
county needed for state 
funding, we were able 
to get a grant from the 
Bureau of Aeronautics.” 

The rebuild of 
runway 13/31 is a $2.4 
million dollar proj-
ect, relates Mayer. 
“Wisconsin Senator 
Herb Kohl was able to 
tuck some $1 million 
into the transportation 
fund for us; the remain-
der of the funding came 

from FAA discretionary monies,” he 
says.

“Times are tough, but it seems that 
federal funding for airports is still com-
fortable. Cost-sharing of the funds we 
received to rebuild the runway is 95 per-
cent federal dollars, 2.5 percent state, 
and 2.5 percent county. It would be a 
crime not to go after that.”

BUILDING FOR THE FUTURE
Mayer, who started at the airport 

23 years ago, says there were less than 
ten hangars on the field then. Now, the 
airport boasts some 709,000 square feet 
of hangar space, with another 50-acre 
industrial hangar lot development cur-
rently under construction at the north 
end of the airport.

Though the airport deals mostly 
with transient aircraft, there are more 
than 100 aircraft based on the field.

According to Mayer, SBM had an 
operating budget of some $550,000 in 
2009, 40 percent of which was offset by 
revenues generated on the field. 

The economic downturn forced a 
fuel flowage volume drop to a ten-year 
low in ‘09, says Mayer. “We increased 
the fuel flowage fee, which helps on 
the government side of operating the 
airport, but takes from the pocket of 
the private sector trying to make a living 
here,” he says.

The airport recently broke ground 
on a $2 million development that 
could open up another 24 commercial 
and industrial lots, says Mayer.

“In ten years, according to 
Morgan’s business plan, there will 
be 1,500 jobs created at the airport,” 
says airport manager Chuck Mayer. 
“We have built enough infrastruc-
ture on the north end for Morgan to 
come in and break ground on their 
manufacturing facility [a proposed 
600,000-square foot plant].”

According to Sheboygan 
County Administrator Adam Payne 
in an interview with the Milwaukee 
Journal Sentinel in July of last year, the 
Wisconsin Department of Commerce 
has offered the company $30 million 
in economic incentives. 

Payne relates three phases of 
development, beginning with an 
office building and hangar where the 
company would construct and test the 
unique VTOL (vertical takeoff and 
landing) aircraft prototype. 

An annual report released by 
SBM early last year states, “County 
officials continue to work diligently 
with Morgan Aircraft representatives 
in an effort to create the necessary air-
port infrastructure that will allow for 
Morgan Aircraft to develop a major 
manufacturing facility at the airport.

Proposed New Jet
Last year, Sheboygan County 
Memorial Airport (SBM) 
entered into a 50-year lease 
agreement with aircraft 
maker Morgan Aircraft. The 
company plans to develop 
a new type of jet that can 
take-off and land vertically. 
The manufacturing site for 
the proposed new jet would 
be located on the north-cen-
tral quadrant of the airport, 
where SBM has initiated 
more than $2 million in infra-
structure development and 
site improvements.
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T E C H N O L O G Y / E-MEDIA
By Brad McAllister, Associate Editor

LinkedIn: A social networking website 
for business professionals.

Facebook Fan Page: A Fan Page is a 
public profile that enables users to share their 
business and products with Facebook users.

Twitter: A free social networking and 
microblogging service that enables users to 
send and read ‘tweets’ (text-based posts of up 
to 140 characters displayed on the author’s 
profile page and delivered to the author’s sub-
scribers, who are known as ‘followers’).

• Shannon Chambers, National 
Air Transportation Association (NATA) 
director of communications and mar-
keting, told AIRPORT BUSINESS dur-
ing this year’s Aviation Industry Expo 
that she began utilizing social media 
for the association in September 2009. 
She started with LinkedIn by creating 
a professional public profile for herself, 
and then she began to research the 
Facebook and Twitter platforms.

“We use Twitter for some of the 
promotional things we do — to keep 
people informed about any new infor-
mation we put out, or when press releas-
es and new issues of our newsletters are 
published,” relates Chambers. “I also 
like to tweet about things that our mem-
bers are doing.”

Chambers says she was pleasantly 
surprised to discover how many indus-
try professionals were utilizing Twitter. 
“This is yet another way to reach out 
to our members; a noninvasive way for 
them to get the information they want,” 
comments Chambers.

When asked if her goals in utilizing 
social media have changed since she 
began, Chambers replies, “Initially I 
thought this would be a really good way 
to reach our members and to get infor-
mation to them, then I realized this is 
an even better way to reach the media. 

“It’s great for both, but in terms 
of being able to get our ideas, stories, 
and products out to the media, our 
efforts have been very successful in that 
respect.”

NATA is currently in the process 
of asking its members, via a survey, if 
social media should be a future webinar 
or seminar topic. Remarks Chambers, 
“We want to create a webinar or webinar 
series for members who may not be able 
to travel as much. The response I have 
received back so far has been positive.”

Ultimately, NATA members are 
using social media a little differently 
than Chambers does as an association, 
she says. “Members are using it to see 
what others in the industry are doing, 
and what is being said about their 
brand,” explains Chambers. 

“They are also using it to engage in 
conversation with other professionals, 
and to gauge their company’s customer 
service abilities … what do their custom-
ers like about a facility, don’t like, etc.

“Our members are concerned 
about competition and may be afraid to 
post certain information for fear of giv-
ing competitors an upper hand. 

“I do understand the business is 
very competitive, but at the same time, 
if there are a lot of companies having 
success utilizing social media, and get-
ting publicity for it, then companies 
reluctant to use social media may miss 
out on potential customers.”

Chambers relates two critically 
important factors when considering to 
jump into the social media sphere:

1) “You have to trust the people 
who are tasked with managing a com-
pany’s social media efforts. It must be 
clear that they understand and support 
the company message, and the right 
way of going about delivering that mes-
sage. Also, because this is something 
our members are interested in, the 
more I understand it, the more helpful 
I can be. 

2) “Social media is something that, 
if you want to get into it, you have to 
commit to it. You have to monitor and 
actively participate with those who are 
using it. If your ‘fans’ or ‘followers’ are 
making comments on posts or asking 
questions and you’re not responsive, 
you’re setting yourself up for failure 
with this type of communication.”

*  *  *
NATA would like to know if your 

company takes part in social media, and 
if there are aspects about social media 
you would like to learn more about. 
Please visit the following link to partici-
pate in a short survey on the topic, www.
surveymonkey.com/s/7RKY3QL; or visit 
NATA’s social media sources webpage 
found at its home website, www.nata.aero.

e - Media: A look at Web-based 
customer service and marketing  
solutions 


