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SPECIAL POINTS OF INTEREST 

¶ Hearts In MotionðDancers 
needed! 

 

¶ 100th Birthday Celebrations 

 

¶ New Member Mike Saunders 
 

¶ Volunteers Needed!!! 
 
 

 
Rev. Joseph Sanford 

 

ƧƻŜΦǎŀƴŦƻǊŘϪƛƴǳƳŎΦƻǊƎ 

PASTORôS READ 
Rev. Joseph Sanford 
 
Whenever we go shopping, why do we end up taking home certain things but 

not others?  That is quite literally the billion- dollar question.  Marketers        

devote their working lives to influencing the choices we make concerning blue 

jeans, frozen vegetables, SUV's, and fine wines.    We may think we're in the 

driver's seat.  We have ultimate control over the choices we make, right?  But as 

Dan Ariely points out in his book Predictably Irrational, "we are pawns in a 

game whose fortunes we largely fail to comprehend."     

 Behavioral economists like Ariely speak of "choice architecture."  Mar-

keters and advertisers are careful to ensure that the scales are tipped in favor of 

their products.  Simple experiments reveal that we are easily influenced to 

make certain decisions we are barely aware of.  Three influencing techniques 

stand out: priming, anchoring, and framing.   

 Priming is a way of planting an idea in someone's head.  For instance, 

when a test group hears a series of words that are normally associated with be-

ing elderly (words like bingo, retirement, and Florida), the test subjects almost 

always walk away more slowly as they exit the room compared to how they en-

tered.  If they hear words like achieve, mastery, and success, they tend to score 

higher on tests than groups who haven't recently heard those words.   

 Anchoring establishes a basis for comparison - a basis that may be en-

tirely arbitrary.  A bottle of wine that costs $30 may seem expensive if it's sur-

rounded by bottles that cost $7.  But it seems like a steal if it's displayed along-

side $120 bottles.  That's one reason why wine shops include super-expensive 

wines in their inventory, even though very few people will ever buy them.  In his 

book The Social Animal, David Brooks describes an experiment by the owner of 

a pool table store.  One week he decided to guide potential customers along a 

price gradient from cheapest to most expensive.  He started with $300 tables 

and worked his way up.  That week his sales averaged around $500.  The next 

week he started with the most expensive tables, around $3,000, and worked his 

way down.  That week his average sales topped $1,000.  It was in the store own-

er's interest to lead his customers to conclude they were getting a great deal.    
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Framing speaks to how we describe things. The same data can look very dif-

ferent when seen from different angles.  What if your doctor told you that you 

were eligible for a particular surgery, but that the failure rate is 15%?  Would 

that give you pause?  What if the doctor told you that the success rate for the 

same surgery is 85%?  Would that give you reassurance?  If your favorite 

snack is on sale, you may buy two or three.  But if there's a sign nearby that 

says, "Limit 10 per customer," studies show that most people will buy five or 

six.  Experiments reveal that if someone in pain is given a pill that costs 

$2.00, they will report much greater relief than if they take a pill worth only 

ten cents - even though both pills are placebos. The pill that costs 20 times 

more simply has to be 20 times more effective.  Or so it would seem.  More 

often than we realize, our choices are influenced by factors we barely per-

ceive. 

 Which brings us to a matter of considerably greater weight: the mean-

ing of life.  Why do some people decide to entrust their lives to a God they 

cannot see, while others think such a decision is utterly irrational? 

 Skeptics have suggested that believers are taken in by the Sunshine 

Syndrome.  If the sun is shining outside my window, if my digestion is work-

ing well, and if my favorite sports team is on a winning streak, God must ex-

ist.  Skeptics argue that faith isn't a matter of reason, but of factors like where 

I was born and whether my parents attended church.  It's a bit like a recipe: 

just put the right people in the right circumstances, and voila, out comes an-

other Bible believer.   Of course, such arguments cut both ways.  

 What influences skeptics to become skeptics?  Didn't it come down to 

what I used to hear from my favorite teacher, and what my current friends 

are into, and how I was moved by that book I just happened to pick up that 

one summer?  For people of faith, one factor stands out above all.  We're not 

the only ones doing the choosing. 

 If you're walking past a rack of wine bottles, you can be fairly cer-

tain one of them isn't silently beckoning, "Pick me, pick me."  Yet that's the 

claim of Christianity.  Deciding to believe in Jesus is not like shopping in the 

marketplace of religious ideas: I think I'll try a little of this, and maybe just a 

bit of that.  It's more like the harrowing, joyful, terrifying, and wonder-

ful experience of searching for a life partner.  I am hoping to fall in love, and I 

very much hope that the one I love will choose to love me, too. 

 Christianity, in the end, is not a product. It's not a binder full of ideas 

or a spiritual workout program we can pick up every now and then.  It's a re-

lationship.  With a living Person.  And things get much more interesting - and 

definitely unpredictable - as soon as we realize that Person has already gone 

on record as choosing us.   

