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They hve life fo the beat of a different drummer, are sure of who they are and what they stand for.

They're the free and forward thinkers, innovators and creators whose ideas and words inspire,
polarize, spark imaginations and powerfully connect.

They're rebels, outcasts, Davids in a world of Goliaths, that come from the least likely of places.

They tread where others fear to o, dislike conforming fo the norm, and don't care much for the
man or his machine hecause they truly embrace freedom.

It*s hard to fool them because they have a clear perspective on the world and see things for what
they really are.

They're fiercely aware of what’s right and wrong, speak their minds and take no prisoners.

They look at life differently, society can’t pigeon hole them or put them in box, and they see
things where others don't.

Their 1deas are sometimes out on the fringe, the ra%]ged edFe. They have to be, because they're
open fo the possibilities and realities that change the world.

Some see them as a fish out of water, trouble makers and oddballs. We see them as gifted,
profound and uniquely brilhant.
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Raising the Bud Weights... and Reputations... of Top Growers



8,000,000 A3 CARTRIDGES SOLD IN 2016

TRANSPRING ORICINAL I’MDIIGT

PATENT No. 201530088409 9
REACH CERTIFICATE No. AT22016110
_ j TRANSPRING USA A SALES SERVICE

$2,000,000 PRODUCT LIABILITY INSURANCE SECURITY



ra‘JJ Since 2004
To find the manufacturer from China

g <
Shenzhen Transpring Enterprise Ltd.

NCIA sponsor & medium member More than 300 employees,5000m” workshop
Supplier of US top CBD/THC oil brands More than 1,000,000 A3 cartridges produced every month

Transpring China

Frank Chen
@ +86 135 1080 0949
@ market@transpring.com
@ 3&4F, Bldg A5, Huangtian Industrial Zone,
= Xixiang Town, Baoan Dist, Shenzhen, China

Transpring USA

Peter Hackett

@925 405 5582
® usa@transpring.com

@ 2455 Bates Ave.,Suite C,Concord,CA 94520

- : ‘_ : MED-ePEN (Distributor)

N ' S . Ted Nicols
B @310 844 7671

- e _ _ ® wholesale@medepen.com
' @ 1732 Aviation Blvd, Ste 317, Redondo Beach,
EpS . CA 90278, USA

" ONE DAY DELAY, 1% LESS PAY
ORDER GUARANTEE:

If your order not finished as promised,

compensation shall be offered.

www.transpring.com
https://transpring.en.alibaba.com 00



' CONTENTS MARCH 2017 I V3 No.3

34 | TOP SHELF

Paper & Leaf brings an art gallery
atmosphere to Washington State’s §
Bainbridge Island.

Contents

14 | HARVEST

News & information from around
the nation.

36 | SPOTLIGHT: Edibles

Zoots’s proprietary closed-loop Cypress
Extraction Method makes drops, rocks,
blasts, and bites.

38 | SPOTLIGHT: Distribution
Indus Holding Company delivers select

brands to the largest cannabis market in

the world.

42 | CORNER OFFICE
DCG’s Greg Gamet on why Massachusetts

may become the Eastern Seaboard’s great

cannahub.
66 | COVER

Family values, a solid work ethic, and great
products have seen G Farma through tough
times.

76 | INVENTORY

Cahuenga Caregivers’s Gregory Meguerian
stocks over 190 edibles SKUs.

06 |mg



5
S
:

=
L
-5
L
=
<
>
e
Ed
o
<
©w
=)
o
)
=1

WARNING: | WARNING: . WARNING. | WARNING.

www_kushypunch.com | order@kushypunch.com | 855-984-1771| IG official_kushypunch_



08

' CONTENTS MARCH 2017 I V3 No.3

——re e =
46 | FEATURE SECTION:

=+ Infused chocolates and chews, gummies,

i

edibles we love to eat. -

78 | HEALTH & WELLNESS

A peek behind the curtain of the artisanal
paleo-centric edibles company MoonMan’s
Mistress.

82 | BIZ DEV

How to plan, prepare, and present to finance
your marijuana business — Part II.

86 | CHARTS & NUMBERS

A graphic look at margins, growth, and
monthly sales.

88 | PRODUCTS

Things that cut, grind, chop, vape, smoke,
grow, and taste really, really good.

92 | HASTAG

94 | OPINION

PayQwick’s Berke and Ayinehsazian on
why the new administration won’t trump
marijuana’s momentum.

84 | RETAILING

'The Califari Strain Series was inspired
by groovy psychedelic concert posters
from the ’60s.

—"‘:.:,; and brews. 12 pages on all the scrumptious




Kushy

EXTREMELY POTENT
MEDICATED GUMMY

MADE WITH LOTS AND LOTS OF LOVE

EDIBLES y,
MAGAZINE -é
BEST EDIBI.E
CANDY

A0} @.

HEMP CUP
CHAMPION :".;
BEST EDIBLE 32

CANDY @?}'
¢«

SCAN TO JOIN
OUR MAILING LIST

l AND GET COUPONS
| FOR KUSHY PUNCH LAB TESTED , ALWAYS CONSISTENT

Ot

Order@Kushypunch com www.kushypunch.com 855-984- 1771 -' :':f.".




10

' EDITOR’'S NOTE

Economies of Scale

After talking with hundreds, if not thousands, of people over the past several months at
cannabis trade and consumer events in Colorado, Nevada, Washington State, California,
and elsewhere, the outline of a discernable national cannabis industry begins to take shape.

Cannabis and its byproducts may not legally cross state lines yet, but many pick-and-
shovel businesses have established substantial national campaigns, and businesses that
touch the plant are also visible and doing business on a national scale. True, each state is
a regulatory and economic island unto itself, moving forward at a different pace from its
neighbors (with many states still to come online), but the nation has already been quan-
tified as a single cannabis market even in the face of White House comments about a
renewed crackdown on “recreational” cannabis.

As unfortunate as such a thought may be, a far more powerful force will determine how
the industry evolves. In fact, the prerogatives that come with economies of scale are already
having their way in state markets that have achieved a certain level of stability. That should
surprise no one. The foundational economic rule positing that a product made better for
cheaper can, and usually will, come to dominate a market is as true for cannabis as it is for
any other commodity.

Effort will be required to prevent the rise of cannabis monopolies, but nothing can
prevent the benefits derived from economies of scale. No one should want to prevent those
benefits. Instead, because economies of scale are a defining reality of business, accepting

them and incorporating them into one’s strategy now is the only way to roll.

[ s

Tom Hymes @ rQCYCIe

tom@(_‘annmg,[om When you have finished with

this mogozine please recycle it

OUR DO NO HARM MANTRA IS THE CORE OF OUR BUSINESS VALUES.

WE ALL SHARE THE COMMON GOAL OF WORKING SMARTER TO REDUCE OUR CARBON FOOTPRINT WITH SUPPLIERS,
CUSTOMERS AND EMPLOYEES DRAMATICALLY REDUCING WASTE TO LANDFILL, SIGNIFICANTLY CUTTING PAPER AND MATERIAL
USAGE COMPLYING WITH ENVIRONMENTAL STANDARDS AND PROGRAMS THAT HELPS US ACHIEVE THIS MISSION.

WE ONLY USE RECYCLED PAPERS AND SOY BASED INKS ON OUR PRINTED PRODUCTS WHENEVER POSSIBLE.
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myg magazine is printed in the USA and all rights are reserved. ©2017 by CANN Media Group, LLC. mg considers its sources reliable and verifies as much
data as possible, although reporting inaccuracies can occur; consequently, readers using this information do so at their own risk. Each business opportunity
and/or investment inherently contains criteria understanding that the publisher is not rendering legal or financial advise. Neither CANN Media Group, LLC.
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PUNCTILIOUS

Sous Chef Edge of Synergy Brands in Seattle, WA prepares
Annie Nelson’s cannabis-infused chocolates, a Willie’s
Reserve flagship edibles product produced using conscious

/ ~irfgredients and innovative low heat techniques to keep the
chocolate’s raw vitality and flavor. All ingredients are fair
trade, gluten-free, vegan, and 100% raw.

Kristen Angelo

Mads In Taiwan
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Harvest

All the news that’s fit to smoke.

* MORE FEDERAL REC RAIDS?
e NADELMANN DEPARTS DPA
e POT MOLD EYED IN DEATH
e MASS. POLS REWRITE LAW

ARIZONA’S FRANKS WARNS OF
NUKES IN POT BALES...AGAIN

PHOENIX— During an interview in February with
CNN’s Brianna Keilar, U.S. Rep. Trent Franks [R-Ariz.]
repeated his previously expressed concern that nuclear
weapons could be smuggled into the county in bales of
marijuana.

“We used to make the point that if someone wanted to
smuggle in a dangerous weapon—even a nuclear weapon—
into America, how would they do it?” he asked. “And the
suggestion was made that we’ll simply hide it in a bale of

marijuana.”

In fact, it was he, not “we,” who made the same comment
in 2012 during a speech on the House floor, when he
commented, “Specifically imagine for a moment, Mr.
Speaker, the scenario of Hezbollah, one of Iran’s terrorist
proxies, gaining possession of just two nuclear warheads
and bringing them across the border into the United States
concealed, say, in bales of marijuana, then transporting them
into the heart of two different, crowded, unnamed cities.”

All of which begs the question: What has Franks been
smoking?

mg




ey % 4 3 COLORADO BILL

R ST RN WOULD MAKE
GETTING WEED AS
OREGON SEEKS CANNABIS EASYAS ORDERING

GROWER INPUT

SALEM, Ore— In lieu of guidance from the federal government, state officials in Oregon are

DENVER — Colorado gets very cold,
so cannabis delivery is a really good
idea that may become a reality if
Senate Bill 192, which was introduced
in late February, becomes law.

“Age restrictions and current

seeking help from pot farmers on the subject of pesticides. “The three state agencies that share
oversight of marijuana production in Oregon made a public request Thursday for information
on growers’ use of two common pesticides,” reported BendBulletin.com. “The aim... is to gather

information on what practices work best to keep levels of pesticides below limits set by the state.

Without guidance from the U.S. Environmental Protection Agency on appropriate use of

pesticides on cannabis, state regulators are left to figure out best practices on their own.

“Specifically, the state seeks information from growers who use pesticides containing

pyrethrins and piperonyl butoxide, two pesticides ‘not unlawful’for use on marijuana, according to

the agriculture department,” the site added.

The department hedges on its pesticide advice to cannabis growers because little is known

about its effects on those plants and what happens once those plants are smoked by consumers or

processed into other products.

REPORT

America’s marijuana industry
headed for $24 billion by 2025

DATAVILLE— Research by New Frontier Data indicates
years of steady increase in revenue for the medical and
adult use cannabis markets, with a projection of $24
billion in combined revenue by 2025.

According to The Cannabist, “New Frontier estimates
that the more than two-dozen states with medical
marijuana programs and the nine recreational marijuana
markets (including Washington, D.C.) should be fully
operational, with the goliath California accounting for
more than $6.59 billion—more than one-quarter—of
the national sales.

“New Frontier also estimated that by 2019, the
marijuana industry could be responsible for 255,000
direct and indirect jobs,” added the site. “The firm

based its calculations on a 2016 Marijuana Policy Group
report about the marijuana industry’s economic impact
on Colorado.”

marijuana laws would still apply, but
SB 192 would enable retail marijuana
shops to apply for a delivery
‘endorsement,” which would allow
an approved contractor to deliver
marijuana  flower, concentrates,
edibles, and other associated
products to a customer’s doorstep,”
reported IBTimes.com. “The hill
limits purchases to one ounce of
recreational flower or comparable
products, while medical cardholders
would be able to purchase two
ounces of products.”

Sen. Jonathan Singer
[D-Longmont] commented, “This
hopefully solves some of the
problems as it relates to people
concerned about marijuana DUIs or
sick patients who don’t have access
to dispensaries.”

26

(Source: BDS Analytics)
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' HARVEST NEWS

Sean Spicer suggests increased federal
enforcement of ‘recreational’ cannabis

WASHINGTON, D.C.— In response to several questions
during a White House daily news briefing in February, Press
Secretary Sean Spicer indicated the Department of Justice
may increase enforcement of the federal prohibition on what
he termed “recreational marijuana.”

The first question on the subject came from an Arkansas
reporter via a remote video feed. The reporter mentioned his
state’s recent passage of a medical marijuana amendment
and asked about the administration’s policy may about
“marijuana legalization where it’s in state/federal conflict.”

“There’s two distinct issues here: medical marijuana and
recreational marijuana,” replied Spicer. “I think medical
marijuana, as I've said before—the president understands the
pain and suffering that many people go through who are facing
especially terminal diseases, and the comfort that some of these
drugs, especially medical marijuana, can bring to them. And
that’s something that Congress, through a rider [Rohrabacher—
Farr amendment] in...2011...can I get a little help...I think
put in an appropriations bill that the Department of Justice
wouldn't be funded to go after those folks.

“There’s a big difference between that and recreational
marijuana,” Spicer continued. “I think when you see
something like the opioid addiction crisis blossoming in so
many states around this country, the last thing that we should
be doing is encouraging people... There is still a federal law
that we need to abide by in terms of the medical...when it
comes to recreational marijuana and other drugs of that
nature. So, I think there’s a big difference between medical

marijuana, in the states where it’s allowed in accordance
with the appropriations rider...have set forth a process
to administer and regulate that usage versus recreational
marijuana. That’s a very, very different subject.’

