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Broccoli by Sakata

At Sakata, we know the right product can make 
all the difference. That’s why we’ve spent decades 
on extensive research, breeding and trialing efforts 
that enable growers to produce superior quality 
broccoli. Premium products for the West like 
Imperial, Emerald Crown, Green Magic and 
Emerald Star are optimized to ease and improve 
your production, and are backed by the Sakata 
promise of quality, reliability and service. No one 
can match our decades of proven performance 
and best-in-class broccoli program.
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sakatavegetables.com

Imperial
Performs well in long day  
length and moderate heat.

Emerald Crown
Excellent quality; highly 
resistant to purpling.

Emerald Star
Fine-beaded, very firm heads; 
easy to trim.

Green Magic
Wide adaptability and very 
good harvest uniformity.

What would 
you like  

Ausonio to 
build for 
you? 
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FARMERS’ 
MARKET

svmh.com

EVERY FRIDAY
1:30-5:30pm
THROUGH OCTOBER
Corner of Wilgart Way & E. Romie Lane

Supporting local growers and the health of our community.
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MAXIMIZING YOUR HARVEST.
PAIRING YOUR REDS & WHITES WITH BLUE.

A NE W WORLD DEM A NDS NE W HOLL A ND.
For more than 35 years, the nation’s finest vineyards have relied on New Holland 
Braud Grape Harvesters. That’s because they know our top priority is preserving 
the quality of each and every grape. So we use the flexible SDC shaking system, 
which softly shakes and detaches the grape, and the proven NORIA basket system 
to ensure careful treatment of the vines and harvesting without ground losses.  
Learn more at www.newholland.com/na
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According to the National Transportation Safety Board, 

speeding contributed to 31 percent of all fatal crashes. 

Motor vehicle crashes cost society an estimated $7,300 

per second. 

Sadly, drunk driving and speeding have a lot in 

common. Like driving under the influence, a driver 

who is speeding increases the likelihood of a crash and 

the risk of injury. In fact, driving under the influence 

and speeding have so much in common, the NTSB 

recommends changing the consequence of speeding to 

that of a DUI. Just as many people die in speed-related 

accidents as drunk driving accidents. Yet, unlike driving 

under the influence, speeding is accepted by society.  

It doesn’t have any social campaigns raising awareness 

about the dangers of traveling above the speed limit.  

No “Mothers Against Speeding” type of groups.  

Speeding has few negative societal consequences—in 

fact some movies make it look cool (even though the 

drivers are professionally trained stunt personnel).

I don’t mean to get on a pulpit here. But I did just get 

hit by a driver that was texting and speeding. I’m tired 

of driving up to the Bay Area with a white knuckle grip 

on the steering wheel. I’m bummed traveling through 

neighborhoods where families have to put “Drive like 

your kids live here” signs. City councils are having to 

discuss traffic calming devices, curb bump-outs and  

such. Pedestrians are getting hit crossing the streets in 

our communities. 

We can redesign streets, change laws and raise social 

awareness about speeding. Or you could just ease up  

on that pedal, put your right blinker on and join me…. 

in the slow lane.

Life In the Slow Lane 

I hope it was important. Really important. So 

important you had to send that text or reply to one 

as you slammed your car into mine (and mine into 

the car in front of me) as I sat innocently at the red light. 

At least no one was injured. That’s what we all said as 

we stood on the side of the road exchanging information. 

My car will never drive the same and I will handle the 

two weeks of inconvenience while getting estimates  

and driving a rental—but to not address how easily this 

all could have been avoided? Put your phones down, 

folks! Especially while you are driving.

The National Safety Council estimates 1.6 million 

crashes annually are caused by texting and driving. There 

are 390,000 injuries per year—in fact ONE out of FOUR 

car accidents is caused by texting and driving. But what 

about the other factor in my crash—the one that caused 

structural damage to my sport utility vehicle? Speed. 

I must admit I am adjusting to a life of semi-retirement 

and I am north of the 50-year mark. I never really was 

a daredevil type of person, but I comfortably drove the 

California highways with confidence and lack of concern. 

Lately, however, I don’t know if I can contribute it to my 

age or a higher sense of caution, but I’m living life in the 

slow lane. 

Go ahead, fly by me. Cut me off after tailgating me  

for miles. Flip the bird as you pass me while I’m driving 

ten to 15 miles OVER the speed limit. If 75 miles per 

hour isn’t fast enough for you, then go ahead. I like life  

in the slow lane. 

 I do at least drive the speed limit. I get annoyed when 

a driver is not doing their part to keep traffic flowing, but 

I don’t have a need for speed, and you shouldn’t either. 

|   N O T E S
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Contributors

BR I A N MIL N E
Brian Milne is the founder of 
PrecisionIrrigation.org, funded in part by 
Hortau, advocating sustainable agricultural 
and precision irrigation practices.  He 
is a former senior writer and editor for 
McClatchy Newspapers, having spent close 
to a decade reporting on the Central Coast.  
Milne provides business development 
support for Hortau’s U.S. headquarters in 
San Luis Obispo, Calif. Founded in 2002, 
Hortau is a global leader in wireless, web-
based irrigation management systems and 
has irrigation consultants and technicians 
located throughout California. Learn more 
at Hortau.com or set up a free irrigation 
management consultation by contacting 
(805) 545-5994 or media@hortau.com. 

M A N DY L IN Q UI S T
Mandy Linquist has worked as the 
Marketing Manager of the California 
Rodeo Salinas for almost 12 years. She 
graduated from California Polytechnic 
State University in San Luis Obispo with 
a Bachelor of Science in Agricultural 
Business, a minor in Wine & Viticulture 
and a Master of Science in Agriculture. A 
Salinas native, she grew up attending the 
Rodeo each July and loves working for an 
organization that gives back so much and  
is such an important part of the community.

A NDR E W A U S ONIO
Central Coast native Andrew Ausonio 
received his B.S. degree in Civil Engineering 
from Cal Poly. Andrew is President/CEO 
of Ausonio Incorporated, a design/build 
and construction management company 
headquartered in Castroville with offices in 
Monterey and Santa Cruz. Over the years, 
Ausonio Incorporated has earned a number 
of valued industry and trade awards, as well 
as community involvement and leadership 
awards. Due to Andrew’s commitment to 
building a healthier, sustainable future, 
Ausonio has become known as a ‘Green 
Builder’ with 10 certified LEED projects in 
their portfolio.

PAT R IC K S . M . C A S E Y
Patrick has resided in Monterey County for 
nearly 30 years. He received his Juris Doctor 
degree in 1993 from Loyola Law School. For 
the last 15 years he has been a member of 
the JRG Attorneys at Law team representing 
clients in various corporate and real estate 
matters. As a certified public accountant 
Patrick is uniquely qualified to advise 
clients on both the legal and tax options of 
conducting various transactions. Patrick is 
a member of the Business Law Section of 
the State Bar of California and the Monterey 
County Bar Association.

C A R LY KO E R T G E
Carly Koertge is a Designer for RDO Water, 
based in Santa Maria, CA. In addition to 
working with grower customers to specify, 
design, and install irrigation systems, she 
maintains close relationships with RDO 
Water’s manufacturing partners to stay up- 
to-date on new innovations and technology. 
She holds an Agriculture Engineering and 
Bio-Resource degree from Cal Poly San 
Luis Obispo and is currently pursuing her 
Certified Irrigation Designers license. Learn 
more about irrigation solutions from RDO 
Water and find the store closest to you by 
visiting www.rdoequipment.com.  

BUR T ON A NDE R S ON
Burton is an author and historian whose 
works include “The Salinas Valley: 
A History of America’s Salad Bowl,” 
“California Rodeo Salinas: 100 Years of 
History,” and numerous other articles 
and studies. A contributing member of 
the Monterey County Historical Society, 
Burton is a speaker on topics related 
to the environment, culture and world 
agriculture. Burton is a member of the 
board of advisors at the UC Berkeley 
College of Natural Resources (formerly the 
College of Agriculture). 
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J E S S BRO W N
Jess serves as executive director of the 
Santa Cruz County Farm Bureau and the 
educational organization Agri-Culture. 
His community activities include past 
president of the Cultural Council of 
Santa Cruz County, Monterey Museum 
of Art, Cabrillo College Foundation 
and Community Foundation of Santa 
Cruz County. Jess served as chairman 
of Goodwill Industries for Santa Cruz, 
Monterey and San Luis Obispo counties. 
He served as commissioner of the Santa 
Cruz County Parks and Recreation 
Department. Currently, Jess serves on the 
board for Leadership Santa Cruz County, 
Santa Cruz Area Chamber of Commerce 
and chair of the Tannery Arts Center.

M A C MC DO N A L D  
Mac McDonald was a reporter, 
columnist and editor of the GO! weekly 
entertainment and dining section for the 
Monterey County Herald for 22 years. He 
was also Managing Editor of the Carmel 
Pine Cone for seven years. He is currently 
a freelance writer and editor writing about 
virtually every subject under the sun, from 
music, art, food and sports to marketing 
and public relations.

H A L E Y HI T CHM A N
Haley Hitchman joined Hastie Financial 
Group in 2008 and became an equity 
partner in 2016.  She earned her Bachelor 
of Arts degree in Communications with 
a minor in Legal Studies from San Jose 
State University in 2007. Haley has gained 
the esteemed Accredited Investment 
Fiduciary® (AIF®) designation from 
fi360.  This designation represents a 
thorough knowledge of and ability to 
apply the fiduciary practices.  Haley assists 
in the development and monitoring of 
asset allocation models and works with 
clients, preparing and reviewing account 
information. 

ME L ODY YOUN G
Melody, a lifestyle consultant and owner  
of MY DESIGNS, provides custom-
tailored home, personal and professional 
services to meet each client’s unique 
needs. With many years’ experience as a 
designer and organizer, Melody acts as 
the liaison between her clients’ real world 
and their perfect world. Services include 
home design, organization and event 
planning, as well as custom gifts and 
accessories and concierge services. She is 
a member of the National Association of 
Professional Organizers and donates time 
to various charities in Monterey County.

J A K E R E I S DOR F
Jake Reisdorf is the 15 year-old CEO of 
Carmel Honey Company. Starting as a 5th 
grade homework assignment, the company 
has grown into a “sweet” family business. 
Providing pure, raw, premium honey 
products, straight from the hive, is what 
CHC is known for. To educate others about 
real honey, he opened the Carmel Honey 
Company retail store in Carmel By-the-Sea. 
Through his “Jake Gives Back” campaign, 
he makes an annual donation to a honey or 
bee research organization and he regularly 
visits schools and community groups 
advocating positive decisions concerning 
pollination, honey bee health, and habitat.

S HE L L IE D AV I S
Shellie is a Realtor with Shankle Real 
Estate.  In 2003, she entered the real 
estate industry as a Real Estate Appraiser.  
Having vast knowledge in market analysis, 
land and site valuation, and economic 
affects on property values, she is able to 
stay on the leading edge of the real estate 
market.  Prior to real estate, Shellie was 
self-employed for nearly two decades as  
a small business owner. If you are 
interested in buying, selling, investing, 
or finding out your home value, you can 
contact her at (831) 320-7748 or shellie@
shanklerealestate.com.
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E S ME R E L D A M O N T E N E G RO
Esmeralda Montenegro Owen is director 
of communications, marketing, and 
public relations at Hartnell College. 
Esmeralda has helped to tell the stories 
that come out of Hartnell thus increasing 
its visibility, resulting in local, regional, 
state, national, and international 
recognitions and news coverage.  She is 
also a motivational speaker who focuses 
on promoting higher education, self-care, 
self-esteem, and health. She holds BAs in 
broadcast journalism and Spanish from 
USC and an MPA from Notre Dame de 
Namur University.  You may reach her at 
emontenegro@hartnell.edu or esmeralda@
esmeraldamontenegro.com.

M AT T P R IDE Y
Matt Pridey is a Professional Golfer 
residing on the Monterey Peninsula. He 
plays on several professional tours, trying 
to make his way onto the PGA Tour. 
Through the help of his generous sponsors, 
Matt is able to play golf full time and travel 
to tournaments. He is originally from 
South Dakota, and played collegiate golf in 
both South Dakota and Arizona. He turned 
pro in 2011 and eventually moved west to 
the home of his wife, Whitney. He has had 
many successes at the professional level 
and looks forward to many more!

S T E V E MC S H A NE
Steve McShane is Owner and General 
Manager of McShane’s Landscape Supply 
in Salinas, California. He has a B.S. in Soil 
Science from Cal Poly, San Luis Obispo 
and an M.B.A. from Santa Clara. He serves 
on the Salinas City Council. When not 
working, he loves hiking, traveling to far 
reaches of the planet and experimenting 
with exotic fruits. He can be reached  
at steve@mcshaneslandscape.com or  
(831) 455-1369.

PAT R IC K T R E G E N Z A
Patrick operates a thriving commercial 
photography studio in downtown 
Monterey. Celebrating his 25th year in 
business, Patrick is proud that his list of 
clients and interesting projects continue to 
grow. Targeting the agriculture industry 
as being one of the most dynamic areas 
of local commerce, Patrick carved out 
a niche and is recognized as a leader in 
photographing food and produce. Most 
recently, he has expanded his repertoire to 
apply his lighting and compositional skills 
to live action video so he can accommodate 
the ever increasing demand for compelling 
web content.

K A R E N N A R D O Z Z A
Karen owns Moxxy, a full-service 
marketing agency in Salinas that serves 
the agriculture, wine, cannabis and fresh 
food industries. Services include marketing 
planning, branding, packaging design, 
web development, PR, sales collateral and 
trade show needs. Clients have included 
Duncan Family Farms, Josie’s Organics, 
Monterey County Farm Bureau, Monterey 
County Agriculture Commissioner’s Office, 
Organic Produce Network, Peterson Farms, 
Sakata Seed America, Smith Family Wines, 
Tanimura & Antle, Uesugi Farms, Wawona 
Packing and Western Growers. Karen can 
be reached at (831) 222-3935 and karen@
getmoxxy.com. For more about Moxxy visit 
www.getmoxxy.com.

S T E P H A N IE BO U Q UE T
Stephanie is a registered dietitian and 
owner of SB Nutrition Consulting. She 
holds a BS in nutritional science from 
Cal Poly, San Luis Obispo and an MS in 
dietetics with a dietetic internship from 
Cal State University, Northridge. Since 
1993, Stephanie has practiced in the 
field of nutrition with specialized board 
certifications in weight management, 
diabetes and sports nutrition. She offers 
individualized nutrition consultations, 
group style classes, athletic team 
presentations and wellness coaching 
services. As a native of Salinas, Stephanie 
returned to the area to raise her  
own family. For more information visit  
www.sbnutrition.net.

Contributors
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Coastal Grower values the contributions of all our 
writers. Contributors wishing to be recognized are 
listed here. In some cases contributors prefer to 
remain unrecognized with a bio and photo, or prefer 
complete anonymity. In those instances articles are 
published with no recognition or attribution.

AG IS OUR MIDDLE NAME

We see things from the ground up, all of the small  

details that go into the big picture of farming.  

Because agriculture is what we know, it’s all we do.

Call 831.424.1756 today or visit AgLoan.com
A part of the Farm Credit System. Equal Opportunity Lender.
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the California Rodeo Salinas, generate 
over $11 million in economic activity. 
Attendance at the Rodeo tops 50,000 each 
year and the surrounding events like the 

PBR and Big Week Kick Off Concert draw 
many out of town visitors who stay in the 
area, enjoying our local restaurants and 
attractions. The events that the California 
Rodeo Association produce include those 
that take place in July, as well as a few 
others during the year. Those events provide 
opportunities for local non-profits to earn 

|   R O D E O

The California Rodeo Association 
is proud to give back over 
$400,000 annually either 
directly or indirectly to many 
local non-profits, most of which 
are youth focused. 

Clockwise from top: 1.) The First Rodeo in Salinas.  
2.) Medical Committee (Photo by Phil Doyle).  
3.) Champion Rodeo buckle.

