy  
(and keep your wits about you)
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or markers can be used safely. Store bought, permanent paint or permanent 
markers should be used as these mediums hold up to the outside elements 
(whereas home-made paints will not).

Note 2: For a much longer lasting piece of artwork, an adult can spray the 
rock/seashell with a store-bought acrylic spray.

Colorful & Easy Learning – No fancy flash cards needed! Simply take a few pieces 
of plasticware (you no doubt have in your cabinets) and cut pieces of colored 
paper to fit in the bottom of each. With that done, cut shapes from the same 
colored papers. Mix all of the colored shapes in a basket or bowl and have your 
child pick one colored shape at a time and place the colored shape into the 
appropriately colored plastic container. 

Note 1: This activity can be varied by using ABC’s and/or numbers as well.
Tube-Time – Don’t throw away your toilet paper or paper towel tube when along 

with a glue stick and some colored paper, your kids can create animals, robots, 
people, spaceships and more – the possibilities are endless.

Note 1: Have an adult cut out shapes that resemble eyes, hair, feet, hands, 
wings or similar. This will enable younger children to find creative ways to add 
the pieces to the tubes.

Word Scramble – Create letter squares for each letter of the alphabet (3x) 
using colored paper. Use those letters to create your own “What We Did in 
Quarantine”, or “I Sheltered in Place with…” board. Using a glue stick, simply 
adhere the letter squares to a single sheet of paper forming words or names. 

Note 1: Certain letters are used more than others, make more of what you 
need to accomplish task.

Note 2: Cut the background sheet of paper to the size of a frame if you wish to 
display your finished project as a wall hanging.

Adventures of Paper Polly (insert “Child’s Name”) – Enlarge a full body, front-
facing photo of your child to fit the size of a piece of paper and cut it out. If 
printing on an 8.5 x 11” sheet of paper, the end result should be a picture of your 
child that is approximately 10 to 10.5” tall – fold the cut-out at the waist so that 
it can “sit”. Talk to your child about the “adventures” that their cut-out will take. 
Each night, after the child has gone to bed, move the cut-out to a new location. 
The next morning, allow your child time to find the cut-out and encourage them 
to tell you why they think their cut-out wanted to explore that location. This 
activity encourages imagination and allows them to talk about their feelings in 
third-person (which can surface any underlying anxieties or concerns they may 
have without making them feel vulnerable).

Note 1: Regular paper is pretty thin, consider gluing the paper cut-out onto a 
thin piece of cardboard so that the image will sit upright when folded.

Red-light Camera Business Suffers  
During Caronavirus Crisis
Here's a story that will bring a tear to the eye of every commuter. The company 
operating red light cameras is suffering big time during the COVID-19 stay-at-
home quarantine.  Redflex Holdings, an Australian company, operates red-light 
cameras (aka "traffic safety programs") in 100 U.S. and Canadian cities. Seems 
when people run a red light or speed, Redflex Holdings gets a slice of the fine. 
Problem is, according to the Wall Street Journal, people aren't driving as often 
as before. That means fewer tickets and less money for Redflex, which translates 
into liquidity issues and a lot of anxious investors. The stock is down 46%.

By Jennifer Womack 
Contributing Writer

COVID-19 has impacted our lives 
in many ways but it has been especially 
impactful to those high school seniors, 
who were set to toss their graduating caps 
high into the air to in 
celebration, having 
completed twelve long 
years of studies. 

With traditional 
in-person graduation 
ceremonies and post-
ceremony parties, 
dinners, trips and 
celebrations on hold, 
now is the time to 
find creative ways 
to celebrate their 
achievement. 

Make no mistake, 
this is a BIG DEAL! 
Don't skip an at-home 
celebration in hopes 
of a future event "to 
be held at a later 
date". These students 
worked very hard 
to reach this milestone and supporting 
their achievement will go a long way in 
helping them stay positive, focused and 
moving forward.

There are many do it yourself (DIY), 
"Class of 2020" graduation ideas that can 
be found online - many that you can make 
with items you probably have right in your 
own home! 

Remember, although your student 
has reached this landmark, he or she is 
still young and impressionable. Take this 
opportunity to show your senior what it 
means to "think outside the box", to be 
creative, to show support, to care.  No 
matter what you choose to do, recognizing 
your student now will pay off in more ways 
than you can imagine!  