The next reporter followed up, asking, “Is the federal
government going to take some action around recreational
marijuana in these states?”

“I think that’s a question for the Department of
Justice,” answered Spicer, who also corrected himself on
the Rohrabacher-Farr date. “I do think you’ll see greater
enforcement of it, because again, there is a big difference
between the medical use, which Congress through its
appropriations rider in 2014 made very clear what their
intent was in terms of how the Department of Justice would
handle that issue. That’s very different from the recreational
use, which is something I think the Department of Justice
will be further looking into.”

Following a few question on other subjects, another
reporter queried Spicer about his enforcement comment,
asking, “So, will we see greater enforcement of it?”

After a brief hem-and-haw, Spicer replied, “That’s what I
said, but I think the DQOJ is the lead on that. It is something
you should follow up [on] with them, but I think they are
going to continue to enforce the laws that are on the books
regarding recreational marijuana.”

The subject did not come up again during the press
conference, leaving unchallenged his comments conflating
cannabis use with the nation’s opioid addiction epidemic.
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' HARVEST NEWS

Arkansas: Marijuana
commission finalizes
licensing rules

LITTLE ROCK — Final draft rules for awarding licenses to medical cannabis
dispensaries and cultivators in Arkansas have been approved by the Arkansas
Medical Marijuana commission.

“Commissioners will next hold a hearing March 31 at the University of Ar-
kansas at Little Rock’s William H. Bowen School of Law to receive public feed-
back on the rules,” reported BaxterBulletin.com. “After the meeting, the com-
mission’s rules must be approved by the state legislature before going into effect.
Lawmakers have until May 8 to finalize the rules after a bill passed earlier this
legislative session pushed that deadline back two months from March 9.”

The site added, “The commission will initially award thirty-two dispensary li-
censes to be divided evenly across eight geographic regions. It will also award five
cultivation facility licenses, which do not have any geographic restrictions.

“Cultivation facility licensees will be selected based on the merits of their ap-
plication. An application costs would-be growers $15,000, with half that amount
being refunded if the applicant is not awarded a license. Successful applicants
will pay a $100,000 yearly licensing fee.

“Dispensary licenses will be awarded based on a combination merit/lottery
system. Applicants will draw numbers to determine the order that the com-
mission will consider applications; after each presentation the commission can
decide whether or not to issue a license to that applicant. A dispensary applica-
tion costs $7,500, with half of that amount being refunded if the applicant is not
granted a license.”

There will be two public meetings in March:

ARKANSAS DEPARTMENT OF HEALTH MEDICAL MARIJUANA COMMISSION
March 10, 2 p.m. March 31, Time TBD
4815 W. Markham Street, Little Rock 1201 McMath Avenue, Little Rock

18 |mg

WASHINGTON READY TO
FIGHT, IF NECESSARY, TO
KEEP ITS LEGAL POT

OLYMPIA, Wash. — Sean Spicer does not
intimidate the state of Washington. Wash-
ington Attorney General Bob Ferguson, al-
ready famous for his successful challenge
to Trump’s Muslim travel ban, is stepping up
to defend Washington State’s legalization
of adult-use cannabis against threats of in-
creased enforcement against “recreational”
use of cannabis by the feds.

According to KXLY.com, “Ferguson made
the comments Thursday after White House
spokesman Sean Spicer suggested dur-
ing a press briefing that President Donald
Trump’s administration might crack down
on states that have legalized marijuana for
recreational use.

“Ferguson...noted that he and Gov. Jay
Inslee, both Democrats, previously were
prepared to defend the state’s legal mari-
juana system against any efforts by Presi-
dent Barack Obama’s administration to shut
it down. Ferguson and Inslee sent a letter
last week to new Attorney General Jeff Ses-
sions to request a meeting on the topic.”
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' HARVEST NEWS

Nadelmann steps aside
as Drug Policy Alliance
executive director

WASHINGTON, D.C. — Ethan Nadelmann, who found-
ed the Drug Policy Alliance (DPA) in 2000, will be stepping
down as executive director of the non-profit as soon as this
April.

“After founding the Lindesmith Center, Nadelmann started
the DPA in 2000,” observed Freedom Leaf. “A prominent
voice in the national debate concerning the War on Drugs
since 1993, his TED Talk has amassed about 1.5 million views,
he’s a frequent speaker at conferences and trade shows, and is
widely quoted in mainstream media coverage of drug policy
reform issues. In 2013, Rolling Stone called him ‘the Real
Drug Czar.”

In aletter to DPA staff announcing his resignation, Nadel-

«p,

mann wrote in late January, “I've been thinking about mak-
ing this transition for almost two years, for all sorts of rea-
sons: passing the age at which my father died; the prospect of
turning 60, as I will six weeks from now; my growing sense of
multiple missions accomplished, as evidenced by transforma-
tions in public opinion, our political victories, and the rapid
expansion of our organization and movement; and also, I must
say, by a desire for new adventure and challenges. Even as I've
imagined, with both trepidation and anticipation, different fu-
tures for myself, I've made no plans or commitments.”

While the DPA looks for a replacement, Derek Hodel,
the DPA’s former deputy executive director, will head the

organization.

mg

REPORT

CALIFORNIA MAN’S DEATH
MAY HAVE BEEN CAUSED
BY MOLD IN MEDICAL
CANNABIS

SACRAMENTO— Researchers are considering the possibility that mold-
contaminated medical cannabis may have played a role in the death of
a California man who died of a rare fungal infection while undergoing
intensive chemotherapy. The man was among a group of patients who
were fighting serious forms of cancer that “suddenly became much
more complicated with a relatively rare but particularly lethal fungal in-
fection,” reported CBS News.

“We thought it was strange to have [multiple] cases of such a bad fun-
gal disease in such a short amount of time,” said Dr. George Thompson,
a fungal infection expert with UC Davis Medical Center who joined with
Dr. Joseph Tuscano of the University of California, Davis, Cancer Center to
see if they could find the source of the fungal infection.

The researchers quickly zeroed in on cannabis, which two of the pa-
tients used to help counter the effects of chemo. But was it also doing
unknown damage?

With the assistance of Steep Hill Lab, the researchers “gathered twen-
ty samples of medical marijuana from across California and took them
apart, pulling out a range of dangerous bacteria and fungi which they
analyzed right down to their DNA,” reported CBS News.

The results surprised even Dr. Donald Land of Steep Hill, who admitted
to being “a little bit startled that 90 percent of those samples had some-
thing on them—some DNA of some pathogen.”

More to the point, Tuscano observed, “The cannabis was contami-
nated with many bacteria and fungi, some of which was compatible with
the infections that | saw in my patients.”

20
. !f‘.'l“'. t

. . P



THERE'S SOMETHING TO BE $AID
FOR DEING A PIONEER
IN 1 GROWTH INDUSTRY.

With more than a decade of experience in the cannabis industry, SIVA Enterprises is

one of the most consistently successful partners in applying for state cultivation,
manufacturing, distribution, and dispensary licenses in the US. In just the past eighteen
months, SIVA has helped develop and launch four new cannabis companies:
ZASP (infused beverages), Varavo (edibles & oils), the Herbal Pain Relief Center

(a dispensary), and Verdant (a cannabis distribution company).

|V

ENTERPRISES

Consulting Services

Turnkey Management

Venture Opportunities

Brand Acquisitions & Licensing

To learn how SIVA Enterprises can help you
find success in the cannabis industry,

please visit wwww.SivalL.LC.com

ZASP %RE&E&R Vasalor varave
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LAWMAKERS TO REWRITE
MASSACHUSETTS MARIJUANA LAW

BOSTON— A pair of state lawmakers have been tasked with the job of rewriting the
marijuana law approved by voters in November in order to alleviate legislators’ concerns.
As reported by WWLP.com, “Massachusetts adults can legally use marijuana, though itis
against the law to sell the drug without a license. State lawmakers want to make significant
changes to the ballot law before retail shops open in 2018.

“The Massachusetts House and Senate created a new ‘Committee on Marijuana
Policy’ to take a second look at the recreational pot law,” the site added. “Top state leaders
have several concerns, from public safety to the tax structure to the number of pot plants
someone can grow at home.”

Rep. Mark Cusack [D-Braintree] will work with Sen. Pat Jehlen [D-Somerville] to
re-write the recreational marijuana law. Republican Governor Charlie Baker wants a
comprehensive bill to sign by this June.

South Carolina
House passes
medical
marijuana bill

COLUMBIA, S.C. — Legislation legalizing
medical cannabis cleared a South Carolina
House of Representatives subcommitiee
hearing in late February, a positive first
step for a bill that would allow physicians to
recommend the medical use of marijuana
under certain conditions.

“Supporters argue the government
shouldn’t prevent people from getting relief
from a plant, while the synthetic opioids
they’re otherwise prescribed are Kkilling
people,” reported ABCNews4.com. Passed
by a 3-0 vote, the bipartisan bill now heads
to the full Medical Military and Municipal
Affairs Committee.

Let the system do the work.
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ELIMINATE ODOR
WITH OUR PROVEN

SCIENTIFIC APPROACH

Cannabis whether being grown or handled to prepare edibles or
concentrates creates odors. NCM has developed a specific type of odor
neutralizer that is safe for use around plants, humans and the environment.
NCM custom engineers dispersion systems specifically designed to ensure
the environment where the plants are grown or where products

are being made are not disrupted or changed in any way.

NCM provides a multi-dimensional approach for neutralizing odors

and providing our clients with scientifically and legally defensible data.

Step 1: NCM maintains a suite of EPA approved models that take into account the local wind and topography to
determine the movement of odors.The models provide a causal link between odor emissions and the concentration
of odors in the vicinity of a site or multiple operations. The models contain state-of-the-art dispersion algorithms
coupled with powerful graphics to provide compelling, scientifically defensible data on the movement of odors.
NCM uses these same models to design and optimize the installation of odor control systems.

Step 2: Choose a odor control neutralizer with current toxicity reports. Our neutralizers satisfy the highest
regulatory requirements for safety. We have (3) neutralizers to choose from that have passed a subpanel of
tests termed EPA "Group A - Accute toxicity test guidelines." Full toxicity reports are supplied to our clients.

Step 3: The NCM team uses the data from Step 1 to custom design a site-specific odor control system.For example,
the layout, size and ventilation system of your facility are included as parameters in our final design. This approach
ensures the highest level of odor control performance that is unmatched in the industry.

CALL TODAY FOR A FREE CONSULTATION WITH

OUR EXPERT PRODUCT SOLUTIONS TEAM! C

www.ncmenvironmentalsolutions.com N M
tions

855-NCM-5 540 Enwronmental Solu
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' HARVEST BUSINESS

MONTEL WILLIAMS
RECEIVES LIFETIME
ACHIEVEMENT AWARD

LOS ANGELES— Women Abuv Ground
(WAG) has awarded its 2017 Lifetime
Achievement Award to Emmy Award-win-
ning TV personality Montel Williams for using
his celebrity to bring awareness to medical
cannabis for treatment of chronic illnesses.
Williams—who also used the occasion
to promote the release of his own canna-
bis brand, called LenitivLabs—received
his award at WAG’s first annual CannaCool
Lounge, hosted by Super Bowl champ Mar-
vin Washington on February 9 at the Casa
Vertigo in Los Angeles.

The event also served as the official
launch of Women Abuv Ground (WAG),
founded by cannapreneur Bonita “Bo” Mon-
ey. WAG is a professional cannabis network-
ing organization, dedicated to educating and
empowering people in the emerging can-
nabis industry. For the 420-friendly commu-
nity, the signature lifestyle event will offer
cannabis connoisseurs a chance to explore
new brands as well as cannabis-infused
food and drinks.

LenitivLabs.com
WomenAbuvGround.com

— Dr. Joseph Tuscano, UC Davis

Hello[Y»Y

HELLOMD LAUNCHES
NATIONWIDE MARIJUANA
DOCTOR REGISTRY

SAN FRANCISCO — HelloMD, a leading digital
healthcare platform for medical marijuana pa-
tients, has launched a national Cannabis Phy-
sician Registry connecting qualified physicians
directly to those curious about how medical can-
nabis could benefit them.

“Millions of patients are entering the cannabis
industry for the first time and aren’t quite sure of
what they need or how to find a trusted source,
and doctors currently have no efficient way to

reach these patients,” said HelloMD Chief Medi-
cal Officer Dr. Perry Solomon. “This platform will
allow a physician to directly engage with the
rapidly growing medical marijuana community.
In turn, patients can be confident they are being
directly connected to a physician who has been
fully vetted and is knowledgeable about the ben-
efits of medicinal cannabis.”

HelloMD.com

GreenSafe Worldwide
launches global distribution platform
for legal cannabis industry

BONITA SPRINGS, Fla.— Florida-based GreenSafe Worldwide LL.C has launched
as a global distribution platform for leading North American companies, with an ini-
tial focus on companies serving the legal cannabis industry. The company will market
a select group of high-quality products in order to help companies generate increased
revenue and heightened visibility.

GreenSafe Worldwide launches with an exclusive contract for a plant nutrient en-
hancer called Hydroponic Moonshine, for which it has sole distribution rights in North
America, Central America, and South America. Moonshine is a brewed plant bio
stimulant that promotes impressive plant growth, health, and terpene production. It is
suitable for use with any growing medium, soil, hydro system, and NF'T.