Big Week
Where The Spirit of the West Comes Alive
By Mandy Linquist

Many locals know what Big Week 
is, but for those who are new 
the area, let’s talk about what 

is and what it means to our community. Big 
Week is the name that locals gave to the 
week when the California Rodeo Salinas 
would take place. The Rodeo, pronounced 
“ro-day-o,” is a nod to our Spanish heritage 
(the word rodeo means to round up). This 
developed as an addition to trotting horse 
races, when the attendance was declining 
back in the early 1900’s. The Wild West 
Show drew people in and Big Week was 
born as there were races, a carnival and 
rodeo competition. Barbecues, dances, 
poetry events and more have been a part of 
Big Week in Salinas over the past century. 
The dates of the annual event used to vary, 
but now the Rodeo starts on the third 
Thursday in July each year. 

Big Week is a big deal for the city of 
Salinas. Just the five days of Big Week, 
including the Professional Bull Riding and 

money by handling various tasks such as 
selling programs, parking cars, manning 
food booths and more. The California 
Rodeo Association is proud to give back 
over $400,000 annually either directly or 
indirectly to many local non-profits, most of 
which are youth focused. 

Big Week has a big team. The California 
Rodeo Salinas is a community event put 
on by our community. There are over 1,400 
volunteers who give their time throughout 
the year at multiple events that better 
our community. With over 60 committees 
handling various duties, the California 
Rodeo Association is always looking for 
volunteers with diverse skills. Just because 
someone isn’t a ‘cowboy’ doesn’t mean they 
can’t be a valued volunteer at the Rodeo or 
one of the other events at the Salinas Sports 
Complex. Information about volunteering 
can be found under “Get Involved” at  
www.CARODEO.com. 

Big Week is a big tradition in Salinas 
and the rodeo industry. The spirit of the 
west comes alive as everyone dusts off 
their boots and hats. Many local businesses 
decorate their windows in a western theme 
or allow employees to wear jeans during 
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This year, the Big Week Kick Off Concert 
presented by Taylor Farms will feature A-list 
country artist Blake Shelton on Friday, July 
13th. The concert is followed by the Kiddie 
Kapers Parade presented by Sakata Seeds 
America and the Colmo del Rodeo Parade 
presented by Star Market on Saturday, July 
14th. The Big Week Professional Bull Riding 
is presented by Salinas Valley Ford and 
takes place on Wednesday, July 18th and 
then the 108th California Rodeo Salinas 
starts on July 19th and ends on July 22nd. 
The California Rodeo Salinas’ Carnival 
presented by Smoot Family Chiropractic 
will be open Friday, July 13th through 
Sunday, July 22nd. Be sure to add all of 
these events to your calendar and get 
detailed information, tickets and more  

for at www.CARODEO.com. CG

the week of the Rodeo. Families have been 
attending, volunteering or participating 
in events for multi-generations, especially 
events like the 88-year-old Kiddie Kapers 
Parade. It’s a week that locals and visitors 
alike look forward to each year as a time 
to create memories with their family and 
friends. Many contestants and their families 
also make competing at the California 
Rodeo an annual tradition, as the prize 
buckle awarded to the champion of each 
event is highly coveted and the Rodeo itself 
is one of the most revered professional 
rodeos on the circuit. Competitors and 
their families also get to enjoy the beautiful 
Central Coast while they are here. 

Big Week is busy. To this day, the week 
surrounding the annual California Rodeo 
Salinas in July is still full of activities. 

It’s a week that locals and 
visitors alike look forward to 
each year as a time to create 
memories with their family  
and friends.
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The Need For Good People In Ag  
Is Stronger Than Ever
By Brian Milne

A G T E C H I S A L L T HE R A G E 
It’s the talk of the town every summer at the 
Forbes AgTech Summit in Salinas. It’s top of 
mind among entrepreneurs in Silicon Valley, 
and their investors in San Francisco. 

Knowing the labor issues facing today’s 
farmers, tech companies are sprinting to 
come up with solutions to agriculture’s 
ever-growing labor crisis. According to a 
2017 study by the California Farm Bureau 
Federation, 55 percent of farmers surveyed 
had experienced employee shortages across 
all areas of production, with some unable 
to secure up to 50 percent of their seasonal 
workforce needs despite heavy recruiting, 
higher wages and other incentives. And it 
appears that trend will likely continue, with 
nearly 34 percent of respondents reporting 
their aging workforce continues to cut back 
on hours due to age and retirement. 

Fortunately, there are still plenty of good 
people left in agriculture helping growers 
work around the labor shortages, and ensure 
the AgTech solutions we come up with are in 
the best interest of the farmer. 

In fact, there might never be a better time 
for our younger generation to have an impact 
on farming, as the need for good people in 
agriculture is stronger than ever. 

“Immigration policy, labor shortages and 
higher costs are drivers of change on farms, 
dairies and processing plants,” California 

Department of Food and Agriculture 
Secretary Karen Ross said last year at a 
CDFA meeting focused on labor issues 
and job development. “Beyond the acute 
labor shortages of today, the innovation of 
farmers, ranchers and rural communities 
requires investment in automation and 
research to meet the workforce training and 
skills development needs of the next decade 
and sustain the vitality of the agricultural 
economy.”

T HE C H A L L E N G E
According to the U.S. Department of 
Agriculture, “wages, salaries, and contract 
labor expenses represent roughly 17 percent 
of total variable farm costs and as much as 40 
percent of costs in labor-intensive crops such 
as fruit, vegetables, and nursery products.”

On top of the soaring costs, California saw 
a 39.4 percent decrease in its field and crop 
workforce from 2002-2014, according to the 
New American Economy, while wages rose 
nearly 50 percent from 1996-2015, according 
to the Los Angeles Times. 

“Farmers are being forced to make difficult 
choices about whether to abandon some of 
the state’s hallmark fruits and vegetables,” 
notes the Times, “move operations abroad, 
import workers under a special visa or 
replace them altogether with machines.”

T E CHN OL OGY T E ND S
The good news is we’ve seen more and 
more growers adopt technologies such as 
automation, utilizing real-time field data—
such as soil tension or weather parameters—
to determine when and for how long to 
irrigate, for example. 

“Automation is a trend we cannot 

There’s so much technology be-
ing throw at farmers today, it can 
become overwhelming for ranch 
managers and farm workers. 

|   A G T E C H
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ignore,” said Craig McNamara, President 
of the California State Board of Food 
and Agriculture. “We need to ensure that 
the proper measures and opportunities, 
including retraining, are in place so that 
our agricultural communities can continue 
thriving.” 

But even with all of that technology, 
agriculture still needs good people. 

For automation to work properly in the 
field, the hardware, software and firmware 
need to be backed by a solid team of 
developers, engineers, scientists, usability 
experts and dozens of other technologists. 

Automation projects also have to be 
installed and serviced by local technicians 
who understand the regional needs of 
growers, their cultural practices and the type 
of equipment being used in the field. For 
example, technologists can’t use Internet of 
Things devices to monitor water use on an 
operation, if they aren’t familiar with the 
various makes and models of flow meters 
being used on farms. 

And for growers to understand and better 
use the data they are recording from the field, 
they need a trusted advisor such as a Pest 
Control Advisor or Irrigation Management 
Advisor to help them digest the data, train 
(and retrain, as McNamara notes) field staff 
how to use these platforms and ensure they 
are getting a return on their investment.

T RU S T E D A DV I S OR S 
On the irrigation side, for example, 
we’ve seen a real shortage of tech-savvy 
agronomists and irrigation management 
advisors over the years. That sometimes 
leaves growers stuck in the field with a 
calculator, pencil and notepad, trying to 
crunch field data, ET calculations, and make 
sense of fluctuating sensor readings. 

“Data’s great. It helps us make better 
decisions and understand when we’re 
doing well and how we can improve,” says 
Ben Smith, Director of Grower Support for 
Hortau irrigation management services. “The 
only thing that’s difficult with data, is you 
have to go through all that data and have 
means to make decisions on it. That can be 

overwhelming. That’s where the need for 
good, trusted advisors comes into play.” 

That advisor role is often the missing link 
in emerging ag technologies. 

There’s so much technology being 
throw at farmers today, it can become 
overwhelming for ranch managers and  
farm workers. 

All the data. All the sensors. All the 
software platforms. Artificial intelligence. 

As technology continues to evolve and 
more and more “solutions” are launched to 
solve ag’s “problems,” it’s going to be harder 

There might never be a better 
time for our younger generation 
to have an impact on farming, as 
the need for good people in agri-
culture is stronger than ever. 

and harder for growers to decipher what 
technology will bring real value to the farm. 

We’ve seen it in every industry. Think 
about the giant laser printer in your office. 
If the printer goes down and nobody in 
the office can easily fix it, you need an IT 
consultant to come to your office and get the 
printer running again. It’s the same thing 
with precision ag technologies in the field. 

As much as agriculture is in need of 
automation and other technologies to help 
overcome our labor issues, we still need that 
personal touch—trusted, local advisors who 
will assist with adoption and ensure growers 
get value from technology. 

Because if we don’t have those boots on 
the ground, AgTech will continue to be all 
the rage at conferences and meetings… 
rather than in the field. 

To learn more about Hortau’s automation, 
irrigation management and in-field grower 

support services, visit hortau.com. CG
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Twisted Roots Vineyard  
Celebrates 100 Years
By Mac MacDonald

T he Schmiedt family first planted 
wine grapes in the rich soil of Lodi 
, CA in 1918. But it took the family 

87 years to decide to use those grapes to 
make their own wines in addition to selling 
the grapes to winemakers around the state.

That was 2005, when Twisted Roots 
Vineyards was born and Ross Schmiedt 
produced a Petite Sirah because of an 
overabundance of the grape. In 2009, 
production was expanded to include 
other varietals on the estate, including 
Chardonnay, Cabernet Sauvignon, and  
Old Vine Zinfandel.

The winemaking operation was moved 
from an old farmhouse to their partners at 
Estate Crush in Lodi, a dedicated custom 
crush facility for premium wine production 
that continues to produce Twisted Roots 
wines from grapes grown at the Schmiedt 
Vineyards.

|  V I N E

In 2010, Josh Ruiz partnered with Mike 
Hodge and Ross Schmiedt to create Twisted 
Roots Wine LLC. Schmiedt passed away 
in March of 2014, and his wife Susan 
Schmiedt filled his place in the partnership.

Twisted Roots opened a tasting room in 
Carmel Valley in 2013. “At first, some of the 
other winemakers were leery about having 
a Lodi winery here,” Ruiz said, “but they’ve 
accepted us.”

NE W O W NE R S HIP
In January of 2016, Ruiz and his wife Julie, 
who is Schmiedt’s niece and Hodge’s 
daughter, bought Twisted Roots from the 
family. A few months later, the Ruizes 
brought a few college friends on board to 
help expand the business.

“My wife Julie and I bought the family 
business in January and in June we brought 
in three of our college friends, who live in 
different locations in the state, to help us 
grow the business,” said Ruiz. “I knew that 
with a full-time job with Church Brothers, 
I needed help. These are all trusted friends, 
who have become like family, and it’s all 
about growing the business. I can’t do it 
myself.”

Ruiz, who graduated from Cal Poly San 
Luis Obispo with both a bachelor’s and 
master’s degree in Agribusiness, asked his 
college friends Andy Gulley of Fresno, Matt 
Brem of Salinas and Neil Amarante of Paso 
Robles (and Andy and Matt’s wives, both 
named Laura), to join Twisted Roots.

Ruiz said the three new partners’ skill 
sets would be invaluable in reaching the 
company’s goals. Gulley is an agricultural 
pest control advisor, Brem is an owner of 
Produce West, a Salinas produce brokerage, 
and Amarante is an agricultural lender.

Also joining Twisted Roots as a partner 
is Whitney Pridey and her husband Matt. 
Whitney has a degree from Cal Poly in 
Viticulture and Ag Business, and is also  
the sister of new partner Matt Brem.

G R A P E S P L A N T E D IN 1918
According to Ruiz, the founders of the 
vineyards, German immigrants Gust 
and Dorothy Schmiedt, planted grapes 
on their new property in 1918 because 
their neighbors were growing grapes. The 
Schmiedts planted 45 acres in what was 
first known as Dairy Vineyards, then CLR 
Vineyards, named after their three sons, 
Carl, Leland and Ross.

The eventual name was conceived by 
Ross, who came across a tangle of old 
rootstock and mused, “Twisted Roots would 
make a good name for the vineyards and 
winery,” and it stuck. The appellation in a 
general sense is Lodi.

This year, Twisted Roots is  
celebrating 100 years since  
the vines were planted in Lodi.
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Ruiz said 2016 was the winery’s biggest 
year yet, producing 1,000 cases of four 
varietals, including the signature “1918” Old 
Vine Zinfandel, created from vines planted 
in 1918. The other three varietals are the 
Cabernet Sauvignon, Petite Sirah and 
Chardonnay. He also makes special limited 
releases for wine club members, which 
have included Albariño, Cinsault, Grenache 
Blanc, Unfiltered Petite Sirah, and more, 
and are always a huge hit.

He said Twisted Roots is looking at a 
“steady growth” of 10 to 20 percent per 
year, with the new partners on board 
to reach those goals. “It’s still a family 
operation with roots in Lodi,” says Ruiz. 
“They really are my family, that’s why 
they’re partnering with me. We’re bringing 
it all into the Twisted Roots family.”

100 T H A NNI V E R S A RY CE L E BR AT ION S
This year, Twisted Roots is celebrating 100 
years since the vines were planted in Lodi. 
The festivities will include special events, 
wine deals, and wine club giveaways, and 
a glitzy, black-tie, 1920s-style Hollywood 

party held at the newly remodeled  
tasting room.

NE W TA S T IN G RO O M
After purchasing the building in which they 
were pouring their wine, Twisted Roots 
officially opened the doors to their brand 
new Tasting Room in Carmel Valley this 
past April. The entire building underwent 

It took the family 87 years to 
decide to use those grapes to 
make their own wines in addition 
to selling the grapes to winemak-
ers around the state.

a transformative remodel and is now one 
of the go-to tasting rooms in the Carmel 
Valley Village. The vision came to life 
thanks to Jon and Meryl Rasmussen of 
Craft Design Build, a full service design 
build firm specializing in both commercial 
and residential construction throughout 
Monterey County. The tasting room is open 

Thursday-Monday from 12-5pm. CG
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Honey Bees and Their  
Impact on Agriculture
By Jake Reisdorf

T he next time you sit down and 
begin to eat, take a close look at 
your plate. Chances are, honey 

bees have played an important role in  
your meal.

In fact, it’s estimated that 70 out of 100 
agricultural food crops grown around the 
world, crops that supply almost 90 percent  
of the world’s food, are pollinated by  
honey bees.

So what is pollination? It is essentially 
the transfer of pollen from the anther to 
the stigma in a flower. And honey bees are 
exceptional at providing this service.

When a worker honey bee visits a flower 
in search of nectar, pollen from the anther 
sticks to the hairs on her body. Because the 
honey bee is a diligent forager, she’ll search 
out nectar and pollen from the same type 
of flowers in a batch, rather than flit from 
one plant to another. While collecting that 
nectar, some of the pollen will fall off onto 
the stigma of another flower and complete 
the pollination cycle.

Bees are industrious pollinators because 
they have co-evolved with flowering 
plants over millions of years. Bees need the 
flowers for food, while the flowers need 
bees to reproduce. Sure bats, birds, beetles 
and other small animals are pollinators too, 

but the main reason why honey bees are so 
good at pollination is that they actively  
seek out flowers.

You see, honey bees are vegetarians. 
Nectar and pollen are what’s on their plate. 
Bees harvest the nectar, add their special 
enzymes from their special honey stomach, 
evaporate excess liquid and create the sticky 
substance we know and love as honey.

While honey is the bee’s main source of 
energy and carbohydrates, pollen collected 

and stored in the hive is their protein, 
mineral and vitamin.

They even combine the honey and pollen 
to create specialty “bee bread” and feed it  
to their developing bees called larva, inside 
the hive.

Some plants can self-pollinate and others 
use the wind for cross-pollination, but keep 
in mind, honey bees don’t just pollinate the 
numerous fruits and vegetables we directly 
eat. They also pollinate the food for animals 
that we later eat.

Did you know that honey bees pollinate 
clover and alfalfa, which are fed to cattle, 
sheep and pigs? Free-range poultry farms 
have been known to use grazing mixtures 
high in edible herbs, pollinated by bees. 
And commercially reared fish are often  
fed a diet of pelletized foods that contain 
rapeseed oil, lupine and soy bean, all 
pollinated by bees.