Signs for Our 
Graduating Seniors
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By Jennifer Womack 
Contributing Writer

During this time of immense need in our 
community, Loudoun County residents 
are taking steps to raise spirits, proving yet 

again, that in troubled times, we all put our 
best foot forward. Some of the most poignant 
gestures we have noted to date include:

All Smiles 
Doctors and nurses everywhere are 

adopting the habit of attaching a large, 
laminated, smiling photo of themselves to 
their PPE to provide the “smile” they know will 
go a long way to reassuring their troubled, sick 
or scared patients.

Rainbows & Stuffed Animals 
Families all around Loudoun County 

posting pictures of rainbows or placing stuffed 
animals in windows, all over their neighbor-
hoods. This movement, initially intended to 
spread hope, has become a fun “search-and-
find” activity for children while they are out 
walking with their parents. 

Chalk Art
Children, too, are getting in on the fun. 

Everywhere you look, these budding artists 
have drawn detailed chalk pictures and written 
inspirational sayings on driveways and the 
pavement surrounding their homes.

Car Parades
Car parades commemorating momentous 

occasions are becoming the norm. From 
teachers celebrating their students to parents 
creating ‘socially distant’ birthday parties, the 
people of Loudoun County are taking to their 
cars to make sure that no memorable moments 
go unrecognized.

Signs for Seniors
Signs celebrating 2020’s High School 

graduates are popping up in local yards 
throughout the county. Read more on page 23.

Raising Spirits
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Continued from page 19

Don’t Let World Events Change  
Your Long-Term Financial Plan

PPE for Essential Workers
Leesburg’s Makersmiths filling the need for 

Personal Protective Equipment (PPE) by making 
and donating face shields and masks for front 
line, essential workers. Read more on page 20.

Painted Seashells & Rocks
Children and adults alike are painting rocks 

with colorful pictures or penned inspirational 
sayings and placing them throughout their 
neighborhoods for others to find.

Daily Dose of Sweetness
Individuals posting daily doses of sweetness 

on social media sites. Some dress up in an outfit 
of the day, while others post “Can You Guess 
What This Is?” fun activities!

This view is neither unrealistic 
nor Pollyannaish. We’ve witnessed 
many major shocks to the 
economy during our 34 years as 
financial advisors. Events such 
as the one we’re in now follow 
a consistent pattern and they 
eventually run their course.

Stay Focused on the Long-Term 
Financial Plan

The lesson is simple: When 
unsettling events take place, don’t 
react like those of ancient times. 
Instead, stick with your long-term 
financial plan. Don’t have one? 
Now is as good a time as any to 
work with an advisor to develop 
one. Although past performance 
doesn’t guarantee future results, if 
your planner is a fiduciary, working in your best interest, you can rely 
on your plan if and when turbulent times arise.

If you, your family members or friends don’t have an advisor to 
help guide them through these turbulent times, the team at Edelman 
Financial Engines is always happy to help.
©  2020 Edelman Financial Engines, LLC. Edelman Financial Engines® is a registered 

trademark of Edelman Financial Engines, LLC. All advisory services offered through 
Financial Engines Advisors L.L.C. (FEA), a federally registered investment advisor and wholly 
owned subsidiary of Edelman Financial Engines, LLC. Results are not guaranteed. 

1The Washington Post, Washington Bestsellers Paperback Nonfiction/General. 1998.
An index is a portfolio of specific securities (common examples are the S&P, DJIA, NASDAQ), 
the performance of which is often used as a benchmark in judging the relative performance of 
certain asset classes. Indexes are unmanaged portfolios and investors cannot invest directly in an 
index. Past performance does not guarantee future results.
Investing strategies, such as asset allocation, diversification, or rebalancing, do not assure or 
guarantee better performance and cannot eliminate the risk of investment losses. All investments 
have inherent risks, including loss of principal. There are no guarantees that a portfolio 
employing these or any other strategy will outperform a portfolio that does not engage in such 
strategies. Past performance does not guarantee future results.

About Edelman Financial Engines
Since 1986, Edelman Financial Engines has been committed to always acting in the 
best interest of our clients. We were founded on the belief that all American investors – 
not just the wealthy – deserve access to personalized, comprehensive financial planning 
and investment advice. Today, we are America’s top independent financial planning 
and investment advisor, recognized by both InvestmentNews and Barron’s with 170 
planner offices across the country and entrusted by more than 1.2 million clients to 
manage more than $229 billion in assets. Our unique approach to serving clients 
combines our advanced methodology and proprietary technology with the attention of a 
dedicated personal financial planner. Every client’s situation and goals are unique, and 
the powerful fusion of high-tech and high-touch allows Edelman Financial Engines to 
deliver the personal plan and financial confidence that everyone deserves.
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For the client already familiar with GAM 
Graphics and Marketing, it comes as no 
surprise when they see first-time customers 

become long time clients. But where did the 
name come from, and who started what was 
to become a powerhouse, go-to company for 
creative, print and marketing needs? 