“Hydroponic Moonshine’s popularity throughout the United Kingdom and Europe
is soaring as a result of its impressive ability to promote plant growth and health,” said
CEO Scott T. Chadwick. “More than 200 retailers and distributors are already set up
to market the product, and demand is keen with current sales already exceeding $2 mil-

GreenSafe Worldwide is accepting inquiries from leading companies interested in
increasing sales and distribution worldwide and will accept a small group of companies
with which to work.

GreenSafeWorldwide.com
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' HARVEST BUSINESS

MARIJUANA GOES
MAINSTREAM AT SOUTH
BY SOUTHWEST

LAS VEGAS — Hugh Hempel, CEO for Strainz, a national
cannabis brand-management and lifestyle products
company, will speak on the panel “Cannabis for Treatment of
Injuries and lliness” during the South by Southwest (SXSW)
Conference & Festivals in Austin, Texas. The panel will take
place March 13 from 11 a.m. to noon at the Four Seasons
Ballroom AB.

SXSW plans a dramatic extension of cannabis content in
2017 that will feature many cannabis industry trailblazers,
athletes, politicians, media, and venture capitalists. There
will be a total of thirteen cannabis-focused panels this year
with topics covering all aspects of the marijuana industry.

“I am honored to represent Strainz and the burgeoning
cannabis industry at SXSW,” said Hempel. “SXSW was
founded with the objective to bring the brightest and most
creative minds together to collaborate and network. We hope
to open the door to a larger conversation on the countless
benefits and attributes of this remarkable plant.”

Cannabis professionals scheduled to appear at the event
include Steve DeAngelo of Harborside, Giadha DeCarcer of
New Frontier Data, Diane Czarkowski of Canna Advisors, Rob
Kampia of Marijuana Policy Project, HelloMD Chief Medical
Officer Dr. Perry Solomon, and Siebo Shen of VapeXhale.

Other speakers include Diane Russell, a member of
the Maine House of Representatives; Congressman Earl
Blumenauer of Oregon; Heather Fazio of Marijuana Policy
Project, and John Hudak of The Brookings Institute.

Strainz.com and SXSW.com
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0.penVAPE donates to
Grow for Vets

ROGER MARTIN, right, founder and executive director of Grow for Vets,
a national non-profit that provides free cannabis to veterans in need, receives
the first of many checks from Chris Driessen, president of Organa Brands,
which donates one dollar from every sale of specially-branded Grow for

Vets/O.penVAPE batteries.

GrowforVets.org/OpenVape.com

SECURITY COMPANY
INTRODUCES HIDDEN WEAPON-
DETECTION TECHNOLOGY TO
CANNABIS SPACE

PALM SPRINGS, Calif. —Hard Car Secu-
rity has announced plans to incorporate
a built-in weapons detection system into
the walls of client locations all over the
U.S. An asset-protection and armored-
transportation company that serves cli-
ents in California, Nevada, and Arizona,
Hard Car is a veteran-owned organization
specializing in the safe transport of high-
value assets, including cash, cannabis,
and other sensitive or valuable property.

“The weapons-detection market has
changed. Traditional, old-school metal
detectors are not efficient enough and
can lead to numerous errors,” said CEQ
Todd Kleperis. “The system we’re bring-
ing to the cannabis space will be hidden
in walls of our clients’ locations, com-
pletely unnoticed, allowing our team ac-
cess to threat-detection in advance of a
cash pickup or drop off.”

HardCarSecurity.com
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' EVENTS CALENDAR

NEXT MONTH’S INDUSTRY EVENT SCHEDULE

The following is a listing of select industry events taking place during April 2017.

THE HEMP & CANNABIS FAIR
APRIL 1-2

Oregon State Fair & Expo Center, Salem, Ore.
Featuring sessions on growing, harvesting,
medicinal uses, legislation, and more, THC Fair
brings everything related to hemp and marijuana
under one roof. Open to everyone 21 or older.
THCFair.com

THE FOUR-TWENTY GAMES
APRIL 1

Santa Monica Pier, Los Angeles

The second-annual Los Angeles Four-Twenty
Games is a great event for anyone who wants to
exercise, listen to some beats, and partake in one
of the fastest growing industries in the world.
420g9ames.org

INTERNATIONAL CANNABIS
BUSINESS CONFERENCE

APRIL 10-11

Maritim ProArte Hotel, Berlin

As Germany moves ahead with medical marijuana
regulation, companies will soon cultivate cannabis
that will be supplied through pharmacies. Explore an
emerging market with endless potential.
InternationalCBC.com

IMPERIOUS BUSINESS EXPO
APRIL 12-13

Phoenix Convention Center

Emphasizing business before pleasure, Imperious
expos focus on developing business for medical
and industrial cannabis while including recreational
trade.

ImperiousExpo.com

CANNIFEST
APRIL 15-16

Redwood Acres Fairgrounds, Eureka, Calif.
Celebrating Humboldt’s famous cannabis industry
with a cannabis flower competition, vendors,
educational workshops, live music, food, and
friendly Humboldt grow games competition.
Cannifest.com

HUMBOLDT GREEN WEEK

APRIL 15-24, 2017

Multiple venues, Arcata, Calif.

Humboldt Green Week is a celebration of the
confluence of two of our favorite holidays: Earth Day
and the cannabis holiday 4/20.
HumboldtGreenWeek.com

SOUTHWEST CANNABIS
CONFERENCE & EXPO

APRIL 20-22

Fort Worth Convention Center, Fort Worth,
Texas

This second-annual business-to-business event
brings together experts from the local, regional, and
national cannabis industry to network and share the
latest industry information.

SWCCExpo2016.com

CANNACON 2017

APRIL 20-22

Sonoma County Fairgrounds, Santa Rosa, Calif.
Attracting 10,000 attendees and more than 300
vendors, CannaCon is a leading marketplace for
producers, processors, and retailers.

CannaCon.org

HEMPCON: 420 FREEDOM FESTIVAL
APRIL 21-23

Cow Palace, San Francisco

An educational event featuring three days of
seminars, live music, industry exhibits, and
presentations by industry leaders, advocates, and
attorneys.

420FreedomFest.com

0’CANNABIZ CONFERENCE & EXPO
APRIL 21-23

Sheraton Gentre, Toronto

Join patients, physicians, licensed producers,
industry professionals and people from across the
world to learn, network, and advocate while exploring
the latest issues in Canada.

0CannaBiz.com

FOR FULL LIST OF APRIL EVENTS, VISIT: mgretailer.com
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DISPENSING MEDICINE WITH
Donna Serrato

OF MEDMEN

ONNA SERRATO, 27, had worked for three Borders bookstores when the
company declared bankruptcy in 2011. Wanting to find more stable employ-
ment in a growing industry, she transitioned to budtending.
“The position at MedMen worked around my busy school schedule, and it gave
me the freedom to do well in school and graduate,” Serrato said.
She’s since fallen in love with her job and is now making cannabis her career. She’s even be-
come one of the top budtenders in Hollywood.

«7,

“Mostly, I do it for the patients,” she said. “I've seen people’s lives change in front of me.”

Bloom cartridges, Honeyvape cartridges, 710 Kingpen,

Kushy Punch gummies, Edipure, Kiva, Sprig

HOBBIES
Snowboarding, going to concerts, and sporting
events.

TRAINING

Prior to joining MedMen, | had extensive
customer service experience. At MedMen, |
received comprehensive training on cannabis,
cannabinoids and terpenes and their known
effects, and current regulations around the
products.

RETAIL DISPLAY

Most of the products at MedMen are in display
cases in the storefront. The flowers are
displayed in a state-of-the-art cannabis pod
equipped with a magnifying glass and scent
vent for inspection. It’s all very organized, and
we have tight security within the premises.

AVERAGE PATIENTS PER DAY
Between 150 and 200.

TESTING

| personally test all the edibles and vapes |
recommend. Our supply manager does all the
purchasing, but | do give my feedback when
a product is something 1 would or would not
recommend.

FUTURE

One day I'll be running the cannabis industry!

FIRST AND LAST THINGS YOU DO AT
WORK EVERY DAY

First thing | do is say hello to everyone, and the
last thing | do is say goodbye to everyone. &

Serratos Law:

“COMMUNICATION IS EVERYTHING,
AND TRY TO REMEMBER
EVERYONE’S NAME. IT FEELS GOOD
TO GO WHERE
EVERYONE KNOWS YOUR NAME.”

ik MOST OF THE PRODUCTS AT MEDMEN ARE IN DISPLAY CASES IN THE STOREFRONT.
THE FLOWERS ARE DISPLAYED IN A STATE-OF-THE-ART CANNABIS POD, EQUIPPED
WITH A MAGNIFYING GLASS AND SCENT VENT FOR INSPECTION. 1)

MedMen: 8208 Santa Monica Blvd., West Hollywood, California 90046 | Weed Maps Rating: 4.8 of 5 stars | info@MedMenWeHo.com
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UNRIVALED
CONSISTENCY

KOROVA’S NEWEST ADDITIONS, GINGER CHEW, WHITE CHOCOLATE
PISTACHIO, AND SATURDAY MORNING COOKIES, EACH 150mg THC.

KOROVAEDIBLES.COM

#./ KOROVAEDIBLES = @ KOROVAEDIBLES () @ KOROVAEDIBLES
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Washington State

IN 2005, MONEY MAGAZINE NAMED BAINBRIDGE ISLAND THE SECOND-BEST PLACE TO LIVE IN THE
UNITED STATES, BUT WITH THE ADDITION OF THE ULTRA-CHARMING PAPER & LEAF CANNABIS
BOUTIQUE, CO-FOUNDED BY BLUES TRAVELER DRUMMER BRENDAN HILL, IT NOW MAY BE NUMBER ONE.

S A FOUNDING MEMBER

of the band Blues Traveler, drum-

mer Brendan Hill has always been

somewhat of a dreamer. In 2013,

he began daydreaming about the perfect retail

cannabis boutique as Washington State’s 1502

initiative was about to be passed. The bill had

a whopping 72-percent support in his home-

town, Bainbridge Island. Hill began attend-

ing city council meetings and even joined the
Chamber of Commerce.

“I think the success of Paper & Leaf has

proven that once you show folks the positive

aspects of cannabis and highlight the educa-
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BY ROB HILL

PAPERSLEAF

“balntridge isand . weshington
s

PAPER & LEAF

8040 NE DAY RD W,
BAINBRIDGE ISLAND,
WASHINGTON 98110

(206) 780-7814

PAPERANDLEAF.COM

tion part, the community will embrace you,”
he said.

Hill and co-founder Steven Kessler
deemed Bainbridge Island the perfect place
to try a different kind of cannabis retail busi-
ness model. They elected to create an art
gallery atmosphere, displaying the differ-
ent flower strains in well-lit picture boxes
so customers could easily walk around the
store, clearly see the product, and choose
something they like or ask questions about a
strain. This simple shift away from a menu-
based dispensary instantly changed the way
people thought about purchasing cannabis.



Hill and Kessler were ecstatic.
“I've had an amazing life so far and now am
blessed to have a wonderful wife, three awe-
some kids, a rock 'n roll band, and one of the
coolest side projects ever: a cannabis store,”

he said.

DESIGN

“Initially, we were faced with a challenge,”
noted Hill. “The place was just a very ordi-
nary warehouse in a business park, but that
became a blessing in disguise. No one ex-
pected to see something special there, so we
had the element of surprise on our side.

“After framing and sheet-rocking the
walls, we had this amazingly simple space
with polished concrete floors, high ceilings
painted black, and these big, blank, gallery-
white walls.

“The decision to put each grower in their
own box was my partner Steve’s idea, along
with wrapping the boxes and counters with
palette wood,” he continued. “This design
was not only Bainbridge chic, but it was also
very economical. Big Edison bulbs hang
down over the counters, almost like idea
bulbs, with cool and distinct patterns. The
last piece that really brought the shop floor
together was the twelve-foot elm table we

installed.”

ARCHITECT

Devin Johnson, Johnson Squared, Bain-
bridge Island. Initial design drawings were
done by Thom Jones of Semigood Design
in Seattle. Creative interior/exterior design
and aesthetics, and the Paper & Leaf font
and logo were created by Steve and Sarah
Kessler. Construction management, light-
ing, and logistics were handled by Brendan
and Sophie Hill.

BUDTENDER REQUIREMENTS

“We were very lucky in the beginning,” Hill
said. “I think we hired eight out of the first
ten applicants. Being a budtender—or sales-
person, as we prefer to call it—is all about
being able to read people. They also have to
be friendly, attentive, hardworking, and able

to handle pressure, as well as knowledgeable
about all i502 rules and regulations.”

POS SYSTEM

“We use Greenbits, which is terrific,” Hill
noted. “It gives us the ability to examine
and export reports on basically every metric
of our business, from [cost of goods sold] to
profit margins, customer loyalty, sales and
discounts, and inventory management. IMost
importantly, the system keeps us compliant
with tax collection and payment.”

CHALLENGES

“There have been many,” Hill said. “Nega-
tive stigmatisms have been hard. We knew
when taking this industry on that we were
in for an uphill battle. The previous percep-
tion of cannabis was in line with what one
would expect of a Schedule 1 drug: criminal
and dangerous.