Without honey bees we would also risk 
the loss of countless herbs, spices and 
oils used in baking and cooking, making 
these items very difficult to produce and 
significantly more expensive.

A few other products that would be 
in high demand are coco, coffee and 
cotton. Although these crops don’t require 
pollination services, the mighty honey bee 
has been known to double a crop’s yield.

I became fascinated with honey bees 
in fifth grade when I designed a website 
about them for a real world homework 
assignment. I created Carmel Honey 
Company and haven’t stopped talking 
about these amazing creatures. Fast-
forward four years; I am currently a 
freshman at Carmel High School and a 
proud member of the American Beekeeping 
Federation, the California State Beekeepers 
Association and the UC Davis Master 
Beekeeper Program. I spend my weekends 

|   E C O S Y S T E M

Bees need the flowers for food, 
while the flowers need bees to 
reproduce.
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and school vacations at bee conferences, 
honey tastings, with my head in a hive, 
or giving speeches to basically anyone 
who asks me talk about bees, honey and 
pollination. 

Through my honey bee research I also 
learned that bees are not only important 
to humans; consider their contribution to 
the ecosystem. The nuts, seeds and berries 
pollinated by bees supply crucial food 
resources to numerous birds, and other  
small wild animals.

Their pollination services are necessary to 
about 250,000 species of flowering plants. 
The very same plants that produce oxygen, 
purify water and prevent erosion.

You can’t ignore the fact that the honey 
bee is the most important pollinating 
machine around. Beekeepers move their 
hives by the thousands to where they are 
needed. It starts here in California for 

almonds. During the month of February  
our state becomes the biggest apiary in  
the world.

After almonds, honey bees begin their 
pollination tour. They move across the 
country to apples in Washington, to canola 
and sunflower in the Dakotas, cherries in 
Wisconsin and Michigan, blueberries and 
cranberries in New England, grapefruit 
and melons in the south just to name a 
few stops. When you think about it, the 
beekeepers who manage these hives are 
essentially the guardians of our food chain.

So the next time you have a picnic at 
the beach, gather around the family dinner 
table or stand in the middle of the produce 
aisle of the grocery store wondering what 

Their pollination services are 
necessary to about 250,000  
species of flowering plants.  
The very same plants that  
produce oxygen, purify water 
and prevent erosion.

to take home, consider the humble little 
honey bee and the $15 billion dollars a year 
they contribute to our food production.

Because without bees and pollination the 
planet’s ecosystem would collapse and we 
would cease to exist.

C A R ME L HO NE Y C O MPA N Y
Just last year, with the help of my family, 
I opened my very first brick and mortar 
honey retail store in the Carmel Plaza, in 

Carmel By-the-Sea. Since many people 
have never tasted real honey, I have several 
real, raw, premium honey samples available 
every day.

Besides honey you can also find hive-
related items at my store. I even have 
an education room on site to sustain my 
pollination conservation efforts. And 
through my “Jake Gives Back” program, I 
make an annual donation to a honey or bee 

related organization each year. CG
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To Sell or Not to Sell
By Shellie Davis

listed between mid-March and mid-April 
traditionally sold the fastest, however, a 
declining number of available homes on 
the market has now pushed the window of 
opportunity back—making summer your 
best bet.

In 2017, spring home sales in Monterey 
County totaled 815, Average Days on Market 
(DOM) were 56. List to Sale Price Ratio 
averaged 97 percent. Summer numbers 
were as follows: Sales were 838, DOM were 
46, List to Sales Price averaged 96 percent. 
Comparatively, fall sales reached 696, DOM 
were 56; List to Sales Price averaged 96 
percent. Finally the winter months came in 
with 606 sales, DOM at 62, and 95 percent 
List to Sales Price. Unquestionably, real 
estate marketability is strongest in Monterey 
County during the summer months with 
the highest number of sales and the shortest 
Days on Market.

If you’ve been putting off selling your 
home because it seems like a daunting 
task, wait no longer—it doesn’t have to be! 
First, you will want to find a trusted Realtor 
who specializes in your market area. This 
is key. Just because an agent is busy in one 
market area does not necessarily mean they 
have the knowledge and expertise for your 
specific market area. Recommendations 
from friends, family or neighbors who have 
recently bought or sold a home is a good 
place to start. You can also search for a local 
Realtor on popular websites like Zillow.com, 
Realtor.com, Trulia.com or Redfin.com. If 
you would prefer to talk to a person and not 
refer to a website, you can contact your local 
association of Realtors for guidance.

You may get yourself dizzy thinking of all 
the things you have to do to get your house 
ready to sell. Start with the big things and 
reevaluate your list as you go. First, start with 
items that are a health and safety issue. For 

investments and therefore demand will 
always be there? With produce, when 
seasons change and the environment is 
either too hot or too cold to grow, we simply 
harvest in a different region that is more 
conducive and ship the produce to those 
areas where conditions are less desirable.  

You obviously can’t ship your home to 
a different environment that has great 
conditions for selling, so does time of 
year make a difference on marketability? 
According to a study by Zillow, homes 

Unquestionably, real estate 
marketability is strongest in 
Monterey County during the 
summer months with the  
highest number of sales and  
the shortest Days on Market.

T hat is the question. Summer is 
here, flowers are in bloom, days 
are longer. Is this the “right time” 

to sell your property? Or is it better to 
wait until there is less competition giving 
your home the center of attention in the 
marketplace? This is an age-old question 
many homeowners struggle with when 
trying to determine when is the right time to 
list their property for sale. Often times, afraid 
of pulling the trigger and making the wrong 
decision, they simply don’t do anything. 
If you have been sitting on the fence 
wondering the same thing, here is some 
insight that will hopefully help you feel more 
confident in your decision-making process.

Marketability is the level of interest buyers 
have for your product at any given time. 
As with produce, technology or any salable 
product, we must ask ourselves what is 
the highest and best environment to sell 
this commodity? In home sales, we must 
propose the same question. Does time of 
the year truly make that big of a difference, 
or are people always looking for real estate 

|   R E A L  E S T A T E



19C O A S TA L  G R O W E R  |  S U M M E R  2 0 1 8

instance, you may have boards on a deck that 
are not screwed in and can cause someone 
to trip and fall. Or a railing that might give 
way if leaned on. You may have many people 
walk through your house and you will want 
to be sure they do not get hurt. Second, is 
anything broken and in need of repair to 
function properly? Those items should be the 
next on your list. Unless of course, you price 
your house accordingly to have the buyer 
take care of it. Just make sure the buyer is 
aware of the deficiency. Beyond that, the rest 
is cosmetic and is completely up to you as to 
how much you want, or don’t want, to do to 
get your house ready to list on the market. If 
you want top dollar you may want to get the 
yard in shape (curb appeal is huge), paint, 
wash windows and screens and have the 
carpets steam cleaned. On the other hand, 
if you want a quick sell and don’t have the 
time or energy to do these things, then don’t. 
Price your home accordingly and move 
forward.

Lastly, and probably most importantly, 
take the time to make a list of everything you 
know about the home. The more information 
you provide to a prospective buyer the better! 
You will have to provide a buyer with an 
information disclosure packet. The packet 
will be provided to you to fill out from your 
Realtor. This is not something you want 
to rush through; you will want to be very 
methodical and intentional about disclosing 
information about the home. I’m sure you 
have heard the saying it’s all about location, 
location, location. What is actually of equal or 
greater importance is disclosure, disclosure, 
disclosure. More IS better!

Selling your home does not have to be a 
scary and overwhelming experience. Using 
a trusted and knowledgeable Realtor to 
guide you can make what once felt daunting, 
to end up to be an extremely comforting 
and satisfying experience. So, if you are 
contemplating whether or not to put your 
house on the market, the experts and data 
say now is the time to do it! Find a local 
professional Realtor and enjoy the process. 

Happy Selling! CG
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Questions to Ask Your  
Drip Irrigation Designer
By Carly Koertge 

D rip irrigation has grown in 
popularity as growers continue 
to look to conserve water and 

other resources. The idea of greater water use 
efficiency (WUE) and resource use efficiency 
(RUE) is enticing growers who are on the 
fence, while the expectation of greater yields, 
a proven benefit of drip systems, is pushing 
them over. 

Within the last year, a new single-use drip 
tape and retrieval service option is further 
encouraging growers to go the route of drip 
irrigation. The idea of single-use drip tape 
offers labor savings, reduced water usage, 
and improved food quality and safety, while 
eliminating hassles of removing, storing, and 
re-using drip tape, common issues when it 
comes to drip systems.

Once it has been decided to convert a field 
to drip, growers can expect many questions 
from the irrigation company designing the 
system—and it’s equally important growers 
ask questions of their own.

IN G OOD C OMPA N Y
The first and perhaps biggest decision a 
grower needs to make is which irrigation 
company to partner with for the drip system. 
A company that can answer, “yes” to the 
below questions is the difference in overall 
satisfaction and full ROI potential versus 
dissatisfaction and inability to achieve 
maximum ROI. 

1. QUESTION: Does the company offer 
a thorough consult to ensure an ideal, 
customized system is recommended?

2. QUESTION: Does the company  
install the system?

3. QUESTION: Does the company provide  
service after the sale?

E X I S T IN G F IE L D C O N S IDE R AT IO N S
After the partner company has been chosen, 
the initial questions to ask the irrigation 
designer should focus on the grower’s 
present situation; things that have an impact 
on the system and that would be difficult  
to modify once the system is in place. 

1. QUESTION: How will the system affect 
my crop rotation schedule?
Imagine the proposed field is primarily a 
vegetable crop field but will be rotated to 
berries in the future. A good designer will 
ensure the system is designed to support this 
change. The concept of single-use drip tape 
designs makes it even easier to rotate the 
crops, as new emitters and spacing can be 
specified each season and crop rotation.

2. QUESTION: Do I need to change 
block size? 
A good designer will evaluate and determine 
ideal block size for the system, taking into 
account factors like soil type and water 
availability. Strawberries are an example of 
one crop that may warrant smaller blocks, 
to ensure the water is staying concentrated 
enough to meet needs, and without pushing 
the system to or beyond its maximum. There 
has also been a trend on the coast to switch 
to growing in substrate, where block size is 
even smaller, often as small as two acres per 
block, the typical 15-20. 

Drip systems, while accommodating to 
various sizes, work best in smaller blocks 
and with various block shapes, are great for 
growers with irregularly-shaped fields and 
corners that are challenging for traditional 
irrigation systems like pivot.

|   I R R I G A T I O N

Drip irrigation has grown in 
popularity as growers continue 
to look to conserve water and 
other resources.
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3. Question: How does my soil type  
affect emitters? 
One important design parameter affected 
by soil type is the drip system’s emitter flow. 
Loamy or clay soil better holds water, so a 
low-flow emitter is sufficient compared to 
sandy soils that need a different flow emitter 
to accommodate the higher flow needed. 

4. QUESTION: Speaking of spacing,  
how is lateral spacing determined?
As mentioned in the previous answer, soil 
type/texture is the primary determinant for 
emitters, as well as their spacing. A soil that 
encourages the spread of water can have 
emitters spaced further apart versus a soil 
that holds water close. Light and sandy loam 
soils require close spacing, medium loam soil 
require medium spacing, and heavy, silt/clay 
loam soil farther apart. 

O P E R AT IO N A L INF OR M AT ION
Changing an irrigation system certainly 
affects the day-in, day-out operations of a 
farm. To be prepared and set up for success, 
every grower should ask questions about the 
changes to expect.

1. QUESTION: How do I control 
irrigation periods with the new system?
There are several options for controlling 
irrigation periods with a drip system. A 
grower may choose daily intervals in which 
the system is run for a short period of time 
every day to put out the daily required 
amount of water. Another option is running 
the system every few days, for a longer time 
period, and put out multiple days worth of 
water in a single day.

Automation systems offer assistance 
setting irrigation periods. These systems 
offer time and laborsaving benefits, typically 
realized sooner and on a greater scale in 
larger operations. In the case of a smaller 
farm, one with five blocks or fewer, an 
automation system may not be needed or 
provide enough value to justify the cost. 
Every grower should analyze the cost/benefit 
ratio to decide if it makes sense for his/her 
unique operation. 

2. QUESTION: Does the system affect  
my fertilizer use?
All growers have to run some chemicals 
through the drip lines to prevent emitter 
clogging. Virtually all have to filter their 
water, too, again to prevent clogging, so if 
fertilizer is used, it should be done prior to 
running filtered water.

Operations that use highly acidic fertilizers 
will require a certain type of pipe, typically 
PVC or poly, as acid can corrode steel pipes. 
However, a good designer will ask about 
fertilizer early on in the process so there 
shouldn’t be any need to change it after the 
system is installed. Those who mix fertilizers 
should seek information and trainings on the 
topic to prevent unanticipated side effects. 
For example, some mixes, combined with 

rain, can lead to emitter plugging if not 
managed properly.

3. QUESTION: Will this new system  
affect harvest?
One of the biggest benefits of a drip 
irrigation system, especially those that use 
a single-use drip tape setup, is uniformity 
of plants. Non-drip irrigated strawberries 
are often harvested four times a year due 
to plants being at various growth stages. 
With a good drip system, a grower likely 
only has to harvest twice a year, yet is 
getting comparable or better yields thanks 
to the uniformity. This isn’t exclusive to 
strawberries; other fruit and vegetable  
crops benefit from the plants having more 
uniform growth.

4. QUESTION: How do I properly 
maintain the system?
An integrated, planned approach is advised 
for all drip systems. A few best practices 
include:

During the season, periodic flushing 
is advised every two to four weeks to rid 
the system of potentially clogging debris. 
With that, periodic filter maintenance is 
recommended. Also, regular inspection of 
the piping system for leaks is advised to 
avoid water hammers (pressure surges)  
or air pockets. 

Those who reuse drip tape must carefully 
remove, ensuring equipment isn’t slicing 
or puncturing the tape. Next, tape must 
be properly stored, then checked at the 
beginning of next season to ensure it’s in 
good shape to use again.

UNDE R S TA ND A ND A CH IE V E
While a good designer will take into 
account each unique operation when 
specifying and installing a drip system, it’s 
important all growers are proactive and ask 
questions that ensure a full understanding 
of the system. The questions above are 
a good starting point; every grower 
should feel comfortable asking additional 

questions, as he/she needs. CG

One of the biggest benefits of a 
drip irrigation system, especially 
those that use a single-use drip 
tape setup, is uniformity  
of plants.
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M ost people own and operate 
their businesses by using a 
corporation or limited liability 

company for liability protection, tax benefits 
and other factors. It is quite often that 
several or more individuals (or business 
entities) have an ownership interest in the 
corporation or limited liability company. 
These owners usually go into business 
together because they know and trust each 
other and want to work together. This is 
particularly true in the produce industry 
where strategic partnerships are formed to 
undertake new business ventures, to expand 
into new markets or to take advantage 
of the unique capabilities of each owner. 
These owners should always have a buy-
sell agreement between them that restricts 
each owner’s ability to transfer their shares 
or ownership interest in the business 
entity. While the owners are comfortable 
working together, they may not be nearly as 
comfortable working with a third-party who 
purchases an interest in the business entity.

The best time to negotiate and enter 
into a buy-sell agreement is when the 
parties form the new corporation or limited 

liability company. This is when the parties 
are most excited about the new venture and 
are most likely to agree upon the buy-sell 
agreement. It is exceedingly difficult, if not 
practically impossible, to negotiate a buy-sell 
agreement when the business is struggling 
or the parties are not getting along. Also, the 
process of negotiating a buy-sell agreement 

will allow the parties to address situations 
and certain events that they may not 
otherwise consider. For example, if there is 
one key person to the business venture who 
is also an owner, then negotiating a buy-sell 
agreement will allow the parties to address 
in advance what should happen if that key 
person quits, becomes incapacitated or dies. 
The parties may not otherwise address these 

possibilities if they did not simultaneously 
negotiate a buy-sell agreement.