In the mid-1970s, Charles “Charlie” Grant 
founded Grace Christian Academy in Sterling, 
Virginia. Not withstanding his determination 
to give students a well-rounded, Christian-
based education, Charlie wanted his young 
charges to graduate with marketable job skills. 
Charlie always believed in the power of print, 
and it just so happened one of the Academy’s 
staff was a skilled pressman eager to oversee a 
course on the fine art of operating a printing 
press. Charlie shopped for equipment to be 
used as instruction for students, and through 
God’s grace and good fortune, a used offset 
printing press was donated to the school. The 
beginning of GAM was at hand.

In the beginning students were trained by 
running actual jobs for churches and mission 
groups. But in the mid-70’s, printing jobs began 
to flow in from businesses, nonprofits and 
other commercial entities, enough business 

that Charlie thought it best to incorporate. He 
needed a name to form the new business, one 
that would represent both Grace Christian 
Bookstore and the newly founded print shop. 
The name Grace Abounding Ministries came 
to Charlie’s mind. While Charlie personally 
liked the name, he realized the importance of a 
company’s brand in the marketplace. One that 
would capture attention. Taking the initial letters 
from Grace Abounding Ministries, the newly 
incorporated print shop of G.A.M. Printers was 
established in 1976. 

Today, Charlie is still working at GAM, but 
in 1985 he and his wife, Ginny, turned the 
management reins over to their son, Nathaniel. 
In 1996, Nathaniel and his sister, Faith, 
purchased the company from their parents. 
Understanding the importance of hiring skilled 
people who embrace his customer-first values, 
the new management team quickly began to 
turn the little print shop into the remarkable 
company it is today. Businesses rely on GAM 
for its under-one-roof experience. Whether 
business cards, newsletters, magazines, large-
format display, design, marketing strategy or 
the full-gamut, each order is appreciated, and 
customers, regardless of the order size, receive a 

The Story Behind GAM

Ginny and Charlie Grant
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quality product and focused attention from start 
to finish. That’s the GAM trademark. 

Since the establishment of GAM 45 years 
ago, customers are treated by a team of friendly, 
experienced customer service representatives 
who help guide each job through its production 
process, ensuring the customer remains fully 
informed and the job delivers on time and 
priced as promised. Technology has changed 
the quality and cost of printing. The offset 
press of yesterday has largely been replaced by 
high-speed digital presses. The Internet and the 
ease with which proofs and orders are delivered 
through cyberspace has changed the total 
dynamic of creative, printed products that often 
accompany marketing, advertising and public 
relations strategies. “It quickly became apparent 
that unless we kept up with the constantly 
changing technology in the printing industry, we 
would become a dinosaur and irrelevant,” said 
Nathaniel Grant, President of GAM Graphics 
and Marketing. “We didn’t wait for technology 
to overtake us. Early on, we sold the printing 
presses of yesterday, purchased today’s latest 
equipment, and hired creative talent with 
technological prowess. To stay competitive 
and deliver what the customer expects, we are 
determined to stay abreast of the latest hardware, 
software, and other market trends that allow 
us to quickly deliver a quality product at a 
reasonable price,” added Nathaniel.

GAM’s award-winning creative designers 
effectively translate ideas into effective visuals. 
GAM is the place to go for newsletters, 
brochures, magazines, annual reports, bus and 
subway large-format signage, floor and tabletop 
banner stands, display advertising and a host 
of direct mail capabilities. GAM’s advertising, 
marketing and public relations team provides 
an agency experience without the exorbitant 
fees or retainers. 

For more information on how GAM 
can be of service to your organization, call 
703.450.4121, or send them an email at info@
graphicsandmarketing.com.

The Grant family early 1990s: Samuel, left; Carrie, Faith, Ginny and Susanna

G.A.M. Printers, INC., 1980s

Nathaniel Grant, 2019

Printing press used in the  1990s

1995.  Nathaniel Grant, seated.  
Stephen Grant, Faith Grant  

and Susanna Grant
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