“Regulations and the constant state of flux
they continue to be in have been tough,” he
continued. “We are constantly readjusting
and pivoting aspects of our business to align
with whatever the latest restriction may be.
And, of course, the 280E tax regulations. Not
being able to deduct expenses from income,
except for those considered cost of goods
sold, is very challenging for a business.” @

Best-selling Brands

LAZY BEE GARDENS
BODHI HIGH
FAIRWINDS

SONIC GREEN
CANNA ORGANIX
NORTH COAST GROWERS

NUMBER OF
EMPLOYEES

15

AVERAGE
CUSTOMERS A DAY:

250-300

I'VE HAD AN AMAZING LIFE
SO FAR AND NOW AM
BLESSED TO HAVE A
WONDERFUL WIFE, THREE
AWESOME KIDS, A ROCK °'N
ROLL BAND, AND ONE OF THE
COOLEST SIDE PROJECTS

EVER: A CANNABIS STORE.”
—DBrendan Hill,
co—founder, Paper & Leaf

THSEA
CASCADE GNOME
NAKED EMPEROR

PHAT PANDA
TREEHAWK

WESTERN CULTURED
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' SPOTLIGHT EDIBLES

Serving Sizes For Eve ifestyle

Z00TS OFFERS CONSISTENTLY DOSED PRODUCTS THAT ALLOW
CONSUMERS TO CHOOSE PRECISELY WHAT THEY WANT.

BY DANIEL REED

ANUFACTURERS OF CANNABIS-INFUSED

EDIBLES face a unique challenge when trying to

reach new customers. There is a good chance an inex-

perienced consumer will ingest more than the recom-
mended dosage and have a wild, anxiety ridden experience. It’s dif-
ficult to convince first-time consumers to become repeat customers if
a product scares the daylights out of them.

In the heat of the moment, it can be challenging to figure out ex-
actly what 1/6 of a cookie is, making the likelihood of over ingestion
pretty high. Even if one is precise as they break apart their infused pas-
try, how can they be certain the dosage was evenly distributed? What
if one side has a higher concentration of THC than the other? Zoots
products offer solutions.

Zoots was founded July 16, 2014, when the owners received their
license from the state of Washington. According to Zoots co-founder
Patrick Devlin, the company’s mission is to “set new standards of pu-
rity, consistency, and quality, all to ensure a better, more informed and
more enjoyable experience for the consumer.”

This may sound like many other mission statements, but Zoots has
created a product line that backs up the talk. ZootsDrops, for instance,
comes with a child-resistant measuring cap that also protects adults by
allowing them to control their serving size with ease. “A single capful
will hold a 5mg THC serving, so just pour yourself more or less as
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desired,” Devlin said.

Fans of candies may be excited to hear about ZootRocks. The in-
fused nuggets come in Caramel, Tart Green Apple, and ZootBerry.
'The sweets are gluten-free and available in vegan and sugar-free forms
as well as the original. ZootRocks contain Smg of THC in each piece.

Although Zoots makes interesting products, working with canna-
bis is not all fun and games. “We understand that our products are
intoxicants, and it is our utmost priority to promote responsible adult
use and consumer safety,” Devlin said.

Consistent dosing is instrumental in promoting consumer safety.
“We use in-house, sophisticated technology that tests for the potency
of each batch of extract,” said Devlin.

Properly dosed extracts are an important ingredient in the edibles-
making process, but Zoots takes additional steps to ensure product
quality. “When it comes to producing the edibles, we blend our Cy-
press Extract throughout the product to ensure even distribution and
to provide a more predictable and consistent experience. Some com-
panies just spray the THC directly onto the exterior of their products.”

Trusting a cannabis product’s impact opens the consumer to new
ways of using infused products. Cannabis no longer is relegated to the
college campus. There is an emerging market for mature consumers,
seeking fun in moderation. “We've found that more and more people
are seeking low-dose products they can enjoy socially, as they may do



/ 'Wﬁgbﬂ Patrick Devlin, Michael Devlin, and Dan Devlin

at a party with a glass of wine or a cocktail,” Devlin said. Discretion
is another important factor for non-millennial consumers. A picture
posted online of a parent inhaling a joint may create a difficult situa-
tion to explain to a child.

But a few discrete ZootDrops in a drink help avoid that situation.
Although 5mg of THC may not be a lot to ingest, skeptical newcom-
ers easily can cut the dose in half. “Our ZootDrops Cannabis Infused
Concentrates can easily be dosed at 2.5mg with just a half capful,”
Devlin pointed out.

Cannabis is becoming incorporated into active lifestyles. “We've
developed products with those consumers in mind,” Devlin said.
ZootBlasts, for example, are infused energy shots caffeinated with
yerba matte and guarana. They also “include lemon balm to provide
sustainable energy and mental clarity. We call them a clear-headed
high with an energy kick.” With the phrase carpe diem written on
the label of every bottle, ZootBlasts are designed to make the most
of the day.

Zoots is convinced product-labeling is a key to turn occasional
users into devoted fans. The company has branded in a way “that
customers would easily recognize as a normal consumer-packaged
good, like something they might buy at Starbucks or their neigh-
borhood market,” Devlin said. All Zoots products include usage
instructions, nutritional facts, ingredients lists, and cautions about
allergens. “Buying brownies with pot leaves all over the packaging
would not foster a comfortable purchase, especially for new con-
sumers.”

Beyond promoting a mainstream feel, Zoots’s packaging serves
other considerations. “We use a specific color palette in our designs
that is directed to a more mature audience, as well as child-safe
packing to prevent access from minors,” Devlin said.

Product containers no longer are considered an afterthought, but
rather the first line of defense in preventing unintentional ingestion.
States have crafted specific requirements to ensure safety guidelines
for infused edibles are followed correctly.

This creates a challenge for cannabis companies. Many companies
have been forced to develop entirely new containers. Since states cre-
ate their own regulations, the challenge is even bigger for companies
operating in multiple states. Some Zoots products are packaged dif-
ferently for sale in Colorado than they are in Washington in order to
meet the child-resistant packaging requirements of each state. “The
differences in regulations from state to state can be challenging, but
smart, effective regulations will ultimately affect the longevity and
success of the cannabis industry,” Devlin said.

Success in different states may require considerable work, but
it will position Zoots to be a major force as the cannabis industry
moves forward. This month, Zoots with be available in the North-
east. The company also plans to be operating in California and Or-
egon by the end of the year.

Zoots also intends to expand its product line. “Bringing more
CBD products to the market is a priority for us,” Devlin said.

Devlin is looking ahead to a time when federal authorities will
work directly with cannabis companies. “Although the FDA cur-
rently does not regulate marijuana, we voluntarily chose to follow its
guidelines on food safety,” Devlin said while describing how Zoots
makes its products. “Our facilities uphold the same standards as any
other packaged-food facilities.”

The future looks good for Zoots, but Devlin said he is excited
about the industry as a whole: “Businesses affiliated with the in-
dustry in the U.S. have a tremendous opportunity to become world
leaders in exporting technology and intellectual property.” @

“WE UNDERSTAND OUR PRODUCTS ARE
INTOXICANTS, AND IT IS OUR UTMOST
PRIORITY TO PROMOTE RESPONSIBLE
ADULT USE AND CONSUMER SAFETY.”

—Zoots co-founder Patrick Devlin
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' SPOTLIGHT DISTRIBUTION

Indus Holding Company Delivers the Goods

ALREADY SERVICING MORE THAN 600 DISPENSARIES WITH EIGHT BRANDS, INDUS CEO, ROBERT WEAKLEY,
IS LOOKING FORWARD TO A MASSIVE ESCALATION IN CONSUMER INTEREST IN CALIFORNIA.

BY JOANNE CACHAPERO

ALIFORNIA, OPEN YOUR GOLDEN GATE.

Cannabis products distributor Indus Holding Company

can’t wait for legalization in Cali to be sorted out over

2017. According to Indus founder and chief executive of-
ficer Robert Weakley, consumer demand, which had been growing
steadily throughout 2016, took off in November.

“Since the election, you can feel the excitement for the adult-use
market to start in California,” Weakley said. “Business is great.

“We’ve seen a huge increase in consumers asking where they can
buy our products,” he continued. “Now that it’s ‘legal,’ we have to
explain to them they have to wait until January "18. Also, our dis-
pensary partners are saying they have people showing up every day,
calling to purchase product, and excited about trying legal cannabis.
We still have a long way to go here as we work toward 2018.”

By dispensary partners, Weakley is referring to the 600-some-
odd California dispensaries on Indus’s client list and to which they
represent eight brands: Dixie Brands, Altai Brands, CannaPro, Juju
Joints, Flavor, Therabis, Moon, and W Vapes.

“Currently, our Moon Bars and W Vapes are the two brands that
lead sales,” he commented.

“W Vapes is an amazing vape pen,” he continued. “They’ve got a
great product and an amazing team behind it. They spend a lot of
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time supporting the brand through marketing efforts, as well as
educating patients and budtenders on proper use. Quality and con-
sistency—Moon is kind of the leader when it comes to high-dose
chocolate edibles right now. It’s a quality product offered at a low
price for the medicinal user—today’s user.”

As the legal market opens for recreational use, one trend Weakley
said is getting hotter is “micro-dosing”—cannabis products in 5mg
to 10mg dosages, to give new consumers a THC-light option.

“Micro-dosing’ is a hot term these days,” he explained. “It’s tak-
ing a small dose to be social, for individuals that don’t indulge in the
product on a daily basis, per se. The new customers coming in with
recreational, they haven't had the strength, so it’s just like anything
else. If you've never had alcohol before and you have one drink, you
feel may feel completely buzzed. As we all know, you can never die
from an ‘overdose’ of cannabis, but you can definitely have a bad ex-
perience. You never want someone to have a bad experience with
your products.”

'The new consumer also is label- and ingredient-savvy, so accuracy
inlabeling and using premium quality ingredients are all-important:
Customers are looking for lab-proven THC percentages, words like
“vegan” and “organic,” and a brand’s commitment to eco-friendly
practices.



j‘ MUAD-DIB

NCENTR A

-!l‘!!‘ !!SENTllES WATER FI TRATIO J, GRINI

6 * WHOLESALE@VAPORNATION
,ﬂ,‘



40

' SPOTLIGHT DISTRIBUTION

“Products with more natural ingredients—these days, that’s kind
of atrend,” Weakley said. “People want to see what’s in their product,
so having clear labeling and testing is vital. We're very particular on
our testing. When we tell you it’s 25mg or 250mg, that’s of active
THC. We always want to make sure it’s about consistency. [ We want
to make sure] every time you try one of our products, you have the
same experience.”

“We’re always looking for products that have the potential to be
best-in-market in their category,” Weakley said. “Doesn’t necessar-
ily mean the most expensive, but more the best product for the best
price. Giving the patient a quality product for the best price is usu-
ally a winning combo.”

Manufacturers looking for representation in California are eager
to establish themselves for the green rush of 2018. Weakley encour-
ages any prospective vendors to have a solid game plan. Becoming a
recognized brand in a big, competitive market takes long-term com-
mitment and resources, on top of funding and not a small amount of
old-fashioned hard work.

“It’s important for a new team to understand the resources needed
to start a brand here in California. Everyone’s excited to present a
product to the largest cannabis market in the world, but they usually
underestimate the financial and human capital needed for launching
a brand here into the void,” Weakley explained.

“We always ask a brand that’s interested in or coming under our
umbrella to contact us,” he added. “They need to be prepared with
product samples, management team bios, and a marketing plan in-
cluding research as to where their product fits in. We really evaluate
the teams behind each brand. It’s important who we’re doing business
with, so the team is very important when it comes to brand building.”

Especially for a new product vendor, being represented by a licensed
distributor in a large region like California can be key to getting on
shelves and spreading brand awareness to dispensaries and, eventu-
ally, retail vendors. Indus aims to assist with operational issues in-
cluding local regulations. “It’s our goal to kind of collaborate with the
manufacturer, to get the stress of operations off their minds, so they
can concentrate on their brand and brand building,” Weakley said.

So, how does he see 2017 shaking out in regard to the massive ef-
fort required to make the California market a shining example of the
industry to supporters and opponents alike?

“Where do we start?” Weakley asked, laughing. “2017 is going to
be a very interesting and challenging year. There’s so much to do here
still, with setting up the regulatory market.

“You know, California is not like any other state,” he continued.
“We've had a cannabis industry here for decades, so it’s not just
starting out something new. We have to figure out how to transition
it and what that transition will look like, with both local and state
agencies; working through what that transition looks like. Some ar-
eas and cities have set up different ordinances, so how do we align
it? The state regulations require a company to operate in compliance
with local laws before they can even apply for a state license.

“You've got approximately 4,000 to 5,000 dispensaries in Califor-
nia right now. Who gets licenses? Who doesn’t? How do you transi-
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tion to the license?” he asked, touching only the tip of the hulking
regulatory iceberg.

“There are a lot of things still to be worked out. You've got
MMRSA and AUMA, which are both medicinal and recreational,”
he added. “There’s overlap, but there’s also a lot of differences be-
tween the two bills. How do they combine those two so we can have
a consistent regulatory system here?”

Indus has worked closely with local state, county, and city govern-
ments to remain compliant with any requests and regulations, even
as local officials also are trying to understand new standards and
formulate policy. Committed to raising community awareness about
adult use of cannabis, Indus and Weakley also believe contributing
back to local communities eventually will lead to public acceptance.