A standard buy-sell agreement 
establishes a right of first refusal in favor of 
each shareholder to buy the shares of any 
shareholder that wants to sell their shares 
to a third party. (For sake of convenience, 
this article will reference “shareholders” 
but this analysis is the same for partners 
of a partnership or members of a limited 
liability company). The agreement typically 
states that no shareholder shall sell, 
transfer, pledge or otherwise dispose of 
their shares in the corporation to a third 
party without first offering those shares 
to the other shareholders on the same 
terms and conditions of the proposed sale. 
The selling shareholder provides written 
notice to the other shareholders of the 
terms and conditions of the proposed sale. 
The remaining shareholders then have a 
certain period of time (typically 30 days) 
to decide whether or not to purchase the 
selling shareholder’s shares. Each remaining 
shareholder will have a right to purchase a 
proportionate interest in the shares being 
sold. If the remaining shareholders do not 
purchase all the shares, then typically the 
corporation itself has a right to purchase  
any remaining shares. 

A buy-sell agreement will establish a 
right of first refusal upon the occurrence 
of certain events or conditions, such as 
the death or permanent incapacity of a 
shareholder or a shareholder no longer 
working for the corporation. It will also 
address the possibility of divorce, in that 
if a shareholder gets divorced and their 
shares are transferred to their former 
spouse, then the divorcing shareholder 
(or the corporation) should have a right of 
first refusal to purchase those shares from 
the former spouse. If the shareholder is a 
corporation, partnership or limited liability 

Buy-Sell Agreements
 By Patrick S.M. Casey, Attorney, JRG Attorneys at Law

|   L A W

The best time to negotiate and 
enter into a buy-sell agreement 
is when the parties form the  
new corporation or limited  
liability company. 
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price since the value of the shares will 
likely fluctuate over the course of time. 
Presumably, the shares will be more 
valuable over time as the business grows 
and expands. Therefore, most buy-
sell agreements establish a valuation 
mechanism to determine the purchase price 
of those shares along with stating the terms 
and conditions of any such purchase. The 
valuation mechanisms can greatly vary but 
most are based on either a net book value 
calculation or a multiplier of the average 
EBITDA (earnings before interest expense, 
taxes, depreciation and amortization costs) 
over the past several years. However, if a 

third party offers to purchase someone’s 
shares, then the purchase price for those 
shares under a right of first refusal is 
typically the same as the third party  
offer price. 

The buy-sell agreement will detail how 
the purchase price gets paid. If the purchase 
price is below a certain dollar amount, the 
agreement may require payment in full at 
closing. Otherwise, the buying shareholders 
can typically pay the purchase price over 
a specified number of years plus interest. 
The buying shareholders would execute a 
promissory note to the selling shareholder, 
which note would be secured by a pledge 
of the shares being purchased. The buy-sell 
agreement may also allow or require the 
corporation or the other shareholders to 
purchase key man life insurance policies 
on one or more key people involved in the 
corporation’s business. The life insurance 
proceeds are then used to pay the purchase 
price for the key person’s shares upon 
their death. This significantly reduces any 
financial burden on the shareholders or the 

company, then sometimes the dissolution, 
merger or change of more than 50 percent 
of the ownership of such corporation, 
partnership or limited liability company may 
trigger a right of first refusal by the other 
shareholders. 

A buy-sell agreement may allow for 
certain permitted transfers that do not 
trigger the right of first refusal. These 
permitted transfers include transferring 
the shares to a revocable trust established 
for the benefit of the shareholder and 
their spouse or children, so long as the 
shareholder is the trustee of the trust. The 
shareholders may also agree that transfers 
of shares to their children or grandchildren 
may not trigger a right of first refusal, 
which could occur during their lifetime or 
upon their death. In other circumstances, 
the shareholders may want a right of 
first refusal to purchase the deceased 
shareholder’s shares. If a corporation is 
a shareholder, then a permitted transfer 
may be transferring the shares from that 
corporation to another corporation or 
business entity that is owned by the  
same individuals. 

Some buy-sell agreements carve out 
an exception to allow the sale of shares 
between current shareholders without 
triggering any right of first refusal. The 
reason is that if a person is already a 
shareholder, then presumably the other 
shareholders are not so concerned with the 
specific number of shares that person may 
hold. This is not always the case though, 
especially when two or more families are 
the shareholders. In that event, sometimes 
the buy-sell agreement will state that 
transfers of shares between members of 
one family are not subject to any right of 
first refusal. However, if a shareholder of 
one family wants to sell their shares to 
members of the other family, then that may 
trigger a right of first refusal by the selling 
shareholder’s family.

A key point in any buy-sell agreement 
is establishing the purchase price for 
such shares. It is unusual for a buy-sell 
agreement to state a specific purchase 

Buy-sell agreements can be 
heavily negotiated but, in the 
long run, will be in everyone’s 
best interests.

corporation that are buying the shares.
Some buy-sell agreements have 

covenants not to compete that will be 
enforceable against the former shareholder. 
This usually occurs when one or more 
shareholders have unique knowledge, 
skills or personal relationships that the 
corporation would not want to be used by a 
competitor. Covenants not to compete must 
have reasonable time, place and manner 
restrictions, all of which are carefully 
detailed in the buy-sell agreement. 

Finally, it is important that the spouses 
of all shareholders sign a consent form 
acknowledging their agreement to the buy-
sell agreement. California is a community 
property state and a shareholder’s spouse 
has a community property interest in those 
shares. Since a buy-sell agreement gives 
the other shareholders and the corporation 
a right to purchase those shares, the 
shareholder’s spouse must consent to the 
buy-sell agreement. If the spouse does not 
grant their consent, then this can cause 
real problems for the corporation and the 
shareholders upon the death or divorce of a 
shareholder.

Buy-sell agreements are an important 
component of any business that has 
different owners. Buy-sell agreements can 
be heavily negotiated but, in the long run, 

will be in everyone’s best interests. CG
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S ustainable. The term gets used a 
lot these days, from sustainable 
fisheries and crops to sustainable 

clothing, fabrics and footwear. But what 
exactly is sustainable, especially for the 
discussion here, when it comes to roofing?

According to The Center for Environmental 
Innovation in Roofing (CEIR), trying to 
define a sustainable roof is like the blind men 
describing an elephant. One says the trunk is 
a snake, the other says the leg is a pillar, and 
so forth. None of them get the big picture.

 “And just as each individual perception 
fails to grasp the grandeur of the entire 
elephant, first impressions about sustainable 
roofing tend to fall short of revealing the true 
potential of the world’s rooftops,” says James 
L. Hoff, research director for CEIR. “Words 
that currently describe sustainable roofs 
create as much contradiction as clarity.”

 Hoff writes on ecobuildingpulse.com that 
modern roofs serve a variety of functions and 
impact the environment in many different 
ways, such as:

 • Energy sustainable roofs that can both 
save and produce energy.

• Roofs that capture storm water and reduce 
pollution that goes into waterways.

• “Cool” roofs that help mitigate heat-island 
effects in urban areas, and reduce air 
pollution and global warming.

• Improved use and reuse of roofing 
materials to reduce landfill waste.

• Increasing a building’s service life with 
more durable roofs and better roof 
management.
 

Because of the increasing complexity in 
sustainable roofing, Hoff argues that more 
sophisticated design and decision tools are 
needed, especially in light of the fact that 
roofs aren’t merely a cover that keeps out the 
elements, but often serves as energy— and 
water—producing systems.

 With that in mind, much like green 
building programs such as LEED and Green 
Globes, CEIR has developed a voluntary, 
consensus-based guideline for sustainable 

roofing systems called RoofPoint.
 RoofPoint serves as a guideline for 

selecting environmentally innovative roofing 
systems, as a checklist to identify the ways 
roofing systems provide economic and 
environmental benefit, as an assessment 
system to compare roofing alternatives, 
and as a platform for a comprehensive 
certification program to recognize and reward 
environmentally responsible roofing practices.

Since commercial rooftops cover more than 
50 billion square feet of developed space in 
North America, programs such as RoofPoint 
are just one step toward showcasing the 
roofing industry’s vital role in supporting 
energy security.

 For Warren Knox, owner of Knox Roofing, 
Monterey and Santa Cruz counties’ largest 
roofing company, sustainable roofing really 
comes down to recyclability. Is the roof made 
of recycled materials and can it be recycled 
once it’s past its useful life? Avoiding the 
landfill is a prime objective.

 These days, says Knox, you not only want 
a roof that is durable and affordable, but 
environmentally friendly. The top-selling 
material for roofing in the U.S. is called by 
various names such as, “asphalt” shingle, 
“composition” shingle or “fiberglass” shingle, 
because the shingles are a composite 
product made from either a fiberglass or a 
cellulose mat, and asphalt and minerals, as 
opposed to a single material, such as wood 
shingles or clay tiles.

Sustainable Roofing
By Mac MacDonald

|   S U S T A I N A B I L I T Y

A clear definition of a sustain-
able roof is hard to come by, 
mainly because sustainability is 
a science that is still developing.
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to black and most manufacturers make these 
and also offer a 50-year warranty.”

 While there are many other materials 
used in roofing—metal (many commercial 
buildings use metal), PVC (recyclable), clay 
tile, and so forth—Knox says he doesn’t get 
a lot of requests for wood shingle roofing, 
except in Carmel.

 Knox says Carmel actually encourages 
wood roofs to fit in with the city’s rustic, 
woodsy, only-in-Carmel ambiance. Roofing 
material made out of polymers that look like 
wood are also available, but Carmel prefers 
the real thing. However, bans on cutting 
down old-growth forests, higher tariffs for 
Canadian lumber and other factors  
are making wood harder and more 
expensive to obtain.

 And just recently, the California Energy 
Commission voted on new energy standards 
mandating that all new homes have solar 
panels on their roofs by 2020. No other state 
in the country mandates solar, so California 

 “This is material that used to be thrown 
into the dump, but now they have grinding 
machines that can grind it up,” says Knox, 
who adds that most of his residential 
business involves this asphalt composite. 
“Once it’s ground up it can be used in 
building roads.”

 According to Knox, California’s Title 
24 energy codes were updated in 2010, 
requiring so-called “cool roofs” for most 
residential buildings in California’s 16 
climate zones. Cool roofs reflect heat,  
so cool roof standards are designed to 
reduce air conditioner demand, save  
money, and reduce the urban heat-island 
effect. There are also some tax incentives  
to using cool roofs.

 Even asphalt roofs have been modified 
to be Title 24-compliant by adding special 
reflective granules, making this popular 
roofing material recyclable and energy 
saving. “Even in black they can be reflective,” 
says Knox. “We carry seven colors, from white 

is about to take, as one building industry 
official said, “a quantum leap in energy 
standards.” This will undoubtedly have a 
great impact on the roofing industry as well.

 While a clear definition of a sustainable 
roof is hard to come by, mainly because 
sustainability is a science that is still 
developing, perhaps the best definition 
came in 1996 at the Sustainable Low-Slope 
Roofing Workshop, held at the Oak Ridge 
National:

 “A roofing system that is designed, 
constructed, maintained, rehabilitated, and 
demolished with an emphasis throughout its life 
cycle on using natural resources efficiently and 

preserving the global environment.” CG
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Counter clockwise ftom top left: 1. Monterey 
Conference Center. 2.Stevenson Terrace (Photo 
courtesy of Michael Troutman). 3. CALPELRA 
Annual Conference in the Steinbeck Ballroom 
(Photo of courtesy of See Monterey).

Meeting in Monterey
By Andrew Ausonio, Ausonio Incorporated

S ix months after completing a $60 
million major renovation project, 
the new Monterey Conference 

Center is winning big business and  
earning high praise.

Set at the center of the city’s historic 
downtown, the modern new Monterey 
Conference Center (MCC) includes a touch 
of local architecture and gives conference 
and meeting planners the one thing that 
matters most: flexibility. 

The pending Platinum LEED Certified 
state of the art facility boasts plug-n-play 
technology, more than 40,000 square feet 
of meeting space, and a total capacity 
of 3,200 people. Its larger rooms and 
more useable meeting space can now be 
easily reconfigured, allowing multiple 
conferences to run simultaneously, and its 
open atmosphere gives the outside public 

a glimpse inside the building; directly 
connecting visitors to waterfront attractions 
and downtown businesses. 

The California Association of Realtors 
Conference was among the center’s first 
post-renovation events, held just ahead 

of MCC’s January 31st Grand Opening 
celebration and ceremonial ribbon cutting. 
Conference exhibitors and attendees 
enjoyed the new flexible design and 
major upgrades to the facility. Monterey 
Association of Realtors, CEO Kevin Stone 
attended the conference, calling the new 

facility, “A brighter, more modern venue, 
that looks and feels so much better than 
before.” He added, “The convenience of its 
location makes it so easy for attendees to 
get in and out from nearby hotels.”

Funded by the city’s hotels and motels, 
through Conference Center Facilities 
District (CCFD) bonds, the three-year 
long renovation is the largest capital 
improvement project in Monterey’s history. 
The project required careful planning and 
strategic management of multiple partners. 
“Collaboration was key, as we navigated 

|   D E S I G N

The project required careful 
planning and strategic manage-
ment of multiple partners.
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the challenges that can come with a 
project of this size,” said Sam Phillips, of 
Ausiono Incorporated. As Project and 
Construction Manager, Ausonio received 
nice kudos from Monterey Conference 
Center General Manager Doug Phillips, 
“Your team is amazing and it has been a 
pleasure working with all of you and seeing 
your drive, determination and commitment 
to get this project where it needed to be.” 
The community will also see big benefits 

from the expected increase in convention, 
hotel and retail business. Doug Phillips sites 
the post-renovation projected economic 
impact of $74.5 million – 2,110 direct jobs, 
sales tax of $2,392,615, TOT $2,697,657, 
and tourism fees of $241,633. The projected 
combined post-renovation total taxes and 
fees of $5,331,905 is a substantial increase 
over the pre-renovation economic impact of 
$3,806,419.

The center’s extensive upgrades and 
additions benefit exhibitors and attendees, 

improving the overall guest experience and 
increasing efficiencies. MCC’s new modern 
design includes 20,000 square feet of exhibit 
hall space, ballrooms totaling 10,000 square 
feet, multiple meeting rooms, pre-function 
space, and an art gallery. 

More than 80 percent of the original steel 
and concrete superstructure was used in the 
renovation. A complete structural retrofit 
meets today’s earthquake codes and ADA 
upgrades, and two additional escalators 
have been added to ease crowd flow. 
Exterior covered porches on the second 
floor provide guests with a protected view of 

the area’s scenic beauty. A broad expanse of 
local Monterey Shale stone (Carmel Stone) 
welcomes guests as they arrive.

Six months in, MCC’s calendar is quickly 
filling up with conference bookings from 
around the world, along with some that 
are rooted closer to home. Matt Seeley, 
Co-Founder & CEO of Organic Produce 
Network (OPN), confirms his group has 
already committed to hosting multiple 
conferences at the MCC through 2020; 
including this year’s Organic Produce 
Summit, July 11-12, and Organic Growers 
Summit, December 12-13. “We’re thrilled 
with what we’ve seen of the renovated 
space and its contemporary design,” said 
Seely. “Salinas Valley is the cradle of organic 
vegetable production. The location ties 
in perfectly to the organic component, so 
hosting the conference in Monterey is a 
check for organic production. Interest in 
Monterey got a tremendous surge from 
HBO series Big Little Lies, so with that and 
the facility’s proximity to downtown, the 
wharf and the beautiful scenery—it’s also a 
check for destination location—attendees 
are excited to come to Monterey.” 

For planners determined to find flexibility, 
exhibitors who want more from conferences 
and trade shows, or attendees longing 
for an exciting location, the renovated 

Monterey Conference Center has it all. CG

The center’s extensive upgrades 
and additions benefit exhibitors 
and attendees, improving the 
overall guest experience and 
increasing efficiencies.
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Financial Preparedness:  
Before and After Losing a Spouse 
By Haley Hitchman, AIF®, CPFA

Consider and discuss not only current 
expenses, but also expenses that will remain 
and what costs may increase should one 
spouse predecease the other. For example, 
if one spouse handles all of the routine 
maintenance such as yard work, cleaning 
the home, or childcare, what additional 
expense will occur that will need to be 
outsourced? Also consider what expenses 
will go away, such as life and health 
insurance premiums or food expenses.