Grace & Peace, 

Rev. Joseph Sanford 

Sellersburg UMC 



OFFERING AND ATTENDANCE REPORT 
WORSHIP THROUGH GIVING 
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YOUNG AT HEART 
LUNCHEON 
Phyllis Hunefeld    
phyllis.hunefeld@gmail.com 
Elda Myers                        
jackmyers.e@twc.com 

First Wednesday of 
every month at 
11:30am.  Bring a 
side dish to share! 
 
 
 
 
 
 
 
 
 
 
 

We would like to say 
thank you to all of you 
for your prayers, cards 
and support during 
Dottie's stay in the hos-
pital and her slow heal-
ing at home. 
Dottie still has some 
testing to go through in 
the next couple of 
months, we ask for 
your continued prayers 
and support. Thanks, 
and God bless to all of 
you!  
Blessing 
John /Dottie Scanna-
pieco 

Judy & Rodney 
Lewis 

08/31 
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DATE Budget    
Offering 

Difference 
Weekly       
Required 

Designated TOTAL 

лтκлт пофтΦлл όуфмΦпсύ ϷрΣнууΦпс лΦлл пофтΦлл 

лтκмп пурмΦлл όпотΦпсύ ϷрΣнууΦпс тлΦлл пфнмΦлл 

лтκнм ртурΦлл пфсΦрп  ϷрΣнууΦпс мллΦлл руурΦлл 

лтκну птосΦлл όррнΦпсύ ϷрΣнууΦпс нΦлл птоуΦлл 

2019 July OFFERING 

SUMC ATTENDANCE 

DATE 9:00am 
Service 

11:00am 
Service 

TOTAL 

лтκлт то от ммл 

лтκмп ст пу ммр 

лтκнм ун сн мпп 

лтκну то сф мпн 

 June 2019 Financial Report 

ñThey shall not appear before the LORD empty-handed. 
Every man shall give as he is able, according to the blessing 

of the LORD your God that He has given you.ò  
Deuteronomy 16:16b, 17  

Income  19,997.00 
   
Expenses   

  Conference Tithe             фслΦнл   

  Loan Interest             мппΦло   

  District Tithe               мсΦрл   

  Administrative                       -     

  Financial Administration             уннΦст   

  Ministerial Programs         оΣпумΦот   

  Operating Expense       мнΣтпнΦлп   

  Payroll   

Total Expenses  18,166.81 
   
Income  1,830.19 



CENTER FOR  
LAY MINISTRIES 
Elda Myer   
 jackmyers.e@twc.com 
 
SUMC received a thank you note from CLM- 
 ñThank you for your $482.00 donation to the Bliss House!  Your 
continued support is greatly appreciated. 
 With thanks, 
  The Bliss House 
 
 

UNITED METHODIST WOMEN RETREAT 
Janice Jones     readytogojones@yahoo.com 

SUMWôs July 13 Retreat ñBases Coveredò hit a home run!  

The three Circles each presented a program, and Pat Croley, UMC Dea-

coness, ended the game with a talk about the history of and how to be-

come a deaconess. She also shared her experience at Crow Creek Indi-

ana Reservation. The crowd enjoyed hot dogs, peanuts, popcorn, Crack-

er Jacks, and root beer during the 7th ending stretch. It was a great 

event! 

Pictured are the SUMC United Methodist Women who attended the 

ñBases Coveredò workshop.   
 

**WOMEN AT THE WELL SUMW CIRCLE 

When:  Monday, August 12 

Time:  6:30 p.m. 

Where:  El Nopal, Sellersburg 

For more information please contact Phyllis Hunefeld at phyl-
lis.hunefeld@gmail.com 
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MISSIONS 
Marilyn Brenner 
grbmvb@sbcgloba
l.net 
 
Mission Project 
for August 

Orphaned children 
all over the world: 

¶ Orphaned by wars 
(Syria) 

¶ Orphaned by ter-
rorist actions 
(ISIS, Boko Ha-
ram) 

¶ Orphaned by drug 
overdoses of par-
ents 

¶ By gang wars 

¶ By Ebola in Africa 

SUMC has the privi-
lege to help one:  
Sunamita, a third 
grader living in a 
Christian group 
home in Romania, 
where she is lovingly 
cared for and part of 
family. You see her 
name on our church 
prayer list.  

August is the month 
to renew our $420 
annual support for 
her, through the Mis-
sion Fund.  The Mis-
sion Team is not ask-
ing for donations, 
though you can make 
a donation any 
month: make a check 
to Remember the 
Children and drop it 
in the offering plate 
any Sunday. 

Blessings, 

Marilyn Brenner 

  

 
 

ñShe is more precious than jewels; And nothing you desire 
compares with her.  
Proverbs 3:15  