California always has been a boom-or-bust state. It’s the last fron-
tier for outlaws, Easterners, immigrants, get-rich-quick types, and,
lately, billionaire barons of tech. What does Weakley think will hap-
pen once the feds come out West with their newly confirmed attor-
ney general, Jeff Sessions?

“It is kind of that wait-and-see thing, where we are right now,”
he said. “It’s something we all need to watch closely, but it’s also
somewhat out of our control. Those in the industry just need to
focus on their business and work with the state to hopefully show
how the industry shines. It can be a very legitimate industry with a
positive impact.” @

Trends currently of interest
at Indus Holding Company, according to
Sfounder and CEQO Robert Weakley:

“Micro-dosing.” Products with active THC at less than
25mg, often 5mg to 10mg doses. For new recreational
users, starting with a low dose creates a pleasant social

buzz.
00 0000000000000 00000000 OCOEOEOEOCOEOCEOSNOSONOSEOSEOSEOSOSOS OO

Accurate and professional labeling. Today’s consumers are
label-conscious in terms of THC percentage, ingredients,
and branding.

00 00 0000000000000 0000000000000 00000 00000
Already a sales leader, the market for vape pens and
cartridges is poised for steadily increasing sales as
consumer interest in vaping continues to grow.
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Q&A WITH DENVER
CONSULTING GROUP’S

(reg

Gamet

BY ROB HILL

LMOST TWENTY YEARS AGO, Greg Gamet, now 44, drove to Colorado

from Iowa in his beat-up Cadillac to join a rock 'n roll band with Justin Jones, with

whom he now co-owns Denver Consulting Group. While their love for music was

strong, the pair knew they needed to earn extra money. Cannabis was all the rage in
Colorado, so in 2009 they opened Dank Colorado, alicensed medical dispensary and grow op-
eration. As the business continued to grow and earn a reputation as a customer-centric store,
they added staft. Jay Griffin became one of the company’s first employees, and Bryan Sullivan
came on as an investor/partner in 2010. Dan Glenn joined the now-thriving business in 2014.
The dispensary became one of the first recreational stores in Colorado.

“In the years we’ve been running a grow operation and dispensary, we really learned the
ropes, perils, and pitfalls,” said Gamet. “So, we started the Denver Consulting Group to help
entrepreneurs start and run a successful cannabis businesses.”

To date, Denver Consulting Group has assissted cannabis businesses in almost every state.
From application and license support to compliance and packaging, budtender training, and
human resources issues, Denver Consulting Group has assembled a team of the industry’s top

experts from all sectors to provide comprehensive A-to-Z services.

WHAT STATES ARE YOU MOST BULLISH ON WHEN IT COMES TO OPENING

NEW DISPENSARIES?

We are especially bullish on Massachusetts and believe that, once a few challenges can be
overcome, the state could become the second largest market in the nation [behind Califor-
nia]. The state’s proximity to major population centers, and the fact that New York’s program
is too narrow, means Massachusetts could become a hub for legal cannabis for the entire
Eastern Seaboard.

DCG CREATED THE STANDARD OPERATING PROCEDURES MANUAL. TELL US ABOUT IT.
This book helps guide businesses and establishes protocols to protect workers, custom-
ers, and the company’s license. Additionally, virtually every issue that can be imagined is
planned for and steps are outlined to correct any problem. This is extraordinarily valuable,
because the time to make decisions is under calm deliberation, not stress and havoc. Our

mg | 43
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SOP Manual is customized for each business and provides them with a roadmap for oper-

ational success.

WHEN IT COMES TO BRANDING AND MARKETING WHAT ADVICE DO YOU GIVE
CLIENTS?

We believe that branding, marketing, and public relations is key to the success of any canna-
bis business. We work exclusively with Randall Huft at the Innovation Agency and recom-
mend him to our clients. He knows the industry and has helped many cannabis companies

go from start-up to leaders in their sector.

WHAT IS DCG CURRENTLY WORKING ON?

We are working on an exciting project in California which will become the largest grow oper-
ation in the nation. Details are still under wraps, but this is not only the biggest project we’ve
ever worked on, it’s also literally the biggest project in the entire cannabis industry to date.

Gamets Law
Dispensary location is not as important as it is in other retail operations.
Ifyou build a great business and do everything right,
[dispensaries] can sometimes be located in an out-of-the-way location.

If you build it correctly, they will come.

WHAT TRAITS DO YOU LOOK FOR WHEN HIRING A GENERAL MANAGER OR
BUDTENDER?

We look for personal traits more than experience. You can train someone to do a job. You
can’t train someone to be friendly, compassionate, understanding, and have a genuine desire

to help others. Those are the traits we look for in any new hire.

WHAT’S THE BEST WAY FOR A DISPENSARY TO GROW THEIR CUSTOMER BASE

IN A CROWDED MARKET?

Market your business! You need to be listed on the appropriate websites and garner excellent
customer reviews. Moreover, you need to create a brand identity: What do you stand for
as a company? Are you a low-cost provider, or more of an exclusive store? There are many
components to launching a brand, which is why we work with experts in marketing, adver-
tising, and public relations. Of course, it’s vital to have a great product mix and personable,

well-trained employees.

WHAT ARE SOME OF THE REASONS ONE DISPENSARY IS PROFITABLE AND ANOTHER
IS NOT?

We have helped many dispensaries become profitable when they were struggling to stay
open. We find that usually the factors are one or more of the items I mentioned above: A
failure to brand, market and advertise; a failure to train employees; a failure to have a great
selection of products. Interestingly, location is not as important as it is in other retail opera-
tions. If you build a great business, and do everything right, [dispensaries] can sometimes be

located in an out-of-the-way location. If you build it correctly, they will come. @

MISTAKE
BUSTERS

According to DCG, the three
biggest mistakes dispensaries
make are...

Not having enough inventory on
hand to meet customer demand.

Not managing cash flow, and there-
fore being unable to purchase ad-
equate inventory while making
payroll.

Not paying enough attention to
compliance. This is a tightly regu-
lated industry, and the slightest
infraction can cost a dispensary

owner large fines or even license

suspension or revocation.

DCG IS WORKING ON AN
EXCITING PROJECT IN
CALIFORNIA WHICH WILL
BECOME THE LARGEST GROW
OPERATION IN THE NATION.
DETAILS ARE STILL UNDER
WRAPS, BUT THIS IS NOT
ONLY THE BIGGEST PROJECT
WE’VE EVER WORKED ON,
IT’S ALSO LITERALLY THE
BIGGEST PROJECT IN THE
ENTIRE CANNABIS INDUSTRY

TO DATE.
—Greg Gamet
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WHEN DIRECTOR OF DISPENSARY Relations
for BDS Analytics Greg Shoenfeld was asked what
makes the edibles sector one of the most fascinating to
watch, he smiled, looked out his office window at the

IN THE PAST TWO YEARS' LEGAL EDIBLES SALES Colorado mountains sugared with fresh snow, and said:

“From the get-go, many of the strongest brands to emerge

I N CO I.O RA D O, O R EG O N P A N D WAS H I N GTO N in cannabis have come out of the edibles segment.”
S'I' A‘I’E H AVE R E AC H E D M O R E 'I'H A N Curious, to say the least, as the edibles sector has had to

jump through many different hoops, often varying coun-

A HALF'BI LLION DOLLARS—1 1 PERCENT OF ty by county. In fact, each state has approached the sector
' THE $4.7 BI LLION SPENT AC ROSS ALL PRODUCT differently in terms of laws, regulations, and packaging,

which has made navigating and earning a profit in the

CATEGO RI ES—AN D ARE O N LY G ROWl N G WlTH a extrao‘rdinarily c.liﬂicult. However, from 2014—t(.>—2016
INN OV AT O N ' CR EATIVE BRANDIN G, legal edibles sales in Colorado, Oregon, and Washington

reached more than a half-billion dollars—11 percent of

NEW STATES LEGALIZ' N G' AN Dl ORCOU RSE’ t:e $4.7‘ b(iillion spent across all product categories over
GOO D O LD’FASH IO N ED CU I-I NARY ZEA L t aItnpfi?s: (iuarter of 2014, BDS Analytics identified 76

edibles brands selling at dispensaries and retailers in
Colorado, Oregon, and Washington. Fast forward to the
first quarter of 2016, and the figure had jumped to 350.

8y ROB HILL i
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PROFIT 1SLAND: COLORADO
According to Shoenfeld, 74 percent of edibles sales take place
in Colorado, recreational-use sales being the main driver.
Washington State’s regulations on shapes, colors, and logos
that might appeal to children have effectively eliminated the
best-selling category—gummies—from the state’s shelves.
However, 6 percent of all cannabis sales in Washington State
still are edibles.

“This generates roughly $4 million a month in retail sales [in
the state],” said Cy Scott, co-founder and chief executive offi-
cer for the data company Headset, which raised $2.5 million in
January 2017. “Sixty-five percent of edibles sales are going to
100mg package sizes, followed by 10.9 percent of sales going to
single-serving 10mg products.”

Scott points to the many impressive brands launching in the
state, including The Goodship Company, Mr. Mox-
ey’s Mlints, and Cannabis Quenchers.

Oregon’s experiment with edibles is just
getting started and Washington’s regu-
lations limit some categories, so the
result has been Colorado emerg-
ing as the number-one state for
edibles once again.

GUMMIES ARE GOOD FOR
BUSINESS

Currently, gummies are the
largest overall edibles category.
Shoenfeld remains optimistic that
gummies will continue to lead, but
other sub-categories are on the rise.

Pills are the fastest-growing category
within edibles due to discreteness, while
chocolates are the second-largest category.

Shoenfeld is also a big believer in tinctures. “There
are currently some great products emerging in tinctures,” he
noted.

Scott is bullish on caramels, chews, and mints. “All of these
are best-selling subcategories with very strong growth rates
largely driven by new product introductions from leading
manufacturers,” he said.

THE GROWTH CONTINUES
In 2016, combined edibles sales in Colorado, Oregon, and
Wiashington reached $270 million—12 percent of total reve-

| mg
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GUMMIES ARE THE LARGEST EDIBLES
CATEGORY IN COLORADO AND OREGON,
WHILE PILLS ARE THE FASTEST OVERALL
GROWTH CATEGORY.

nue. Across the three states, the category grew 61 percent over
2015’s figures. Colorado contributed two-thirds of the sales
in 2016; compared to 2015, the category grew 51 percent. In
Washington, edibles sales grew 72 percent. Oregon’s saw a
127-percent increase and would have grown more signifi-
cantly if not for new testing requirements that stymied sales
in the fourth quarter.

THE FUTURE WILL BE BIG AND HUNGRY
Compared to a few years ago, starting an edibles-only business
today seems, well, downright mainstream, and things are only
getting started. With voters approving recreational use in No-
vember, California, the most populous state in the nation (more
than 40 million people), offers a huge opportunity for new, com-
pliant edibles companies with a savvy eye for branding.
“California offers the potential for brands to
achieve a scale at which they can become far
more profitable and powerful,” Shoen-
feld said.
Scott agreed: “I think having an
adult-use market will drive a lot
of new companies to the space,
much like we saw in Colorado
and Washington. California
already has some great edibles
brands, but I think we’re just
at the beginning.”
Although far smaller in
scale, states like Nevada, Mas-
sachusetts, Illinois, and New
York all have the wind at their
backs. Dozens and dozens of new
dispensaries are being opened, creating
thousands of square feet of new shelf space
to be stocked. To be sure, the edibles category will
grow, diversify, and become more varied.

“Cannabis and food go hand-in-hand, and American’s
like to eat,” Shoenfeld said. “With those two truths in mind,
we can confidently say edibles sales have a very long runway.
Over 80 percent of edibles sales are from sweets, and while
there is plenty of room for expansion within those segments,
we anticipate a future with more edibles brands and catego-
ries. The future will be big.”

BDSAnalytics.com; Headset.io
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Top: Bob Eschino
Bottom: Rick Scarpello

Predictions for 2017

POWERED BY INCREDIBLES FOUNDERS BOB ESCHINO AND RICK SCARPELLO

FOUNDED IN 2010, INCREDIBLES has long since established
itself as a popular and respected fixture in the Colorado cannabis mar-
ketplace. We ran a few questions by founders Bob and Rick to get a
snapshot look at what the company is up to and what we can expect to
see from them in 2017.

WHAT TRENDS IN THE EDIBLES MARKET DO YOU ANTICIPATE
TAKING OFF IN 20177

Last year’s cannabis edibles trend in Colorado focused on the shift
to “micro-dosing,” and we predict this trend will continue, with a re-
newed focus on branding. We often remark that micro-dosing was the
official cannabis-industry buzzword of the year. New users approach-
ing cannabis feel more comfortable with edibles, therefore lower-dose
items are increasing in popularity. In response to these market forces,
we’ll be updating our branding and introducing two completely new
product lines in 2017.

PREDICT TRENDS IN CANNABIS CONCENTRATES THROUGH-
0UT 2017.

Concentrates were the fastest growing cannabis category in Colorado
in 2016, with new product categories—like rosin, fresh frozen, or our
sap—emerging seemingly every day. Pay attention. As the market
for concentrates continues to mature, we’ll see consumer sophistica-
tion levels increase. Therefore, we’ll see demand for full-spectrum,

terpene-rich concentrates rise proportionately. That’s why our in-
credibles extracts are quickly becoming the connoisseur’s choice:
our strain-specific, cannabis-derived terpenes profiles and propri-

etary genetics.