Keeping good records can also ease 
the financial burden should one spouse 
pass away. Have a central location that 
contains all records, such as life insurance 
policies, passwords for financial websites, 
birth or marriage certificates, wills, trusts 
and business agreements. Some Financial 
Advisors will digitally store client records 
for them so not only the surviving spouse, 
but other heirs have a place to go in the 
event one or both spouses pass. They also 
may have the ability to allow your other 

|   F I N A N C E

M oney is the last thing you 
want to think about if you lose 
your spouse or a loved one. 

Having conversations and an understanding 
of your finances before someone dies can 
ease the financial burden should your 
spouse pass away. Going beyond having 
wills and a trust in place and having open 
conversations about money, intentions and 
goals is imperative. Don’t wait to talk about 
the family finances when a stressful time 
occurs, have open discussions about how you 
feel about money and share your financial 
goals or concerns so a plan is in place should 
something happen.

Whether you are a couple that 
commingles your money or keeps separate 
accounts, it is crucial when in a relationship 
to discuss and agree on a budget of how 
things are paid and will be paid for should 
one of you pass away. It is also important to 
know each other’s separate liabilities and 
who is responsible for them. Being prepared 

prevents a surviving spouse from making 
decisions hurriedly that can be detrimental 
to their financial success, such as selling a 
home too quickly for less than it is worth or 
making an inappropriate investment. 

Be honest about how you feel and discuss 
your fears about money if your spouse were 
to pass before you. Do you feel you have 
enough money to meet your needs, let alone 
still meet your overall financial or retirement 
goals? If you are not confident, meet with a 
Financial Advisor to see what changes need 
to be made or explore the options that are 
available to you. 

Life events can change a couple’s 
goals and these changes can 
affect your overall financial 
outcomes. 
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professional advisors to have access to 
these documents.

In many relationships one partner handles 
all of the finances. This is common, but it is 
important for the other to be aware and have 
an understanding of the finances. Assemble 
a team of professionals together to help that 
consists of an Estate Planning Attorney, CPA 
and Financial Advisor. Both spouses should 
meet together on a regular basis with these 
advisors. Life events can change a couple’s 
goals and these changes can affect your 
overall financial outcomes. 

Couples should develop a relationship 
with their Advisors together so the Advisor 
has a clear understanding of both views 
and their agreed upon goals. This will 
help mistakes from being made should 
something happen down the road. Quite 
often a surviving spouse who has not met 
together will change their Financial Advisor 
after losing a partner. Being unprepared can 
lead someone to utilizing a Financial Advisor 
that is not familiar with your overall financial 
picture or make recommendations that are 
less suitable for your goals, such as selling 
an expensive commission-based product or 
locking you into a product without liquidity. 
It is understandable that a surviving spouse 
may be more vulnerable to making financial 
mistakes or decisions too quickly, but if you 
are looking to make a change in Financial 
Advisors consider looking for fee-only 
advice and refrain from making any big 
changes in the first six months to a year  
after losing your partner.

The key is to be prepared before that 
time comes and have open communication. 
Have the comfort in knowing that you 
will be able to handle the finances should 
something happen to your spouse, but also 
have assurance that your spouse will be able 
to handle them if something were to happen 
to you. Know the importance of planning 
for the worst and have confidence in your 
financial future.

The opinions voiced in this material are for 
general information only and are not intended  
to provide specific advice or recommendations  

for any individual. CG
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The California Quail 
By Burton Anderson in Cooperation with the Monterey County Historical Society

A mong the native California 
birds, the most recognized and 
appreciated bird is the California 

Quail. It wasn’t until 1931 that the State 
Legislature, by unanimous acclamation, 
declared the California Quail (Lophortyx 
California) to be the official California State 
Bird. This quail is also known as “Valley 
Quail.”

 The native quail species originally 
existed in virtually all of California and 
Baja California, except for the desert areas 
(Gambel’s Quail) and in the high mountains 
(Mountain Quail). The native historic range 
of the quail also includes a small portion of 
western Nevada and the southern counties of 
Oregon. It is presumed the bloodlines came 
from a common ancestor, that changed over 
time to adapt to the evolving environment 
in the western United States. The aboriginal 
indigenous people left no written history, and 
our only knowledge of the native quail comes 
from Archeologists’ digs.

Quail were an important part of the Native 
American diet. They were captured by snares, 
traps, woven baskets, and even by bow and 
arrow. Expert hunters could capture 40-50 

birds without flushing the covey. The hunters 
were aided by drivers, slowly pushing the 
birds into a trap without them taking flight. 

The weight of the species is usually seven 
ounces, and they are nine to 11 inches long, 
with a 12-inch wingspan. The coveys break 
up in January and February, and mate April 
to June, depending on the climate in their 
habitat area. Quail nest normally on the 
ground in a grass-lined nest in thick cover. 
The hen lays 12 to 14 eggs that hatch in 22 
to 23 days. The male stays nearby, to alert the 
hen if danger approaches, and will take over 
the incubation of the eggs in case the hen is 
killed. The male assists in training the chicks 
to find food and cover. Before they can fly, the 
mortality rate for chicks is nearly 50 percent, 
from predators, or freezing temperatures, 
causing pneumonia. Chicks can fly a short 
distance at two weeks old. By 12 to 14 weeks, 
they have their adult plumage and are fully 

grown. Quail roost in trees for safety from 
predators. If the first nest is destroyed, the 
hen will often lay a second clutch of eggs, 
so the reproductive cycle for quail is quite 
high. The biological mechanism which 
regulates productive cycles in quail is not fully 
understood by scientists.

The following are calls of the California 
quail as described by A. Starker Leopold, (UC 
Berkeley Professor of Zoology 1977) in his 
history of the bird: “Cu-ca-cow” (assembly 
call) is given throughout the year. “Ut-ut” 
(conversational call) to maintain contact. 
“Tu-tu” (food call) given when a good food 

source is found. “Pit-pit” (alarm call), danger 
is eminent. These are the principal calls by 
quail coveys, although 11 others have been 
identified by scientific observers. 

After the winter rains and the annual 
grasses emerge, almost 90 percent of the food 
eaten by quail is green grass. By May 1, grass 
and weed seeds are predominant in their 
summer diet. After the first rains in the fall, 
the new growth of green grass is once again 
the food of choice. All year long insects are a 
reliable source of food.

 The habitat of quail depends on availability 
of food, moisture, roosting trees, loafing 
areas, and brush patch escape routes. The 
preferred areas consists in five general types. 
They are range grasslands, dry land farming, 
irrigated farmland, semi-desert land, and 
urban sprawl. The bird population varies in 
each ecosystem according to their needs. 
Urban sprawl is causing a significant decline 
in quail habitat.

 Predators of quail, are both birds and 
mammals. The fast flying birds, Cooper Hawk 
and Sharp-Shinned Hawk, are capable of 
catching quail in flight. Cooper Hawks are the 
arch enemy of quail and perch near a covey, 
or a water source, and wait for an opportunity 
to attack. A smaller counterpart to the Cooper 
is the Sharp-Shinned Hawk, but it is less 
abundant in the range of quail. While hunting 
quail on our ranch in the 1970’s, I shot one on 
the fly, and before it hit the ground, a Cooper 
Hawk snatched it in mid-air and flew away. 
This was an awakening to me of the speed 
of a Cooper Hawk. Quail nest on the ground 
and predators, while feeding, destroy the nest 
and eat the eggs. Predator mammals include, 
bobcats, coyotes, feral cats, ground squirrels, 
skunks, gray fox, long-tailed weasels, 

|   H I S T O R Y

Above: A pair of California Quail. Painting by  
Francis Lee Jaques.

Among the native California 
birds, the most recognized  
and appreciated bird is the 
California Quail.  
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example, moving cattle before the green grass 
is grazed to bare ground. Quail depend upon 
grass seeds and when cattle eat the grass 
before it matures to seed, it deprives quail 
from a major summer food source. Brush 
patches are necessary for quail survival. Quail 
avoid open range without trees or brush. The 
oak and brush range on the Central Coast 
provides an ideal environment. 

The Department of Fish & Wildlife was 
created January 2, 2013 by the Legislator and 
replaced the former Deptartment of Fish & 
Game. The Mission Statement of the new 
Department is, “…to manage California’s 
diverse fish, wildlife, and plant resources, and 
the habitats upon which they depend, for 
their ecological values and for their use and 
enjoyment by the public.”

The money to implement the new mission 
is partially funded by fish and game hunting 
and fishing licenses. Quail propagation is 
included in the added benefits provided 
by this statement for environmentalists 
by furthering photographic and outdoor 
experiences. With our everexpanding 
population, this is important for outdoor 

recreation. CG

or bird who may eat the body of a poison 
victim. It is now outlawed in California except 
by a special permit from the local Agricultural 
Commissioner. Another problem was the 
widespread use of DDT. It was proven that it 
caused thin egg shells, resulting in the decline 
of the population of egg laying species. Its 
use was banned in 1972 by the EPA and bird 
hatching success has shown a remarkable 
improvement. 

There are practices being implemented 
to help quail recover to realistic numbers on 
former habitat. The California Department 
of Fish & Game has recommended installing 
“Quail Guzzlers” in quail habitat on dryer 
ranges. A guzzler is an underground tank 
protected by a cement cover, (or wood) filled 
by rainfall. It is small enough for only quail-
size birds to enter. It effectively protects 
quail from most predators and is virtually 
maintenance-free. Further protection is 
provided when livestock are fenced out of the 
guzzler site. The detailed plans for a guzzler 
can be obtained from the State Department 
of Fish & Wildlife in Sacramento. 

Other mitigation practices are preventing 
livestock from overgrazing a range. For 

raccoons, wild pigs and snakes. Recently, wild 
turkeys introduced in California from 1959 
to 1999 across much of California landscape, 
has posed a new threat. Wild turkeys were 
first seen on our ranch in Natividad in 1999. 
This date is when we first noticed decreased 
coveys, where they were formerly plentiful. 
Turkeys feed on the ground and destroy the 
eggs of quail, whenever they find a nest. This 

is a result of introducing a non-native species, 
that has spread to most of the state. 

Besides natural predators, other perils, 
historically and currently, affect the quail 
population. There was an open hunting 
season year-round, and no bag limits until 
the State Fish & Game Department imposed 
the first regulation in 1901 to protect quail. 
The law was passed in part because market 
hunters were slaughtering quail by the 
thousands. Quail were sold to San Francisco 
restaurants for 10 cents each. Since that 
time, more regulations have been passed for 
further protection of quail. Another decrease 
in population occurred because of changes in 
crop patterns by removal of oaks and brush 
patches, due to extensive farming. Livestock 
overgrazing, and cattle desecration of natural 
springs and water holes was also a significant 
cause of quail numbers decreasing.

From the 1970’s to the start of the current 
century, the quail population has remained 
fairly stable. Wet years produced a bumper 
crop of quail, and dry years reduced nesting, 
causing the population to decline. Rain at 
hatching time is especially fatal to chicks 
since rain and cold can cause pneumonia  
and death. 

A chemical compound, extremely toxic 
to birds and animals is a product known as 
1080. It is highly toxic to quail and any animal 
or bird that ingests 1080 treated grain. It 
passes down the food chain to any mammal 

There are practices being  
implemented to help quail  
recover to realistic numbers  
on former habitat.  
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John & Karen McCabe
By Melody Young  |   Photography By Patrick Tregenza

|   H O M E  S H O W C A S E

Do you have a “happy place”? A place where your 

soul expands and your worries diminish? John 

and Karen McCabe do. That place is our very 

own Monterey Peninsula, Pacific Grove to be exact. 

The McCabes began traveling to Pacific Grove to avoid 

the heat of their hometown. They purchased a small, 1000 

square foot cottage a few short blocks from the beach and 

began to explore the town. Before long, they were coming at 

least once a month to enjoy their little bit of heaven. 

Two years ago, while out on a walk, they came upon an 

open house and couldn’t resist going in. They immediately 

fell in love with the two story remodeled home you see in 

these pages. That was when the McCabes took a leap of faith 

and purchased yet another vacation home. They christened 

it “Sea Glass Sanctuary” in honor of their love for the beach 

and the sea glass they find scattered there. This home, Karen 

says, is intended to hold extended family and, hopefully 

someday, grandchildren. The idea was to have a home large 

enough for everyone to stay together and close enough to 

have family strolls on the beach. Because they cannot stay 

in two places at once, they decided to occasionally rent the 

house as a vacation rental with Sanctuary Vacation Rentals. 

This property is everything one could wish for in a 

vacation spot. The McCabes have furnished Sea Glass 

Sanctuary with all the furnishings and items that they would 

want to find in a vacation home. The main level of the home 

welcomes visitors with open arms. Guests are treated to wine 

and cheese as well as a list of things to do and see Pacific 

Grove and surrounding areas. The McCabes feel strongly 

Compliments from guests
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about encouraging visitors to create their 

own adventures and memories. With 2100 

square feet in the main house, there are four 

bedrooms and two and one half baths. The 

backyard hosts a darling 300 square foot guest 

cottage with a bedroom and bath. There is 

room for everyone. Beach toys, chairs, and 

barbecue supplies organized for easy use add 

to the enjoyment and relaxation. 

It would, however, be very tempting to 

just curl up in one of the overstuffed sofas in 

the great room to read or play a game by the 

fire. The natural, soothing colors and textures 

of the space reflect the ocean and natural 

surroundings outside. The floors are a warm, 

polished wood while the walls are painted a 

buttery cream. When the skies are gray, there 

is just enough pop of fun coral hues to keep 

the house light and cheerful. Whether it is 

sunny or our local fog has rolled in, there is 

never a bad day by the ocean. Karen had a 

wonderful time furnishing the home with a 

mixture of new and vintage pieces as well as 

adding personal family touches and treasures 

throughout. From the vintage lamps to the 

deeply personal family art displayed on the 

walls, the guest feels as if they are staying in 

their best friend’s home. 

The kitchen and dining area silently 

beckons. The knotty alder cabinets are 

crowned with glass cabinets holding hand 

blown glass treasures. The granite countertops 

and travertine backsplash add a bit of formality 

and elegance to the space. The six burner 

chef’s range stands center court among every 

amenity one could ask for to create a meal 

for family and guests. No detail has gone 

unnoticed. The dining table is ready and 

waiting laid for eight. The casual and pleasant 

mix of colors and textures set the stage for a 

fun evening of food, drink, and conversation.

The master suite is a vacation spot in its 

own right. There are fabulous views of the 

bay from the bedroom and the adjacent 

balcony. The room, with its bright playful 

The natural, soothing colors 
and textures of the space 
reflect the ocean and natural 
surroundings outside.

All ready for guests
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Playful Master suite 
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color scheme is airy and uncluttered. What 

a wonderful way to start a day on the coast! 

A luxurious master bathroom boasts a see-

through fireplace from the bedroom to the 

Jacuzzi bathtub. Limestone tile in warm hues 

along with fluffy white towels and robes all 

contribute to a spa-like experience. There 

might not be any reason to come downstairs 

if it weren’t for the short walk to the beach to 

watch the fishing boats. 

Sea Glass Sanctuary is as comfortable for 

two as it is for 10. The McCabes have thought 

of everything, just as they would want it for 

themselves. They have given others a chance 

to experience and love Pacific Grove the way 

that they do. 

So where is your happy place? Do you 

travel to it, or is it in your own backyard? 

Wherever it is, make the most of it as the 

McCabes have. 

Live life to the fullest.

The idea was to have a home 
large enough for everyone 
to stay together and close 
enough to have family strolls 
on the beach.  

Soaking in luxury 
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get the most from your tire 
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and sorting/loading conveyors! 
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Quality | Integrity | Vision

Our design-build process focuses on transparency 
paired with client communications that are 

customized to suit our clients’ needs. This client-centric 
approach leads to a collaboration that brings visions to 
life. Contact Bakker Construction for a consultation.

831.9 9 8 .7113
bakkerconstruction.com

Bakker Construction Provides Concierge-Style Design 
and Build Services to the Monterey Peninsula for Custom 
Remodeling and Renovation Projects.
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Dress For Success
The Powerful Impact of Body Language
By Esmeralda Montenegro Owen

Have you heard the saying “put 
your best foot forward?” It should 
perhaps just be “put your best 

forward” because the impression you give 
is displayed by different parts of your body. 
Combined, these can make you or brake you, 
especially in a social atmosphere.

According to the Merriam-Webster 
Dictionary, body language means the 
gestures, movements, and mannerisms by 
which a person or animal communicates 
with others.

We do not need to say a word before we 
are placed in a category that can be beneficial 
or detrimental to ourselves. Body language 
is the process of communicating nonverbally 
through conscious or unconscious gestures 
and movements.

Sometimes you only have a second to 
make an impression and if you are in the 
business world, it better be a good one. I am 
not implying to act it out or be disingenuous 
in front of others—this is another aspect that 
can easily be spotted. Insecurities and non-
genuine efforts are awkward and obvious. 
What I suggest is to be intentional about 
how you walk and how you carry yourself; 

be conscious about your every move from 
start to finish. This will also help to keep you 
focused. 

When you love what you do, it is so 
much easier to display this feeling for 
others. Your passions can strike interesting 
conversations that can lead to business deals 
or partnerships that arise from having that 
right vibe.

You can learn to show that love for what 
you do and who you are as a person in a 
genuine way, to then portray this feeling onto 
others immediately after meeting them. 

Others can tell if you are nervous or 
anxious from your body language and react 
accordingly.

On occasion, your body language can 
show your effort level that in turn also 
reflects the mood that you are in. When you 
walk into a meeting, the way your body is 
positioned can also be reflected in your facial 
expressions.

If you are in a meeting, for example, and 
based on the agenda, only three items out 
of the six have been talked about with five 
minutes left, how does your body language 
change knowing that the meeting may run 

late? In most cases, your anxiety will start 
kicking in, especially if this will make you 
late to your next affair. 

Here are some tips that have worked, not 
only for me, but for other colleagues and 
friends. I used to be a shy girl and it took a 
lot of work and a lot of trial-and-error to be 
more outgoing and confident.

A smile. When you are in a public setting, 
have you noticed that when you smile, 
people tend to gravitate towards you? It is 
an incredible phenomenon. Because you are 
smiling, others want to have a dose of that 
happiness. People want to find out why you 
are happy and want to be like you. With your 
positive attitude, you are inviting others to 
be a part of your nucleus—why? Because 
they are attracted to your positive energy. In 
a world full of stress and, if I may say, hatred, 
being genuinely pleasant is a rarity and oh so 
welcomed by most. 

Happiness brings good energy amongst 
groups and it is no surprise, as you ignite 
endorphins, those around you seek these as 
well to magnify their own happiness.

A handshake. It is incredible what a 
smile and a firm handshake or even a warm 
embrace can do for yourself and to those 
around you. Although it is a simple act, 
handshakes can be scary. You don’t want to 
be too soft or too strong—it is intimidating 
at times! But learning to adjust the pressure 
of the handshake based on who the person 
is and taking into consideration age, for 
example, you will be able to make the most 
conscientious decision for a successful 
greeting.

Eye contact. I attend a lot of public 
relations events—and I love it. To me, there 
is no better way to promote myself and my 
workplace than to be at community events 

|   C A R E E R
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that allow for total engagement with others. 
As I go about engaging with people, it is 
extremely important for me to exercise eye 
contact with those I encounter. However, 
even with many people in a group, I make 
sure that my eyes give each of those in the 
circle time to connect through eye contact. 
This portrays assurance, respect, and care for 
each of them. It is a feeling of respect and 
inclusiveness that tells each of them that 
I care enough for them and that they are 
important enough to listen to.

Chin up. What you do with your face 
will connect and control the actions of the 
rest of your body. A smile, a handshake, an 
embrace, a soft touch to the hands, arm, or 
shoulder are all signs that will bring comfort 
into a conversation. Having your chin up will 
help control that level of comfort. This will 
also promote alertness and self-esteem.

Share your world. There is nothing 
more inviting in a conversation than to be 
open about yourself, your life, and your 
beliefs. When you do this, you are inviting 
people into your personal life. This is a 
great tactic to use in business because 
by opening up and becoming a little bit 
vulnerable, others will learn to appreciate 
you as a human being. There is a trust that 
is developed when a conversation turns  
from business talk to an insight into 
someone’s soul.

Share tips for easy living. Life comes 

in waves and learning experiences and 
periods of evolution. People do appreciate 
when we share best practices and don’t be 
surprised if they seek you after they have 
used your advice or tips. You become a 
reliable expert who is easily accessible and 
quick to respond to any issue presented.

Dress the part. I have heard some 
people say that what you wear does not 
matter—that what is in their brain is the 
only thing others will notice. Well, let me 
tell you, that is not correct. If you wish to 
be an executive, you need to dress as one. 
If you wish to be a beauty pageant queen, 
you need to dress and act the part. In all that 
you do, you must walk with assertiveness 
and poise. Each occasion has a theme. Dress 
professionally for each of those occasions, 
which might be opportunities to shift to the 
next level in your career. 

The tone of your voice. As you enter 
a group conversation or be it a one-on-one, 
the tone of your voice should also have a 

neutral aspect to it and should be used to 
speak in a professional demeanor. Keep the 
conversation soft and proficient among the 
group—there is no need to shout out to get 
anyone else’s attention. 

 Being funny. Do not be afraid to use 
your creative side and be funny. Everyone 
loves a good joke. Scan your group and 
analyze them first before sharing a joke. It is 
wise to make sure no one will be offended by 
what you are about to share. As for me, I like 
to keep my jokes clean and short. 

Who knew body language comes in so 
many variations? The key is to be yourself 
when you are out and about, when you are 
in meetings, and even when you are alone in 
your car. People are watching! Be intentional 
about your body language. Practice your 
tactics each day and you will soon find that 
your comfort level makes everyone around 

you delighted to be in your presence. CG

7 Steps to Successful Show of Body 
Language in Every Scenario 

1. Walk tall and assured towards the group  
you are meeting with

2. Be friendly and hug or give a firm hand 
shake

3. Use eye contact
4. Use leaning as a form of engagement
5. Stand or sit with back straight and keep 

gaze upward
6. Avert your gaze from time to time so you 

are not starring
7. Be subtle with your movement and breath
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The Power, and Pitfalls, of Video
By Karen Nardozza, Moxxy Marketing

F rom the early 1900s, people paid 
to sit in grand cinemas for a 
larger-than-life, communal film 

experience. Later, television brought moving 
pictures into homes. A household’s single 
TV was the centerpiece of family bonding. 
Video was, undeniably, special. Which is 
why brands quickly realized its potential 
 for marketing.

Now video is everywhere. It’s still in our 
cinemas and living rooms, and it’s also on 
our computer screens. It’s on billboards, 
gas pumps, plane seats and ATMs. It’s in 
elevators, bathrooms, taxis, retail stores, trade 
show halls and office lobbies. Oh yeah, it’s 
even in our pockets. 

In this supersaturated environment, is it 
worth wading into the world of video as a 
marketing and communications tool? My 
answer is a definitive, “yes,” with an equally 
emphatic warning attached. Why?

Today, more than ever, agriculture and 
fresh food brands need to tell your stories 
and advocate on your own behalf. And no 
other medium can do it with the impact of 
video. By combining moving visuals, audio 

and time, video can share compelling stories 
and make meaningful memories. Video can 
evoke powerful emotions, educate, agitate 
and inspire. Video can also make the complex 
simple and break down language barriers. It 
can communicate without words. 

W H AT A R E S O ME O F V IDE O S  
T OP BE NE F I T S ?
Video is viewable everywhere. People 
can access video content in a store, in 
their bed or on top of a mountain. Mobile 
phones have become the number one 
place for people to view digital video 
(Multichannel News, February 20, 2017, 
“Video Usage on Mobile Devices Closing 
Gap on Desktops”). This dramatic change 
may account for the recent surge in video’s 
popularity and efficacy—when people can 

access video anywhere, they do.
Video is the driving force of the 

internet. A study by Cisco Systems (“Cisco 
Visual Networking Index: Forecast and 
Methodology, 2016–2021”) suggests that by 
2019, over 80 percent of all internet traffic 

will be video. Eighty percent! Maybe it’s 
no surprise that, after Google, the world’s 
next biggest search engine is Google’s video 
platform YouTube. 

Video has staying power. User 
experience studies suggest websites that 
feature prominent video content have a 
lower bounce rate (visitors quickly leaving 
your site) and longer visit durations. If you 
don’t have video content you’re missing 
opportunities not only to be found and seen, 
but also to connect and build relationships 
with your audience.

Humans are wired for video. Dr. James 
McQuivey’s study from Forrester Research, 
“How Video Will Take Over the World,” 
suggests one minute of video is equivalent 
to about 1.8 million written words. Research 
also shows that 90 percent of information 
transmitted to the brain is visual, and we 
process that information 60,000 times faster 
than text. If you want to connect with people, 
video is an incredibly powerful tool.

A N D W H AT A B OU T T HE P I T FA L L S ?
Back when there were only three channels, 
viewers would put up with just about 
anything: basic writing, unprofessional 
camerawork, clumsy pacing and mediocre 

|   M A R K E T I N G

Mobile phones have become the 
number one place for people to 
view digital video.

When a video shot on a phone by 
an 11-year-old can get a million 
views, it’s tempting for compa-
nies to try the same approach.
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storytelling. Today, viewers have access to 
literally billions of hours of video content. 
The competition for eyeballs is fierce. 

For all the videos out there, only a 
privileged few get lots of views. Ninety-three 
percent of YouTube views are generated by 
only one percent of its videos, according to a 
2016 article in Barron’s Magazine reporting 
on statistics from global research firm AB. 
Unfortunately, many videos make little 
impact, and a poorly crafted video can leave 
a negative impression.

But thanks to advances in technology, you 
don’t need a Hollywood crew to produce 
high-quality video. With the right partners 
and a modest budget, it’s possible to create 
videos that engage everyone from retailers to 
consumers to employees to legislators.

R E A DY T O G E T S TA R T E D ?  
HE R E A R E A F E W T IP S :
Be true to your company. There’s been 
a meaningful shift in marketing over the 
past decade. Consumers are tired of phony 
flash and sappy spectacle; they’re looking 
for substance. They want to know what 
companies believe in, not just what they 
make (or grow). They like knowing where 
their food comes from. And they bond with 
companies who reveal their authentic selves. 
So, give viewers an honest look into your 
world. You can share, in real time, where you 
are in the growing cycle—communicating 
freshness and quality. You can share “how to” 
content and educate. Tell them your story. 
Show them your people. Ag brands have 
an incredible advantage here; consumers 
romanticize the connection between their 
food and the earth. Be the brand that brings 
it to them.

Work with pros. When a video shot 
on a phone by an 11-year-old can get a 
million views, it’s tempting for companies 
to try the same approach. After all, we each 
have a movie studio in our pockets with the 
capability to shoot, edit and distribute video. 
But does that back-pocket video reflect 
your brand, your voice, or you mission? It’s 
tempting, but “pocket production” can make 
your video look at best amateurish, and at 
worst just plain awful. Marketing agencies 

and creative production companies come in 
all shapes and sizes. There’s one out there 
that will match your culture and your budget. 
Low production videos, done right, still have 
a place in branded content. But they need to 
be a carefully-considered part of a larger mix.

Think long term and stay consistent.
Decades ago, a company might create 
a thirty-second commercial and run it 
exclusively for years. My guess is that 

you still have some ad jingles from your 
childhood burnt into your brain forever. But 
today’s content-hungry consumers expect a 
steady flow of relevant and timely video. This 
is where a mix of professionally-produced, 
high end videos can work together with 
faster, shorter, and less produced clips. 

Ready to dive into video? If it’s time, find 
a partner, create a plan, and start shooting. I 

can’t wait to see your stories! CG
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Start Them Young
By Matt Pridey, Professional Golfer

I ts that time of year again. The kids are 
likely out of school and parents and 
grandparents alike are in desperate 

need of activities to keep the children 
occupied without the assistance of some 
sort of smart device. In an age where both 
children and adults are consumed for hours 
on end with technology, it is crucial that our 
youth understand the importance of being 
outdoors and being active. It is too easy to 
hand them a device with a screen and call it 
an activity. 

Golf courses throughout the country are 
gearing up for summer camps and contriving 
ways to teach kids the game in fun and 
comprehensible ways. It is growing more 
essential during these technology consuming 
times that youth are exposed to activities that 
not only get them to spend time outdoors, 
but also present an opportunity to learn life 
lessons and build character. 

The beauty of golf is that it is a lifelong 
sport. People of any age can take part in 
the joy, sorrow, and learning opportunities 
that surround the game. There are great 
opportunities each summer for youth to 

get involved and begin to learn the proper 
etiquette and tools needed to play the 
game. Who knows, maybe the adults will 
also learn a thing or two! With the help 
of junior programs like The First Tee and 
the influence of programs held by local 
golf professionals, kids are developing a 

framework for character-building that may 
last a lifetime. Whether there are summer 
camps available at your country club or the 
local muni, take the time to seek out these 
opportunities for your children to grow in 
not only their golf skills but life skills as 
well. Often times it’s the simple things that 
can be learned through these experiences— 

taking off your hat to shake someone’s hand, 
teamwork, encouragement, proper etiquette, 
honesty, and the list goes on. The First Tee 
Program does a fantastic job at establishing 
a framework for which its students and 
instructors abide by through the Nine Core 
Values: honesty, integrity, sportsmanship, 
respect, confidence, responsibility, 
perseverance, courtesy, and judgment. These 
values can truly have a lasting impact on the 
kids that are involved with both The First Tee 
and local programs on a regular basis. 

The impact of the game doesn’t stop at 
building life skills. From scholarship and 
networking opportunities to healthy lifestyle 
choices, time spent at the golf course can 
translate into a lifetime of success in various 
arenas. It truly is a lifelong sport and will 
allow you and your children to reap the 
benefits if you make the effort to let it. Take a 
moment this summer and seek out a junior 

golf program to see what’s in store. CG
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hours on end with technology,  
it is crucial that our youth under-
stand the importance of being 
outdoors and being active.
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Alcohol, Man’s Best Friend
Interview for David Blume, CEO, Blume Distillation and Whiskey Hill Farms
By Jess Brown

You have two separate operations: 
Whiskey Hill Farms and Blume 
Distillation. Let’s first talk about Whiskey 
Hill Farms. What crops do you grow?
A majority of our crops are grown within 
glass greenhouses, so I focus on what 
advantages this provides.  I can catch early 
season sales and late season sales of warmer 
season crops like tomatoes, peppers and 
melon.  I can also grow crops that are tropical 
in nature.  So, some of our bigger crops are 
turmeric and ginger, which need frost free 
conditions and high average temperature.  

How did Whiskey Hill Farms  
get its name?
The story of the farm’s name is a very 
local story.  Before prohibition, the ridge 
to the west of Corralitos creek was named 
Whiskey Hill.  As you might imagine, the 
terrain and tree cover made it an ideal 
place to make liquor.  It was sold in bars 
and brothels located close to the creek.  The 
town of Whiskey Hill was described as the 
wickedest town in the west, as you can see 
in Wikipedia.  After prohibition, various 
locals thought the name was too vulgar and 
campaigned for a new name.  They met fierce 

opposition but compromised on the name 
Freedom.  The town of Freedom has now 
been mostly absorbed into Watsonville but 
still retains its own zip code.  Since we make 
alcohol and we are on the ridge, we thought 
it only proper to name the farm after the 
original settlement, the original party town 
for Santa Cruz.

I read that you are the largest producer 
of turmeric in the United States. Is that 
correct?
Whiskey Hill is now the largest turmeric 
farm in the continental United States.  There 
are a couple of slightly larger producers in 
Hawaii, but we are CCOF certified organic 
turmeric farmers.  Our turmeric is sold all 
over the US and now moneyed Chinese 
buyers want us to export some of our crop to 
high-end consumers in China looking for a 
clean product.

Currently at Peet’s Coffee, the major 
promotion is “Bright Choices – Golden 
Turmeric and Ginger”. Are you seeing an 
increasing demand for these two spices?
There is a big difference between fresh 
turmeric and the cooked and ground turmeric 
powder we see used in Indian and some 
Asian cooking.  By “see” I mean you can really 
see it.  Turmeric is bright yellow.  If you look 
on the label of mustard, you will always see 
turmeric as an ingredient that gives mustard 
its bright yellow color.  Both Turmeric and 
Ginger have been part of Eastern medicine for 
2000 years. To see it make its way into Peet’s 
coffee is a sign of the times.