WHAT DO WE HAVE TO LOOK FORWARD TO FROM
INCREDIBLES IN 20177

Not only will incredibles be revamping its look in 2017, but we’ll also
be supercharging our ingredient quality standards. Since the beginning,
we've been committed to gluten-free ingredients, but now we’re adding
sustainable palm oil. Responsible production is an important part of our

mission. We’re even planning to use hemp in our upcoming packaging.

WHY SHOULD WE CARE?

The best cannabis products are made from superior extraction tech-
nology. It’s that simple. We've spent nearly six years investing in our
proprietary extraction methods and genetics. Throughout 2017, we’re
going to focus on telling the story of how the incredibles brand is up-
dating its look and branding to reflect the connoisseur-grade quality
used in every aspect of our production line. From seed to sale, we can’t
wait for Coloradans to try our new gummy products. incredibles rep-
resents consistency and the highest, safest quality for consumers.

(303) 623-6060 | info@medicallycorrect.com | iloveincredibles.com
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Effective Way of
Medicating

Q&A WITH NADEEM AL-HASAN,
FOUNDER, BAKED BROS

WHY SYRUP?

We were making brownies, cakes, chocolate, caramels, cereal-bar
footballs, etc. These all have something in common: All are difficult
to dose, especially if you're trying to find your dose. So, we thought
“Western medicine has always used syrups, pills, and needles to dose,

other edibles, allowing more of the medicine to be absorbed as op-

posed to it being wasted. It’s a more effective way of medicating.

WHAT HAVE YOU LEARNED SO FAR?
First, diversity: We serve so many different patients. It’s really an eye
opener to what this beautiful medicine can do.

Secondly, impact: We have several patients that were on high doses
of opiates, and now they are completely off them.

Lastly, quality is consistency: Medicine getting the same effect ev-
ery time is out-of-this-world important.

HOW ARE SALES?
In 2016, our sales doubled over 2015. We expect them to double again as
we launch more education programs and more patients become avail-

so why not do that?” The syrup is much more bioavailable than many  able to serve.

BakedBros.com
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The Universal Depositor for all Edibles - chocolate, ganache, caramel, hard candy & more
The Classic Depositor for chocolate and ganache Edibles
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LARGE HOPPER
Depositors have a large hopper
capacity for improved Edibles
productivity

HIGH TEMPERATURE
Higher temperature settings
allow you to work with Edibles
from chocolate to caramel

ADJUSTABLE NOZZLES
Stainless steel construction &
metal nozzles that are adjust-
able and removable

EASY CARE

Depositors can be completely
disassembled without tools for
easy cleaning

TRUFFLE MOLDS

Use with our full collection of
Truffly Made Edibles molds at
www.trufflymade.com
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Making Gummies the
Americanna Way

A BRIEF Q&A WITH AMERICANNA'S PRESIDENT DAN ANGLIN.

EXPLAIN THE ORIGINS OF AMERICANNA, AND WHY GUMMIES?

Americanna was born out of a concern for higher-quality food prod-
ucts and a vision to change the concept of “food grade cannabis oil”
from low-quality decarb to the highest quality distillate. Additionally,
the vision was to create proprietary shapes for gummies and other
food products that would resonate with consumers and allow anyone
to recognize these products were cannabis products, thereby prevent-
ing confusion for non-consumers. We chose gummies because I was
an owner and Frank was the top representative of one of the largest
cannabis gummy companies in the space, and that’s where our passion
lives. We learned a lot building the first large edibles brand and used
those experiences to build the next brand for a global market.

WHAT IS THE TRUE SECRET TO A GREAT CANNABIS GUMMY?
HOW DO YOU MAINTAIN DOSAGE CONSISTENCY? GAN YOU
IMPROVE UPON YOUR GUMMIES?
The secret is that the candy itself has to be delicious. High-quality food
ingredients combined with high-quality distillate cannabis oil is the
secret to Americanna’s success as the number-one-selling product in
edibles. Dosage consistency is achieved through metered dosing, and
the details on that are trade secrets for the company. However, there
are laboratory processes and equipment that we utilize to achieve ac-
curate dosing, which is proven in our testing. We don't plan to improve
the gummies anytime soon, as we've taken the time to get it right.
Our new line of gummies, called CannaPuffs, are an aerated gum-
my that have a better mouth feel, consistency, and taste and are unique
to the marketplace, which shows our consumers we are always inno-
vating to provide them the best possible product.

| mg

Americanna will diversify into other edible products, as well as oth-
er segments of the market, so our loyal consumers can have a variety
of products to choose from since they have confidence in the quality
of our brand.

WHAT IS YOUR CURRENT MARKET SHARE? ANY NEW
PRODUCTS ON THE HORIZON?

According to BDS Analytics, in just three quarters 0of 2016 (we launched
the brand in April 2016), we have taken the fifth top spot as a brand in
Colorado. Additionally, our sour gummies SKU was the number-one-
selling individual product for the year, and our sweet gummies SKU was
the number-five-selling product.

We now have the CannaPufs line and individual flavors, but we are
working on multiple new products to be released in 2017. Expanding
the menu is a priority for the company, as well as expanding into other
regulated markets to bring our brand to those states.

Americannaco.com
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Dr. Norms Laws

Cookie Enforcement:
Taste the Difference

BROTHER AND SISTER DUO JEFF KOZ AND ROBERTA WILSON SUCCESSFULLY LAUNCHED DR.NORM'S IN
HONOR OF THEIR COOKIE-LOVING MOM AND OLD-SCHOOL MEDICAL DOCTOR DAD. HERE ARE THE FIVE
LAWS BY WHICH THEY LIVE.

TASTE THE COOKIE, NOT THE CANNABIS: We strive to
make products with as little cannabis taste as possible. We
achieve this through the use of our proprietary, award-win-
ning THC extract. We infuse our cookies with a clear, dis-
tilled oil with 91-percent potency.

KNOW YOUR DOSE: We want to change the perception of
edibles by promoting our mantra, “Know your dose.” Our
commitment to delivering bite-sized, reliable, and consis-
tently dosed products allows our patients to learn what dos-
age is right for them.

LEGACY: We honor the legacy of our dad, the original Dr.
Norm, by caring about the wellbeing of our patients. We
imbue his healing powers, personable and caring ways, and
great sense of humor in all that we do. As Dr. Norm did, we
treat people like family.

ORGANIC GROWTH: It’s better to grow organically. By this
we mean you need to connect personally with the patients
and dispensaries. People love our cookies, and we want to

turn them into fans and advocates.

BRAND IT WITH HUMOR, AND THEY WILL EAT IT: The
cannabis industry is still in its early days in terms of market-
ing and branding, and we plan on pushing the envelope here.

Humor is key.

DID YO0 KNDW
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DR. NORM’S HAS NO CANNABIS AFTERTASTE
BECAUSE THE BAKERS USE 91-PERCENT-PURE
DISTILLED THC EXTRACT AND 100 PERCENT THC
POTENCY—THE SAME STUFF USED IN SHATTER
AND HIGH-END VAPE CARTRIDGES.

ORNORME DR NORMS

“We honor the legacy of our dad, the original
Dr. Norm, by caring about the wellbeing of
our patients. We imbue his healing powers,
personable and caring ways, and great sense
of humor in all that we do. As Dr. Norm did,
we treat people like family.”

DoctorNorms.com
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Straight Outta Portland

ATHINGS CEQ CHRISTINE SMITH HAS LEARNED FROM LAUNCHING GRON.

GRON (PRONOUNCED “GREWN?”) means green in Swedish,
anod to founder and Chief Executive Officer Christine Smith’s love
for Scandinavia. She fell in love with the region when she attended
design school in Denmark.

Grén’s conception in 2014 was a happy accident. “I was a practicing
architect at a large Portland firm when my husband opened a marijua-
na dispensary,” said Smith, 43. “I quickly became aware the selection
of edibles available was disappointing, so I decided to start dabbling

with something that might appeal to a more mainstream market.”

TESTING: Edibles production on a large scale is less about the art of
food and more about the science of medicine, as testing dictates distri-
bution. We spend a significant amount of time and resources testing,
retesting, and testing again. That is the only way to stay compliant in
this industry. Gron is very proud to be the first Oregon processor to

receive process validation from the state of Oregon.

NO OVERNIGHT SUCCESSES: Edibles companies don't start over-
night. 2016 was our year of growth, but that growth couldn’t have
happened without the base of development that was generated prior.

FORWARD THINKING: Look up and think ahead. We are currently
procuring raw materials that will go into production in late-March.
Always look ahead, and read the rules that will affect your future.
TENACITY: Enough said!

GronChocolate.com

DID YO0 KENDW?
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“Gron now produces 50,000 chocolates
a month. We expect to double that by
the end of 2017”

— Christine Smith

e Distribution: Oregon

o Launch Date: Late-2014

e  Dispensaries: More than 80
® Number of Employees: 20
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Find out more about Arizona's most
award-winning medicated edibles product
line at BakedBros.com

AVAILABLE AT 67 ARIZONA LICENSED DISPENSARIES
& COMING IN 2017 TO A STATE NEAR YOU
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More Than A Chef for Higher

WHAT'S NEW IN INFUSED DINING EXPERIENCE, WITH CHEF FOR HIGHER'S "HAWAII MIKE" SALMAN, WHO
BEGAN THE “DINNER IS DOPE" SERIES WITH HIS WIFE, STEPHANIE.

HOW DID THE CHEF FOR HIGHER “DINNER IS DOPE” SERIES
GET STARTED? HOW MANY DINNERS DO YOU HOST IN A
YEAR, AND WHERE?

Chef for Higher began with our dream of creating a line of canna-
bis-infused edibles. We wanted a way to introduce what we do, so
we came up with the idea of doing a monthly “Tupperware party”
[sort of event], a hosted social gathering to showcase our products
but presented in the style of a supper club. Our mission is to nor-
malize the use of cannabis as an everyday essential, and we use food
to communicate that.

It quickly took off. Our twenty-second consecutive monthly eventin
New York City was on February 26. We did dinners in San Francisco,
Los Angeles, and Washington, D.C. in 2016 and will be going back to
each in 2017, as well as to Denver, Boston, and Portland, among other

places. We're open to new spots; you just have to hit us up.

WALK US THROUGH A TYPICAL CFH DINNER EXPERIENCE.
WHAT ARE SOME OF YOUR DINERS’ FAVORITE DISHES?

Each dinner consists of a five-course tasting menu and starts with
a toast where we welcome everyone, give a brief history of cannabis
and how it has been used in various cultures throughout time, and
the plant’s history in the U.S. We use alcohol as our “gateway drug,”
as it’s a familiar sensation and the immediate buzz helps to quell the
anticipation of edibles to take effect. This really helps us with our less
experienced attendees. After the second appetizer, we have a smoke
break where guests get to relax into the effects, mingle, and interact
with us. After the break, we serve the main course followed by dessert.

'The whole dinner service is about two and one-half hours long.

|mg

All of the dinners are themed, and all of the menus are composed
of seasonal comfort food that reflects the theme. I would have to say
Smac 'n’ Cheese Balls, Chick in Waffle, Twice Fried Wings, and my
personal fave, Poke, were favorites in 2016. We’re working on a cook-
book that will feature the recipes from our dinner series, so you'll be

able to do what we do for you and your friends at home.

WHAT ELSE IS CHEF FOR HIGHER UP TO? WHERE DO YOU SEE
YOUR REVENUE STREAMS DERIVING FROM?

Right now we'’re doing well with the dinners, but they are really just a
platform to share our perspective on cannabis, knowledge in infusing
food, and building a community of informed consumers. We’re cur-
rently in the process of finding supply partners on the farming and
extraction side so we can start producing the Chef for Higher line of
cannabis-infused cooking essentials.

DO YOU SEE THE CANNABIS DINING EXPERIENCE EVOLVING
TO INCLUDE NEW TYPES OF EXPERIENCES?

I see it having an infinite amount of options that are only limited
by our imagination. Once we look at cannabis as another ingredient
that we can infuse into recipes, not a Schedule 1 drug that has no
history as a nutritional supplement, you will see a shift in how we in-
corporate it into not only dining but also hospitality and travel. We
have been getting a lot of calls for our services around larger events
like awards shows and music festivals. There will be lots of collabo-
rations within the music, fashion, and entertainment spaces, since
brands and labels are always looking for new experiences to create

for media, influencers, and consumers.



NOW INTRODUCING
4.20 BAR MINIS!

VCCBRANDS.COM

TO ORDER 916-387-0420 OR 310-868-1439
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Korovas "Potent” Impact
on the Cannabis Industry

THE EDIBLE MAKER CONTINUES TO ADD TO THEIR LINE OF TASTY INFUSED DELICACIES.

60

KOROVA'S SLOGAN GETS RIGHT TO THE
POINT: “Unrivaled potency.” The company’s 1000mg
cookies long have been considered a great option for
patients with a high tolerance for THC.

The company continues to build a reputation for
making delicious pastries with a punch. Korova has
expanded its line of infused edibles since we last spoke
with them. “We've dropped a new Salted Caramel
Blondie at 500mg and a Mint Black Bar at 1000mg,”
Korova founder Blake Powers said.