What is the benefit of them?
Fresh turmeric in literally thousands 
of scientific studies over time has been 
documented to replace 14 major western 
drugs.  I’ve been at Kaiser when a nurse 
recommended turmeric over any other 

drug for arthritis.  It’s famous for all sorts of 
inflammatory disease in all parts of the body.  
Turmeric and ginger are stomach quieting 
and even prevents seasickness. So yes, Peets 
mixing turmeric with coffee is a good way to 
mitigate the inflammation coffee causes in 
the digestive system. Many other maladies 
from diabetes to heart disease are treated 
around the world with turmeric.  So yes, 
there is a worldwide demand for it that 
currently cannot be quenched.

Tell us about your other business.
I also operate another company called 
Blume Distillation.  If that sounds like we are 
making moonshine… well in a way, along 
with soil nutrients and organic fertilizers, 
we are. In the early part of the 20th century, 
farmers in the United States were the main 
producers of liquid fuel.  It was nearly pure 
alcohol used to run spark ignited engines 
and some of the earliest diesel engines as 
well.  Gasoline came along many years later 
as a way of Rockefeller cleverly figuring out 
how to get rid of the aromatic waste from 
the production of kerosene from crude oil. 
Alcohol is 106 octane, well over 90 percent 
pollution free, burns 300 degrees cooler with 
less vibration, and is less expensive than 
gasoline. It is renewable since it is made 
from carbohydrates from plants.  In the 
Midwest, the raw material is corn but there 
are dozens of crops appropriate to different 
soils, climates, and latitudes than corn or 
sugar cane. So, to answer your question, I 
am planning to produce turmeric whiskey 
next year from the 60 percent starch that 
the turmeric rhizomes contain.  That way 
when you have a drink and tell your spouse 
its medicinal, well that would contain an 
element of truth with turmeric whiskey. Over 
the years we have produced alcohol from 
all sorts of things like two-day-old donuts 
and bread, molasses, waste soda syrup, beet 
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syrup, all sorts of fruit pulp, and even things 
like waste candy.  Any waste material with 
starch or sugar is a candidate for alcohol 
production.

What is your primary purpose of this 
technology?
The alcohol produced by a Blume plant will 
range from industrial fuel grade through 
food grade and finally pharmaceutical grade.  
Each has a different set of specifications and 
therefore different prices. Pharmaceutical 
grade alcohol will be one of the main 
products of the larger distilling plant we  
are planning on building in Watsonville.  
I wrote a book, Alcohol Can be a Gas!,  
which provides much more information.

Has Blume Distillation sold a commercial 
system yet?
Our team has performed several revenue 
producing Process Flow and Site Feasibility 
(PFSF) engineering studies that are the 
foundations for accurate proforma-based 
sales contract quotations. We use a unique 
assembly-line driven manufacturing 
process to produce several sizes of our 
appropriate-scale biorefinery systems that 
optimize rapid deployment, ease of set-up 
and commissioning, energy requirements 

and that enable us to offer solutions to food 
producers, processors, bottling companies, 
wineries, bakeries and breweries. We 
support and provide compliance with the 
California State legislation 1383, that is 
regulating landfill management in the state 
and restricting food and other sugar and/
or starch rich wastes that can readily be 
transformed by our technology into valuable 
energy and alcohol-based end and process 
co-products.  We are especially excited about 
developing a five million gallon (that is our 
optimal biorefinery plant design) for here in 
Watsonville.

Are there other areas around the world 
that you purchasing this technology?
We are now working on distillery sales 
to China, Canada, South Africa, Zambia, 
Nigeria, Italy, France, Germany, the former 
Soviet Union, Chile, Mexico, Costa Rica, 
Peru, Nicaragua, and of course the United 
States.  Our equipment is US manufactured, 
but of course does include parts from other 
countries when we can’t get them here.  
Around the world, businesspeople recognize 
the best products in agriculture come from 
the US and Germany, not generally China 
or India. American Made is a brand valued 
worldwide.

Which country uses the alcohol the most 
for transportation fuel?
Brazil imports no oil whatsoever for 
transportation fuel.  Their newer autos run 
on 98 percent alcohol while some very old 
cars run on 25 percent alcohol.  This helps 
Brazil avoid the terrible effects on their 
economy of buying consumable energy from 
abroad.  As a result, they have the strongest 
economy in South America.

When people tour your facility, they are 
amazed with the cycle you have put in 
place that involves compost, water, plants, 
fish, carbon dioxide, lobster, etc. Please 
explain this process.
Alcohol is not the only thing farmers 
can make on farms.  When we take the 
carbohydrates out of a crop, all the protein, 
fats, vitamins and minerals are left in the 
remaining spent mash.  Since carbohydrates 
are made from carbon dioxide and water, 
it stands to reason that all the Nitrogen, 
Phosphorous, Potash (Potassium) and minor 
nutrients to grow the crop are still in the 
spent mash.  Using that mash to grow next 
year’s energy crops, or other crops is logical.  
Although labor is a big cost for coastal 
growers, for other commodity crops the 
biggest cost is fertilizer.  So, farmers making 
profitable alcohol can cut fertilizer costs at 
the same time, but can do more than that.  
Our spent mash makes renewable natural 
gas, and the effluent from that is run through 
our cattail marsh that primarily traps the 
nitrogen and phosphorus for reuse. In the 
next pond we grow an alga that recovers 
all the potassium and minor nutrients.  
Although we could apply the pond muck  
and algae to the land as fertilizer, we can 
feed the algae first to fish or freshwater 
lobster as a livestock crop, and then use the 
spent aquaculture water for irrigation of land 
crops.  We do all this at Whiskey Hill Farms. 

You have an international company.  
Why did you base it in Watsonville?
We chose Watsonville as our home base 
because I firmly believe it to be the hotbed 
of what nowadays is being called AgTech.  
There are quite a number of startups and 
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more mature companies doing amazing 
things here and we are proud to be a part  
of the Ag revolution.  

Are you using your facility as an 
educational center?
Whiskey Hill makes a point in assisting the 
Agri-Culture and Farm Bureau to educate 
the public about food and energy.  We hold 
tours, classes, and host dinners to bring 
the latest information to the attention of 
community movers and shakers.  Visitors 
from agricultural concerns, governments, and 
farm advisor agencies from around the world 
visit Whiskey Hill to see what we are doing 
and how they can incorporate our practices 
into their programs. 

If David could have dinner with three 
people (alive or deceased), who would  
he invite?
Buckminster Fuller because I miss his 
inspiring conversation, Jimmy Carter-peanut 
farmer, alternative fuels advocate and one 
of the best presidents we’ve had in my 
lifetime, and Robert Fireovid, an unsung 
hero formerly running a large part of the 
Agricultural Research Service, for his sober 
progressive view of farmers producing our 
nation’s energy.

Where do we see David Blume, Whiskey 
Hill Farms and Blume Distillation in  
10 years?
David Blume - Having first built 100 plants 
in California, soaking up food processing 
waste to make alcohol, working with 
governments around the world to finance 
regional alcohol plants for farmers to 
profit from the production of value added 
biorefinery products.  
 Whiskey Hill - Adding another 100 acres 
to supply a wide array of exotic foods for the 
Monterey Bay.
 Blume Distillation - In 10 years, I’d 
like to cut the ribbon at the opening of the 
100,000th farmer-owned regional alcohol 
fuel plant worldwide making 500 billion 
gallons of gasoline and diesel replacement 
fuel a year, at a dollar a gallon less than 

petrol fuel. CG
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Fueling For the Long Run
By Stephanie Bouquet, MS, RD, CSSD, CDE, SB Nutrition Consulting

I am not a superstitious person. 
Entering into my 13th marathon, 
I felt confident and well trained. 

The Boston Marathon is one of the most 
prestigious marathons in this country and 
has been in existence since 1897. I was not 
new to this race as my first experience was 
quite memorable due to the tragic finish  
line bombings.

The 122nd running of the Boston 
Marathon took place on Monday, April 16, 
2018. Even the most prepared athlete had 
to deal with Mother Nature’s agenda that 
day. According to statistics published by 
the Boston Athletic Association (BAA), race 
day was noted as the coldest temperature 
(30 degrees at the starting line), highest 
wind factor (32 mph) and most moisture 
producing race conditions in over 30 years. 

Whether you are a seasoned athlete or a 
weekend warrior, the foods you consume 
play an important role in how your 
body performs. Training and subsequent 
performance can suffer without good food 

choices and consistent feeding times. The 
benefits of a balanced diet are cumulative, 
meaning an active person needs a healthy 
diet every day, not just on the day of a 
practice or sporting event. It’s best to 
experiment with what you eat and drink 
to find out what works best for your 
particular body. 

Here are some nutrition recommendations 
for fueling before, during and after exercise:

BE F OR E E X E RCI S E
Active individuals need a diet rich in 
carbohydrates every day to fuel muscles 
and feed the brain. Eating before exercising 
helps to top off body carbohydrate stores, 

known as glycogen, which are found in the 
liver and muscles. This promotes a stable 
blood sugar level and gives the body energy 
to move. Ideally, the optimal time to fuel the 
body is two hours before exercising. The best 
foods to consume are high in carbohydrates 
with a moderate amount of protein and 
fat. High fiber sugars and starches (fruits, 
vegetables and whole grain breads, for 
instance) are recommended carbohydrate 
choices on a day to day basis; however, 
more easily digested carbohydrates may be 
better tolerated closer to physical activity. 
High intensity movement of the body, like 
running, cycling or jumping, causes the 
stomach to get jostled, which interferes 
with digestion and can lead to stomach 

upset. Foods to try include: yogurt with 
low fat granola; a peanut butter or lunch 
meat sandwich; oatmeal with banana and 
low fat milk; or grapes with nuts and a 
string cheese. Liquid carbohydrates, such as 
drinkable yogurts or sports drinks, may be a 
better alternative if it’s difficult to consume 
solid foods or time is limited before 
exercise. It’s also important to hydrate 
before exercising to prevent sluggishness, a 
common symptom caused by hydration. 

  

DUR IN G E X E RC I S E
Rehydrating with water during exercise is 
necessary to cool the body when muscles 
heat up. Shorter spurts of exercise lasting 
less than 60 minutes do not require any 
additional fuel for the body. As activity 
extends beyond an hour, the muscles 
and brain will need more nutrition. 
Approximately 30-60 grams (100 to 250 
calories) of carbohydrate foods per hour 
from a banana, dried fruit, gram crackers, 
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sports products (drinks, gels, bars) or 
even jelly beans will meet this need. By 
alternating sipping on a sports drink 
that contains electrolytes (like Gatorade 
or Powerade) with plain water helps 
ensure proper fluid balance. The sports 
industry promotes products for use during 
exercise, but these products do not contain 
“magic” ingredients to boost performance. 
Convenience and portability are key 
elements of the products, but the same 
benefits can be obtained using natural foods 
if desired.

A F T E R E X E R C I S E
The top priority after completing exercise 
is to replace body fluid. Dehydration can 
affect performance if more than 2 percent of 
body weight is lost during an exercise event. 
For example, that equates to a three-pound 
loss for someone weighing 150 pounds. 
Drinking about two cups (16 ounces) of 
fluid for every pound lost while exercising 
is a common method for reestablishing 
hydration status. Although there are more 
complicated calculations for determining 
body hydration levels, a quick and easy 
method is to check urine color. The goal 
is to maintain a lemonade or light yellow 
color for optimal hydration. The darker 
the color of the urine means the greater 
the likelihood that dehydration is present. 
The first 30-45 minutes after exercise is the 
best opportunity to refuel glycogen muscle 
stores and repair muscle damage. Muscles 
will soak up carbohydrates like a sponge 
during this time frame. Foods containing 
carbohydrates with a moderate amount 
of protein, such as chocolate milk, instant 
breakfast drinks or a fruit smoothie, helps 
muscles replete and reduces post exercise 
muscle soreness. 

I am proud to say that I successfully 
completed the race. I was a little soggy, but I 
felt fantastic! Perhaps most important, is to 
realize that what works for one person may 
not work for another. I learned my winning 
combination of foods and fluids that will 
allow my body to perform at its very best 

even in challenging conditions. CG

� Commercial
� Industrial
� Residential
� Warehouses
� Wineries
� Packing Sheds
� Tree & Ornamental Spraying

� AIB Trained
� Weed Abatement
� Insects
� Rodents
� Birds
� Squirrels831-442-1915

800-675-7909

LIC OPR #  9793

T A S T I N G  R O O M - S A N  C A R L O S  &  7 T H ,  C A R M E L - B Y - T H E - S E A
F A M I L Y - O W N E D  &  E S T A T E  G R O W N  S I N C E  1 9 7 2  •  S C H E I D F A M I L Y W I N E S . C O M

E n j o y  f a m i l y .

KURT GOLLNICK, TYLER SCHEID, SCOTT SCHEID, HEIDI SCHEID, AL SCHEID – FOUNDER



58 S U M M E R  2 0 1 8  |  C O A S TA L  G R O W E R

Success With Erosion Control
By Steve McShane

I f there is one incredible feature about 
the Central Coast of California, it’s 
our striking rugged terrain. Many 

of our readers enjoy property built on 
such terrain. With that often comes the 
responsibility of erosion control. You know 
who you are—those that suffer soil loss and 
potential loss of property due to heavy rain. 
There is no better time than the present 
to invest in stabilizing hillsides, steep 
landscapes and even cliffs on your property. 
This article will walk you through some 
options.

 I studied soil science at Cal Poly for 
five years and one the most fascinating 
areas of focus involved property managing 
unstable earth. While some property needs 
the attention of a civil engineer, your local 
landscape supply has some easy solutions 
in the toolbox to help you. Some of my 
favorites include:

N AT UR A L S T O N E S TA C K E D WA L L S
This is one of my favorite recommendations 
for individuals looking to stabilize a hillside. 

Homeowners are simply tasked with 
stacking rock in an effort to create terraces 
and slow water flow. Typically, folks use 
head size moss rock, noyio cobbles, or gold 
granite pieces. The materials are inexpensive 
and easy to handle.

BL OCK WA L L S
This is typically used when dealing with 
a high value estate. As long as your walls 
are under four feet, you will not need a 
civil engineer. Your local landscape supply 
will have options. Some of my favorites 
include Allan Block, Roman Stone, Legacy 
Estate Wall & Country Manor. All are 
placed without mortar and come in several 
different colors, textures and finishes. 

HIG H WAY A ND R A IL RO A D T IE S
This solution is about the most common 
seen in home landscapes. Both railroad and 
highway ties are treated to last for decades. 
They are often installed using rebar or 
pressure treated anchors to create short 
breaks or barriers on hillsides.

B A R K , S T R AW WA DDL E S & J U T E N E T T IN G 
These solutions are the lightest, easiest, 
and often short lived. For small slopes I’m 
always a fan of simply spreading a good 
bark. In the case of straw waddles and jute 
netting, homeowners will usually use them 
as a means of re-seeding hillsides with 
grasses and wild flowers.

 The good news for difficult and steep 
landscapes is that there are a number of 
options when it comes to slowing water 
and stabilizing soil. Best of all, installation 
is easier than you would think. Most folks 
approach their landscape supply with 
photos, maps and measurements. Once the 
right material is selected they bid the job 
and off they go.

 The important message here is to address 
the challenging landscape you face before 
it addresses you. I’ve counseled dozens 
of homeowners that have experienced 
mudslides and failed driveways thanks to 
unexpected heavy rain. Here’s to successful 
preparation this summer and fall to ensure a 
safe winter this coming year. 

 Steve McShane is Owner and General 
Manager of McShane’s Landscape Supply 
in Salinas. He can be reached at steve@

mcshanesnursery.com. CG
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Individual Beef Wellington
Whaling Station Steakhouse

IN G R E D IE N T S
• 6 beef tenderloin steaks  

 (1-1/2 to 2 inches thick and 8 ounces each)
• 4 tablespoons butter, divided
• 3 sheets frozen puff pastry, thawed
• 1 large egg, lightly beaten
• 1/2 pound sliced fresh mushrooms
• 1/4 cup chopped shallots
• 2 tablespoons all-purpose flour
• 1 can (10-1/2 ounces) condensed beef  

  consommé, undiluted
• 3 tablespoons port wine
• 2 teaspoons minced fresh thyme

D IR E C T ION S
In a large skillet, brown steaks in 2 table-

spoons butter for 2-3 minutes on each side.

Remove and keep warm.

 On a lightly floured surface, roll each puff 

pastry sheet into a 14 x 9 inch rectangle.

Cut each into two 7-in. squares (discard 

scraps).

 Place a steak in the center of each square.

Lightly brush pastry edges with water. Bring 

opposite corners of pastry over steak; pinch

seams to seal tightly.

 Cut four small slits in top of pastry.

Place in a greased 15x10x1-in. baking pan.

Brush with egg. Bake at 400° for 25-30 

minutes or until pastry is golden brown  

and meat reaches desired doneness  

(for medium-rare, a thermometer should read 

145°; medium, 160°; well-done, 170°).

 Meanwhile, in the same skillet, sauté 

mushrooms and shallots in remaining butter 

for 3-5 minutes or until tender. Combine 

flour and consommé until smooth; stir into 

mushroom mixture. Bring to a boil; cook 

and stir for 2 minutes or until thickened.  

Stir in wine. CG
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1 (l to r) Jeff Church, Laura Nicola, Stan and Susie Brusa.
2. Joanne Taylor Johnson and Dr. Ted Englehorn.
3. Adriana Ribero and Suzanne Dorrance. 
4. Speaker Jose Luis. 
5. Culinary students ready to welcome guests.
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R ancho Cielo supporters filled the ballroom at 
the Monterey Plaza Hotel and Spa on Sunday, 
February 27 for the 9th Annual Culinary Round Up. 

Highlights of the evening included 24 chefs sharing gourmet 
bites, including Rancho Cielo’s Drummond Culinary Academy 
students; 19 Monterey County wineries; a student speaker  
and an alumnae speaker. The event grossed more than $450,000 
for the Academy.

Student speaker Jose Luis shared his memories of being 
raised by a single dad, never living anywhere long enough to 
enroll in school. He will graduate in June with his high school 
diploma from Rancho Cielo’s John Muir Charter School, and he 
is enrolled in Monterey Peninsula College’s Hospitality Program 
for the fall semester. His advanced culinary certificate assures 
him his choice of good jobs.

In Jose’s own words, “Living in the Transitional Housing 
Program on campus helps me focus entirely on my new career. 
I no longer have to work in the fields to pay the rent. Rancho 
Cielo has put my goals within reach. My dream is that one day, 
I will live in my own home, take care of my Dad, and teach my 
kids what my Dad taught me.”

Rancho Cielo is building the Ted Taylor Ag Vocational Center, 
a mirror program to the Culinary Academy, to train our young 
people for highly skilled jobs in Agriculture. The first cohort will 
begin Fall 2019. For more information about how to support 
these successful programs, visit www.ranchocieloyc.org.
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Alliance on Aging 2018  
South County Trashion Show
Photos Courtesy of Miguel Serrano Photography

T he fun and fabulous Trashion Show returned to 
South County for the third year.  The event took 
place on Thursday, February 15th at the Salinas Valley 

Fairgrounds in King City.  Twenty-six unique, one-of-a-kind 
dresses, made from recycled/repurposed everyday trash were 
modeled to the delight and cheers of the audience. 

 Trashion Show is an annual fundraiser for the Alliance on 
Aging (AOA), a nonprofit that provides support services and 
programs for seniors throughout Monterey County, including 
South County, for the past 47 years.

 Monterey County Sheriff Steve Bernal kicked off the show 
with an official welcome to the 300 plus guests.  The Sheriff 
and King City Mayor Mike LaBarre escorted the models during 
the show’s finale.

 Audra Vaccarezza, a fourth generation South County 
resident, was this year’s fashion commentator.  She succeeded 
Karen Fanoe, a native of King City, who spearheaded the effort 
to bring Trashion Show to South County. 

 “Trashion Show allows me the opportunity to give back 
and recognize the importance of seniors,” commented Ms. 
Vaccarezza.  The show calls attention to the need to provide 
services and programs for seniors in South County.

 AOA services are provided at no cost to seniors in English 
and Spanish.  They include: Tax Counseling, Medicare 
Assistance, Senior Peer Counseling, Long Term Care Advocacy, 
Community Outreach and Education, and Benefits Checkup. 

“Trashion is a community event that brings together 
everyone to celebrate aging,” said Teresa Sullivan, executive 
director of AOA. 

 For more information about how Alliance on Aging can 
help seniors, please visit www.allianceonaging.org or call  
831-655-1334.

 

1 A gown made from dog food bags alongside a guide dog for the blind.
2. A silver gown worthy of Cinderella’s ball made from Mason canning.
3. A gorgeous headpiece made from plastic products designed by Salinas  
 Valley Solid Waste Authority staff. 
4. A beautiful dress gets its sparkles from jewelry donated by the staff
 from Mee Memorial Hospital.
5. The Barefoot Contessa (Audra Vaccarezza) this year’s new emcee  
 for the show.

|   C O M M U N I T Y
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BIG WEEK SPECIAL EVENTS THE WHOLE FAMILY WILL LOVE
RODEO CARNIVAL
Presented by Smoot Family
Chiropractic. July 13th-22nd, 
Carnival rides, cotton candy, 
games and excitement for the 
whole family. Open 3pm 
to 11pm daily. Located at 
295 Sun Way.

A NIGHT FULL OF PARADES
Saturday July 14, Old Town 
Salinas

KIDDIE KAPERS PARADE
Presented by Sakata Seed 
America. NEW ROUTE THIS 
YEAR! 6:30pm, Judging 
begins at 5pm

COLMO DEL RODEO PARADE
Presented by Star Market.
8:00pm - Find out more or
fi ll out an entry form at 
carodeo.com
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GOOD TO KNOW BEFORE YOU GO!

Starting May 2018, a clear bag policy will be in 
effect for all events produced by the California 
Rodeo Association in order to enhance 
security and effi ciency. The policy limits fans 
to one clear bag per person and one small 
clutch for personal items.

For additional information regarding the 
Salinas Sports Complex clear bag policy visit:
salinassportscomplex.com or carodeo.com
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W omen all over the world are harnessing their 
power to make change. The desire for action 
drew nearly 575 people to the 13th annual 

Women’s Fund Luncheon of the Community Foundation 
for Monterey County, on April 3 at the Hyatt Regency Hotel.  
Guests enjoyed a delicious lunch, wines from Scheid Vineyards 
and inspiring speakers.

“Where we are is in a moment of real awakening—we are in 
a time women and girls of all ages are stepping into their own 
personal power,” Sara Hirsh Bordo filmmaker and keynote told 
the group of women, girls and men. Bordo is the founder of 
Women Rising and champions female voices in her work. 

More than $120,000 was awarded through 61 scholarships 
to college-bound girls from throughout Monterey County. 
Recipients were participants in Girls’ Health in Girls’ Hands, a 
girl-led, countywide collaborative program teaching girls ages 
11-18 empowerment, advocacy, self-care and leadership skills.  

“I thank Women’s Fund donors for supporting scholarships 
and helping girls like me pursue our dreams,” said Celeste Islas, 
an Everett Alvarez High School Senior with a 4.3 grade point 
average and more than nine college acceptance offers. 

Since 2001, the Women’s Fund has granted $1.9 million to 
organizations working to improve the lives of local women and 
girls. The Women’s Fund supported scholarships, granted to 
Rising International’s Safe and Sound Program to combat local 
human trafficking, provided emergency assistance to women 
at risk for dropping out of college due to financial hardship, 
and helped fund a team of local women to attend the Women’s 
Policy Institute of the Women’s Foundation of California. The 
Women’s Fund endowment assures that critical issues receive 
support in the years to come. It is one of 500 charitable funds 
held by the foundation, whose mission is to inspire philanthropy 
and be a catalyst for strengthening communities throughout 
Monterey County.  www.cfmco.org/womensfund.

1. (l-r) CFMC Vice President of Philanthropic Services  
 Christine Dawson, Everette Alvarez High School senior  
 Celeste Islas, Women’s Fund Co-chair Maija West.
2. (l-r) Jeannine Pacioni, Karen Curtis.
3. (l-r) Margaret D’Arrigo-Martin, Sheryl Merrill, Kate Roberts,  
 Susan Yedlicka.
4. (l-r) Nancy Scheid, Corie Hill.
5. (l-r) Susan Gill, Claudia Smith.
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Women’s Fund Luncheon 
Photos Courtesy of Richard Green
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You Manage Your Business.
We Manage Your Water.

COMMERCIAL SOLUTIONS  
Commerical water purifier systems through Culligan are used for fresh 
produce which include mists for shelf life hydration along with other 

industrial and commercial water treatment options.

Culligan brings together application engineering, innovative product and 
technical service to reduce operating costs and improve customer experiences.

WWW.CULLIGANQWE.COM      
831.755.0500

C
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Sun Street Centers’  
Golden Anniversary Gala

|   C O M M U N I T Y

S un Street Centers’ Golden Anniversary Gala, held at 
Tehama Golf Club on March 31st, 2018, celebrated 50 
years of alcohol & substance abuse addiction recovery 

and prevention services in Monterey County. The sold-out evening 
included a cocktail hour and dinner, keynote speakers and live 
auction, raising over $50,000 that will go toward Sun Street Centers’ 
new and innovative programs in South Monterey County.

Live auction items were donated by Kerry Lee Remarkable 
Jewelry, Burns Cowboy Shop, Escobar Guide Service and Chef 
Leno Morinini, Clint Eastwood, artist Giovanni Pulze, Malibu Wine 
Safari, David and Susan Gill, Anna Foglia, Alpha Omega Winery, 
DeeAnn Thompson, LeAnn Lang, and Jim and Karen Fanoe.

“We are overjoyed at the support we’ve received,” said Anna 
Foglia, CEO of Sun Street Centers. “This helps us to bring vital 
services to more remote areas of our community that are in dire 
need.” Foglia notes that Sun Street Centers’ goal is to increase  
the resources available in South County, and subsequently  
increase the life expectancy of its residents. 

Additional funds raised will support the new women’s residential 
facility in Hollister, the annual Expanding Horizons Conference 
at Pueblo Del Mar Family Recovery Community, the Town Hall 
meeting on the opioid crisis (presented by the Safe Teens 
Empowerment Project), and more. 

The gala was made possible by the Golden Jubilee Guild, 
including Taylor Farms, Jim and Karen Fanoe, David and Susan 
Gill, Joanne Taylor, Salinas Toyota, and Dataflow Business Systems. 
Additional sponsors include Cyndy Pierson, David Jenkins, Alvarez 
Technology Group, Inc., D’Arrigo Bros. Co., Johnson Electronics, 
Arthur J. Gallagher Co., Huntington Farms, and Ottone Leach 
& Ray. Sun Street Centers would like to thank the committee 
members, Karen Fanoe, Susan Gill, Cathy Schlumbrect, Anna 
Foglia, Leslie Leach and Aranyani Azevedo. 

1. Jim and Karen Fanoe.
2. Drake and Yolanda Frudden.
3. David Gill.
4. Oly and Lina Gomez.
5. Zane and Audra Echenique.
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SAVE THE DATE! REGISTRATION OPENS JUNE 1, 2018

#ENGAGE18

www.unitedag.org

September 25, 2018
Visalia Marriott
300 S Court St, Visalia, CA 93291

September 26, 2018
Far Western Tavern
300 E Clark Ave, Orcutt, CA 93455

September 27, 2018
Corral de Tierra Country Club
81 Corral De Tierra Rd, Salinas, CA 93908

ENGAGE is a premier half-day event that will 

cover the latest updates from UnitedAg’s 

health benefits platform. Learn about the 

latest developments from our recent member 

engagements. 

BECOME A PART OF THE EXPERIENCE  

Engage with fellow members and the 

UnitedAg team in collaborative mindshare 

solutions.

ENGAGE WITH US! DATES & LOCATIONS

Bringing Agriculture and Healthcare Together

5th Annual Health Benefits Forum
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Salinas Valley Memorial Healthcare System 
Celebrating 65 Years of Service to the Community

|   C O M M U N I T Y

T his year Salinas Valley Memorial Healthcare System is 
celebrating a major milestone—65 years of service to 
the community. In May, the Healthcare System marked 

the anniversary and reflected on the visionary leadership of its 
founders. Salinas Valley Memorial Hospital Foundation donors 
and supporters gathered for a reception and dinner at the Taylor 
Building in Old Town Salinas. It was an opportunity to share stories 
about the rich history and extraordinary growth of the city, the 
Hospital and their deep-rooted connections to the agricultural 
community. 

Bruce Taylor, CEO of Taylor Farms Inc. and his wife Linda 
graciously provided their corporate building to toast the ties that 
bind the Healthcare System and Taylor family. It was Bruce Taylor’s 
grandfather, Bruce Church, who was a powerful and passionate 
voice calling for the community to support a state-of-the-art 
hospital. In addition to leading a fundraising effort, Church 
donated the land where Salinas Valley Memorial Hospital opened 
its doors on April 20, 1953 and where it still stands today.

The 65th Anniversary Celebration was made possible by the 
donated talents and dedication of community members, including 
Susan Merrill, Roxanne Storm and a team who spent hours 
designing and creating beautiful flower arrangements. Chefs from 
the American Culinary Federation served up delicious appetizers 
made with local sustainable produce. Students from the Rancho 
Cielo Drummond Culinary Academy shared their talents by 
creating a delectable dessert and parents from the non-profit 
Salinas Storm served guests.

In addition to welcoming remarks by Salinas Valley Memorial 
Healthcare System President/CEO, Pete Delgado, and Taylor 
Farms CEO, Bruce Church, SVMH Foundation Board of Governors 
President Jeff Wardwell helped produce a timeline video of the 
history of Salinas Valley Memorial Hospital and impact in the 
community. The keynote speaker at the event was made possible  
by Rabobank. 

1. Pete Delgado, President/CEO of Salinas Valley Memorial Healthcare  
 System greeting guests.
2. Susan Merrill, Vice President of Development, Salinas Valley  
 Memorial Hospital Foundation Board of Governors speaking with  
 community members.
3. Bruce Taylor, CEO of Taylor Farms Inc. welcoming guests during  
 the SVMHS 65thAnniversary Celebration.
4. SVMH Foundation Board of Governors President Jeff Wardwell  
 sharing historical information about Salinas Valley Memorial Hospital,  
 its founding fathers and the city of Salinas.
5. Guests enjoying appetizers from local chefs from the American  
 Culinary Federation on the roof top of the Taylor Building.
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enzazaden.us

A broader range of winning Eazyleaf™ varieties, all featuring a one seed, one-cut, multiple leaves 
approach to great salad, will deliver new colors, loft and 3D-texture to the bags and clamshells.
 
Eazyleaf™ can be sold as a pre-cut mix, or as a whole head marketed to customers as a one-step, 
easy to prepare salad greens.

New colors, 
loft and 3D-texture

™
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Serving the Central Coast with ooces in

JRGattorneys.com
SALINAS        MONTEREY        HOLLISTER        PASO ROBLES        KING CITY

Our Mission is to Exceed Expectations
We believe in supporting and participating with 

our local businesses and charities, while creating a
working environment that allows all of our employees to flourish.

You deserve attorneys who are committed to these principles.
Attorneys who are one hundred percent committed to you,

to this community and to each other. 

Be parBe part of our Mission and be one of our clients.

The Full Service Law Firm

Attorneys at Law



Broccoli by Sakata

At Sakata, we know the right product can make 
all the difference. That’s why we’ve spent decades 
on extensive research, breeding and trialing efforts 
that enable growers to produce superior quality 
broccoli. Premium products for the West like 
Imperial, Emerald Crown, Green Magic and 
Emerald Star are optimized to ease and improve 
your production, and are backed by the Sakata 
promise of quality, reliability and service. No one 
can match our decades of proven performance 
and best-in-class broccoli program.
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sakatavegetables.com

Imperial
Performs well in long day  
length and moderate heat.

Emerald Crown
Excellent quality; highly 
resistant to purpling.

Emerald Star
Fine-beaded, very firm heads; 
easy to trim.

Green Magic
Wide adaptability and very 
good harvest uniformity.

What would 
you like  

Ausonio to 
build for 
you? 
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