Korova also has developed a Gluten-

Free Chocolate and Vegan Bar. “The

vegan bars are an excellent alter-

native for people looking for a
healthier option,” Powers ex-
plained.

For those seeking a low-
dose option, Korova’s newly
released popcorn may offer
a solution. “Overall, the
popcorn is still high-poten-
cy at 300mg per bag; howev-
er, it is very easy to titrate your
dose by just eating a few kernels

to start,” Powers said.

The product line is growing at a steady pace, and so is
Korova’s market. “We are always adding new accounts
in California. We currently serve over 700 dispensaries
and delivery services statewide. We are now available in
Arizona and Nevada, as well,” said Powers.

Now that voters in California have approved recre-
ational use, Powers hopes tax dollars taken in by the
state will be used wisely. He also looks forward to a
more refined legal structure. “The patients and con-

sumers of cannabis deserve a well-regulated
market held to the highest of stan-

\ dards,” he said.



ncredibles

HIGH-QUALITY HANDCRAFTED INFUSED EDIBLES

Your favorite gummy is back.
New look. New flavors. Trusted since 2010.
Coming soon, sour gummies.

iloveincredibles.com
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Why Numa, Why Now:
The Making ot a Singular Brand

THE MINIMAL-CALORIE, LOW-SUGAR, LOW-FAT, AND EASY-DOSING EVANESCE POWDER
IS NOT QUITE AN EDIBLE OR SUBLINGUAL BUT IS REPLETE WITH FLAVOR, FLEXIBILITY, AND SPIRIT.
NICHOLAS BUNKER, THE PRESIDENT OF NUMA, WEIGHS IN.

THE PITCH

First and most obvious, we are different and provide another catego-
ry for [dispensary] shelves. NUMA allows consumers the option of
turning their favorite food into an edible if used as a topping or addi-
tive, or they can directly ingest it through their sublingual glands as it
instantly melts in the mouth.

INNOVATIVE EDIBLES is the brainchild of our executive chef, Doug
DeGeeter. He was a food person who loved cannabis, and I was a
cannabis person who loved food. Doug identified a hole in the mar-
ketplace with NUMA—"an edible more fit for the 21st century.” It
is truly amazing how much flavor can be contained in less than two
grams of food ingredients. This is especially true when you consider

that one gram of this is our base mix of tapioca-maltodextrin.

BRANDING/PACKAGING/LOGO

We settled on the five point star when Doug pointed out there are five
sections of the human flavor palate—sweet, sour, salt, bitter, umami—
and with this new edible format, we could express them all. One day,
Doug said to me, “How do you feel about the name Numa based on
the Greek word ‘pneuma’ which translates to ‘the breath or wind of
spirit?”

PATENT
In June 2016, we were ready to launch but decided to hold back
after our patent attorney said, “I think your patent is going to get

approved.”In December 2016, our patent was not only approved but
split into two. Our methodology was approved and our composition
is still pending. The main purpose of our patent is twofold: one, to
make cannabis concentrates easier to use for the culinary industry,
and two, to make dosage control precise and manageable in the ed-

ible and sublingual format.

FLAVORS

In both NUMA Light and NUMA Sky we have the following three:
Pineapple/Rose, White Chocolate/Cinnamon, and Parmesan/Pep-
percorn/Clove. For NUMA Rose, our first offering is Chocolate/
Hempseed, my personal favorite. Doug is very proud of the Parme-
san/Peppercorn/Clove.

“It is truly amazing how much flavor can be
contained in less than two grams of food ingre-
dients. This is especially true when you consider
that one gram of this is our base mix of tapioca-

maltodextrin.” —Nicholas Bunker

InnovativeEdibles.com
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Hungry for Yummi Karma

THE ALREADY-SUCCESSFUL EDIBLES MAKER IS READY TO KICK THINGS INTO HIGH GEAR.

“WHEN WE STARTED YUMMI KARMA, our goal was to make cannabis products more approachable, espe-
cially for women,” said Krystal Kitahara, owner of Yummi Karma. With discreet tinctures and “non-stoner” packag-
ing, it is no wonder people think Yummi Karma’s products are very approachable.

Since we last spoke with Yummi Karma, a lot of exciting releases have dropped. The packaging has become even
more vibrant, and some of the new food inside really stands out. Two of the company’s new popcorn flavors—Mac
and Cheese, and Parmesan and Herb—are not run-of-the-mill flavors. Can you say “Yummi?”

Yummi Karma is determined to live up to the latter part of its name. Designed with military veterans in mind, the
new high-CBD tincture is spreading karma. “That was a labor of love for the veterans who approached us looking for
relief from PTSD,” said Kitahara.

The company also backs up its commitment to helping women free themselves from the stigma of cannabis use.
The new High Gorgeous line was designed to blend cannabis use into the normal routines of many women. “It is
a line of topicals for women that look, smell, and feel like the products we’re all used to using from the big chain
beauty stores,” Kitahara said. The line includes several unique infused products such as body lotions, bubble bath,
and lip balms.

Summer will be here soon, and Kitahara plans to be ready. “We are expanding our High Gorgeous line to include
a summer line of tanning and after-sun topicals,” Kitahara explained.

Sitting on the beach with some Yummi Karma-infused chips while taking in the sun with High Gorgeous tanning
lotion may be the perfect summer relaxation. @




We’re proud to announce the
newest additions to our flavor team.

(J 5 OF CANNABIS

™ SPIRIT OF CANNABIS
= SPIRIT OF CANNABIS

g, CBD 10mg

SINGLE ORIGIN

CBD 35mg, THC 5mg

SINGLE ORIGIN CHOCOL
CHOCOLATE

Numa Singles are cannabis-infused tapioca powders that offer a spectrum
of taste sensations. We are constantly innovating to create the ideal edible
experience by combining the best in food and cannabis. We offer a variety of

flavors across a range of cannabinoid profiles for you to find your ideal dose.

Learn more at innovativeedibles.com

Use as sublingual. Use as edible.

For best results, avoid swallowing to Add product to prepared food or ~g

allow product to fully absorb in mouth. swallow immediately with water.

* Begin to feel effects in 2-5 mint * Begin to feel effects in 30-45 min* IDDOUOtIUG
* Achieve full effect 10-20 min*t * Achieve full effect in up to 2 hrst EDIBLES™

tTimes are average with proper intake and will vary from person to person.
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=INDOMITABLE
NATURE

FOR ALL ITS OPPORTUNITY, THE CANNABIS INDUSTRY
REMAINS AN EXISTENTIAL CHALLENGE FOR EVEN THE
MOST INTREPID ENTREPRENEUR. Prepare for the worst, cross every T

and dot every I, and still the whims of fate can easily throw a curve that puts your business in

instant peril. It happens all the time, often the result of forces outside one’s control.

INTERVIEW BY TOM HYMES
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Berto Torres, left, and Ata Gonzalez

HONESTLY, IT’S HARD FOR ME TO TAKE A LESSON [FROM THE RAID],
BECAUSE IN ANY SITUATION MOVING FORWARD THAT | FEEL WE’RE
IN THE RIGHT, 'M GOING TO STRIKE AT IT

ROOTS

G Farmalabs Ata Gonzalez
moved to California from Miami along
with his wife, Nicole, and boyhood friend

Berto Torres. Their collective career in can-

founder

nabis began with cultivation. “We grew in a
small Northern California town for five to
six years when we first came out,” said Ata.

The early years were lean. “The three of
us moved out here with nothing,” recalled
Nicole. “I bought my daughter’s clothes on
eBay when we first moved out here.”

“Then she gave them to me for my
daughter,” added Berto, who serves as chief
operating officer for parent company G
FarmaBrands and oversees the company’s
Washington State operation.

The early grow may have been up north,
but the team settled in the southern part of
the state, where it started planting roots.
“We weren't the first cannabis brand in Cali-
fornia,” Ata said. “We owned stores in 2012,

when there were very few brands in the

—Ata Gonzalez

state. There was Bhang and Venice Cookie
Company; Venice probably had more va-

27

And yet, time and again in the face of such profound uncertain-
ty we see a fortitude of character that marks the industry and the
people in it as passionately independent, hopelessly romantic, and
rigorously pragmatic. In other words, as American as apple pie. Or
café con leche, if you're G FarmaBrands, the founders of which are
of Cuban descent. Either way, the very same work ethic and family
values that define G Farma’s brand and account in large part
for its impressive growth from such modest beginnings

have also been called upon to help the company deal

with one of the most challenging tests a business
can face—the sudden and unexpected loss of sig-
nificant, essential revenue.

G Farma is not what you would call a legacy

company. It doesn't have decades-deep roots in
California, and it’s only been in existence as a brand
since 2013. But by most other metrics it’s a major
brand, with national recognition and a dizzying array of

quality products that run the gamut of options available to today’s
cannabis patient and adult-use consumer. Indeed, one would be
hard-pressed to name another company that makes and markets its
own flower, oil, vapes, and complete line of edibles, at last count of-

fering more than 70 individual SKUs to the public.

| mg

#or
DISPENSARIES

CALIFORNIA:
more than 900 (2016)

WASHINGTON:
close to 100 (2016)
(G Stiks only)

riety of products. Then O.penVAPE came

along with its oil. We were growers first—

with a lot of lights and a lot of outdoor—
and then had stores, but they were getting robbed, so we decided to
open more of a manufacturing thing.”

G Farmal abs launched in November 2013, and by the following
year the last of their dispensaries had been sold. The model for sus-
tainable growth had been established. “We’ve always raised money
in this industry by growing weed,” explained Ata. Money raised
growing weed would then put to work on new projects and
products, enabling steady expansion of both the prod-
uct line and the number of stores that carry G Farma
products. It was a solid business model that worked

from the beginning. “LiquidGold vape was our first

product, and then we came out with the chocolate
and then the G Stiks,” recalled Ata. “The lemonade
has been available for about a year now.”
From the start, Ata made the critical decision not
to hide, even when others did their best to keep a low
profile. “What made us different from everybody else was
that we stepped out into the public,” said Ata. “Once the old guys
saw this new guy from Miami taking all their glory, they started
coming out with their own brands.
“The first company to really go national was Dixie Elixirs, but
after Dixie went national it was G Farma,” he added. “Afterwards,
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many have come, but until then no one had held the flag and said,
‘We'’re in California, we're a brand, and we're national.”

The company footprint in California also grew exponentially. By
2016, its products were sold in more than 900 stores, with the com-
pany vending to an average of more than 500 stores a quarter. Things
progressed so well that in October 2015, the company made two big
moves. First, it created G FarmaBrands as a holding company, and
it hired Ata’s ex-wife, Dr. Cristina Gonzalez, a licensed pharmacist,
to replace Ata as the company’s chief executive officer. Ata took on
a consulting role while also tending to ancillary businesses such as
the news outlets GFarma.News and GFarma.TV. With many years
in corporate retail under her belt, Gonzalez’s role, following an ex-
tensive learning curve, is to streamline the company’s efficiencies in
order to free resources for other projects.

In March 2016, the company made a major move and established
a footprint in Washington State, where it received a Tier 3 license
that allows it to cultivate and manufacture. Currently, the company
sells G Stiks only in the state and reportedly dominates the market.

“We sell thousands of G Stiks in Washington State,” said Ata. “In
fact, we're the number one pre-roll up there because we're selling it
atabout $3.50 per stick. Here, we're used to selling it for $10. So, the
dispensaries are buying up our G Stiks left and right.” He said about
forty Washington dispensaries currently carry G Stiks.

Things have been going so well that the company, which also de-
livers its own products to dispensaries throughout California, put in
motion a grand plan to build a massive location in Desert Hot Springs
intended to hold 60,000 square feet of canopy and 30,000 square feet
of kitchen space. Best laid plans. Unfortunately, fate intervened.

In late October 2016, G Farma was at the wrong end of a raid con-
ducted by Calaveras County Sheriff Rick DiBasilio. The action
reaped an estimated $10 million worth of just-harvested cannabis,
all of which was legally grown. Widely reported in the mainstream
and cannabis media, the raid was controversial from the get-go, with
the sheriff making wildly confused statements regarding the legal
justification after the fact. Despite efforts by Ata’s lawyers to keep
the sherift’s department from destroying any of the seized product,
DiBasilio ignored their entreaties and carted the cannabis away. The
damage had been done, according to Ata, who recounted the reasons
why G Farma was growing in Calaveras in the first place.

“We had Desert Hot Springs, a city that welcomed us with open
arms,” he explained. “We were one of the first people to go to the city
and say, ‘Look, we are not [backed by big capital]. We don’t have $15
million to $20 million to build our facilities. Why don’t you give us
an interim grow so we can put up greenhouses?”

Ata had grown outdoors in California before. “We came to Cali-
fornia with nothing,” he said. “Our first, year we grew ninety-nine
plants outdoors, and from that we built G Farma. That was eight
years ago. Outdoor, for us, was a way to create money to put back

into the company, just like we did in Washington State.

| mg
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Commercial fixture.
Full control.

== - e Suitable for Gavita Master Controller

Gavita’s roots are in horticultural projects, lighting climate rooms and greenhouses
with tens of thousands of fixtures. For commercial growers we combined the efficiency
of 3 phase systems with the ease of control of the Gavita Master Controllers:
Introducing the 277 / 347 V e-series fixtures.

Main features:

277 [ 347 Volt for 3 phase systems in USA and Canada

Central control through Gavita Master Controller (50-115% output)
Repeater Bus system allows control of hundreds of fixtures in daisy chains
Horticultural quality fixture for long life and reliability

Choice of reflectors

A15310

GAVITA

HORTICULTURAL

Gavita Holland. En ening. www.gavita-holland.com
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nzalez, left, and Nicole GonZalez

OCTOBER 25, 2016
Everything was proceeding according to plan
at the three farms, which were licensed for
22,000 square feet of canopy each, for a total
of 66,000 square feet. “We had the first grow
up in about five weeks, which included full
automation and irrigation,” said Torres. The
rest followed suit, and all of the canopy space
was planted in anticipation of a full harvest.
“We were cropping as the raid happened,”
recalled Ata. “As the season ended, we were
considering our options: Do we get an in-
flatable building or what, to dry the stuff?
“There was a dispensary owner up there
who had rented the old airport,” he con-
tinued. “He also had a license to grow, but
he wasn’t using a lot of the space so we
thought maybe he could rent some of it to
us. I approached him and asked. He was

| THINK WE’RE BLESSED. YOU’RE TALKING TO PEOPLE WHO
MOVED TO CALIFORNIA TO GROW WEED

—Nicole Gonzalez

also Cuban from Miami, and he said ‘yes’
on a friendly handshake. I didn’t sublease
or anything, but it was a licensed location.
I did not want to bring my product to an
unlicensed location, but wanted to use a li-
censed place on purpose. We got letters of

27

“So, we asked the city to let us put greenhouses and contain-
ers on our undeveloped property, and they said fine,” he added.
“They approved us for 80,000 square feet, and the conditional
use permit (CUP) was granted June 7. We didn’t have to do roads
or anything. We could plant 80,00 square feet in the desert.

“Two weeks after getting the CUP, though, we still had
not received our building permits from the city,” he
continued. “We had to make a hard decision, and
by June 14 we decided that it wasn’t going to hap-
penin the desert. We had already been up to Ca-
laveras County looking for grow sites, and we
had already borrowed money to do the outdoor
grow. We had to go either here [in Desert Hot

Springs] or there [in Calaveras], and we made

the determination to go to Calaveras. All our at-
torneys and team members agreed.

“We went up and located several properties and worked
out a deal,” he said. “They’re the licensees, and we got the prod-
uct from them. We told them exactly what nutrients we use and

taught them how to grow our strains.”

#or
SKUS

More than

70

opinion from two attorneys making sure we

could move the product from the farms to

the licensed facility in the county. It was all
good, and we moved the product there to dry.”

Nothing was out of the ordinary, said Ata. “We were doing what
we’ve done for many years. One day, they came to conduct a regular
inspection, walked through, and left; everything was fine. The next
day, they came again for what seemed to be another regular inspec-
tion, but where on the first day it was a city zoning guy, the sheriff
came the second day. He came with officers but it was more
like a walk-through, and then suddenly there was an in-
vestigation underway and it turned into a ten-hour

ordeal. They arrested about twenty-seven people,
including twenty-five trimmers. But when we went
to the arraignment, no charges were filed.”
They were not so lucky when it came to the weed.
“A couple of days later our attorney sent the sheriff
and the officer in charge a letter advising them not
to destroy the cannabis. They were going to be respon-
sible for it, because there was nothing illegal there. But he
wiped his ass with it and the next day came with the dump trucks and
dumped it all somewhere. They said they took two and half tons.”
Value was placed at $10 million.
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ism before in my life, but in that town, I felt

racism like crazy from the beginning.
“Now were more embedded there and

they know us better,” he added, “but I defi-

nitely felt the racism.”

DOMINO EFFECT

Time has passed since the raid and busi-
ness continues, but the scars have not
healed. “As time goes by, we're realizing
that it hurts us more and more. He took
two and a half tons of legal product from us
that is worth millions of dollars.”

Neither has the domino effect of the
raid abated. “Apart from opportunities I
do not have money to strike at because of
the raid, this was money that I borrowed
that I have not been able to pay back,” said
Ata. “Through everything I am keeping my
composure, but you don’t understand the

THE BIGGEST LESSON WE’VE LEARNED IS TO STAY LEAN

—Berto Torres

pressure I go through when I have to deal
with people I've dealt with all my life, and I
have to tell them I don’t have the money to
pay them. I don’t know how that gets com-
pensated.”

It also hurts that he now has to sell the

27

Adding insult to injury, the sheriff offered a lame justification for
the raid. “He went on T'V to say that we were reading the ordinance
wrong and that we could only grow and could not do anything else
with the plant,” said Ata. “All we were doing at that facility was
harvesting it. We were drying, trimming, and bagging it.”

The weed may be gone, but the sheriff may have unwittingly given
G Garma a gift by appearing on TV to talk about the case.
“My lawyer contacted county counsel, asking why the
sheriff made the comments he did on TV, and the
county counsel was like, ‘No, he didn’t say that.” My
lawyer sent them a tape of the interview, and they

were like, ‘Fuck.”They know he messed up.”

Ata plans to sue. “I think the lawsuit, which
we’re going to file in federal court in San Francisco,
will set a precedent for California because we will
prevail,” he said. “There’s no reason why we won't.”

As to why the raid was undertaken in the first place, a
local referendum on processing was held the week following the
raid. It failed to pass. But Ata feels as though another, equally dis-
turbing undercurrent was at play. “When you’re Hispanic, you're
considered Mexican,” he said. “I'm Cuban, so I don’t know about

cartels, but they do make that assumption. I have never felt rac-

| mg

DELIVERY
MILES DRIVEN
EVERY MONTH

3,000

miles

Desert Hot Springs property, “which is

attached to all this,” explained Ata. “That

property is now worth $3.5 million at least,
that I now have to put on the market and sell. This is the result of
this whole domino effect.”

The unjust nature of the raid also makes it hard to derive any les-
sons from the incident. “Honestly, it’s hard for me to take a lesson,
because in any situation moving forward that I feel we're in the
right, I'm going to strike at it,” said Ata. “I got two opinions from
attorneys. I did everything I could. So, if T keep on moving
forward and do not strike at opportunities, why am I
in business?”

That indomitable spirit is part and parcel of the
Gonzalez character, which also includes a deep
appreciation. “I think we’re really privileged to be
here,” said Nicole. “I have pride, but I don’t look at
it as pride. I think we’re blessed. You're talking to

people who moved to California to grow weed.”
For Torres, there is a very real lesson to be gleaned
from the raid and its aftermath. “The biggest lesson we’ve

learned is to stay lean,” he said.

LEAN MACHINE

G FarmaBrands may have been dinged by the raid, but it is hardly
bowed. The company refused to fire any workers because of its tight-



ened belt, and it is moving ahead on a number of fronts. First and
foremost, the company is determined to keep its products on the mar-
ket and to have a production license in hand by January 1, 2018.

“I don’t care about the grows,” noted Ata, adding that farmers
in Calaveras are now banding together to fight a proposed ban on
cultivation. “Calaveras or Riverside, I'll find something. But where
is our production facility going to be? We’re very close to finding a
place. One step at a time.”

WHAT DOESN’T KILL YOU

The raid isn’t the only challenge G Farma has faced recently. In
early 2017, NBC4 News in Los Angeles aired the results of a lab
test performed on more than forty products bought at area dis-
pensaries. The lab stated G Farma’s products were contaminated
with pesticides.

G Farma condemned the report, issuing a statement asserting
the tests were performed by a lab affiliated with a competitor. The
lab, according to G Farma, “lacks even the most basic ISO 17025
accreditation, which is the legal requirement for any state-licensed
cannabis testing laboratory.

“G FarmaLabs only works with the most highly regarded ISO
17025-accredited laboratories,” the statement continued. “With
the aid of industry leading scientist[s] such as Dr. Jeffery Raber

of the Werc Shop, Dr. Roberts of CW Analytical, and Dr. Leah
Shaffer from CannaSafe Analytics, G FarmaLabs has always gone
above and beyond all legally mandated safety standards, and we
remain steadfast in our commitment to providing our consum-
ers with safe, high-quality cannabis products that are second to
none.”

The statement gave voice to a concept Ata said is integral to the
company’s mission: “We at G FarmaBrands...remain committed to
leading the charge toward the development and implementation of
consistent safety and regulatory standards, both internally and across
the entire emerging cannabis product marketplace.”

Bruised but not broken by adversity, the G Farma family is deter-
mined to weather the storm and prove the old adage “what doesn't
kill you makes you stronger.” In fact, the company already has discov-
ered strength can come from unexpected sources. “Two of our big-
gest distributors backed us when we needed it,” Ata said. “I was also
approached by Southern California lawyers offering to help for free,
saying they think the situation in Calaveras could set precedent for
the state.

“It’s times like this that let you see who's real and who isn't,”he add-
ed. “A whole new set of people helped us get [ through recent setbacks].

“When you lose it all you’re a fucking dumbass. When you hit it
you're a genius. Yeah, we've learned a lot about that.” @

Are you doing
Enough to Protect
your inventory?

Guard your inventory with a UL Listed: TL-30x6

safe specifically designed for your industry.

Add further protection with our new
Delivery Transport Safes.

SBCALSAFE

CELEBRATING 100 YEARS OF EXCELLENCE

800-334-6060 | www.SocalSafe.com

Security shouldn’t end at the dispensary level.



76

' INVENTORY

kidible

HOW ONE STORE OPERATOR THINKS ABOUT
AND MANAGES HIS EDIBLES INVENTORY.

BY TOM HYMES

S

OUNDED AS CAHUENGA CAREGIVERS and in-

corporated with the California Secretary of State in 2006,

Sherman Oaks Health Center originally was located in

North Hollywood. A few years ago, zoning issues required
a move to its present location at the intersection of Kester and Ox-
nard in a building that used to house a motorcycle parts and repair
shop. Now the space holds choice flower, concentrates, and a mind
boggling selection of edibles. Operator Gregory Meguerian revealed
market trends in edibles, how he makes inventory decisions, and
what’s in store.

DO YOU REALLY CARRY MORE EDIBLES THAN ANYONE ELSE IN
LOS ANGELES? HOW MANY SKUS DO YOU HAVE?

Well, we may not actually carry more edibles than anyone else in Los
Angeles, but 192 edible SKUs likely puts us in the top percentile of

dispensaries.

| mg

WHAT ARE YOUR MOST POPULAR EDIBLES?

Kiva products (chocolate), Venice Cookie Company (chocolate,
drinks, baked goods), Kushy Punch (gummies), and Sensi Chew
edibles do the best in our shop. I like to smoke my cannabis person-

ally, but my employees enjoy these edible companies, as well.

HOW DO YOU DECIDE WHAT TO CARRY? IF SOMETHING ISN’T
SELLING, HOW LONG BEFORE IT’S PULLED?

There was a time in our existence when we didn’t have formal proce-
dures in place to determine what to carry or for how long to keep it
on our shelves, but we’ve grown a lot over the past ten years. Today,
we run on [point-of-sale] and make data-driven decisions thanks
to providers like BDS Analytics. POS, of course, enables me to get
insight on my own dispensary sales and patient demographics while
BDS Analytics allows us to take it to the next level by, for example,
comparing our store data to industry data to see if were excelling
and where we can focus our efforts.

‘We have some products that require a bit of education, like topical
or bath salts, so we’ll allow a product like this to sit on our shelf for
up to three months before pulling it due to poor performance. Ifit’s
avaporizer, for instance, a product with a smaller learning curve due
to familiarity, we’ll allow up to a month before pulling this type of
product for the same reason.

HOW ARE EDIBLES DOING COMPARED WITH FLOWER AND
CONCENTRATES?

As we become more data-informed, we’re seeing flower lose market
share to concentrates and edibles, for sure. Vapes and concentrates
have eaten up alot of the flower market. Total donations by category
for our shop are approximately 40-percent flower, 30-percent con-
centrates, 25-percent edibles, and 5-percent between topicals, tinc-

tures, and other miscellaneous products.

ARE YOU UP TO ANYTHING NEW AND EXCITING?

We always have something new and exciting to talk about, broth-
er. Most recently, we've decided to rebrand the dispensary as The
Reefinery. As state regulations materialize, we’re looking to elevate
the experience and presence of our existence by showcasing our be-
liefs through a refined retail experience. We've always made small
improvements over time, but we’re looking to do a major rebrand-
ing over the next twelve months that will focus on a curated menu
aligned with brands that have similar values as we do, and [we’ll be]
carrying only brands that responsibly supply full-panel lab results of
their products.

Moving forward, quality assurance is an area we’ll be paying a lot
of attention to, especially with the new regulations coming into play.
We're also expected to launch a few brands over the next six months,
which we're all really excited about. @
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Recipe for Success

MOONMAN’S MISTRESS FOUNDERS LIZ RUDNER AND JAMEL RAMIRO
ARE TASTEFULLY DISRUPTING THE EDIBLES INDUSTRY.

By JEFFERSON REID

HAT DO YOU GET

WHEN YOU MIX a cre-

ative director/health-con-

scious baker who has over-
come two debilitating autoimmune diseases
and a personal trainer pushing the envelope
to find fresh ways to rejuvenate himself and
his clients after hardcore workouts?

You get MoonMan’s Mistress, an award-
winning artisanal paleo-centric edibles com-
pany that produces tasty gluten-free, dairy-
free, and low-glycemic snacks.

If that seems too much of a mouthful,
company cofounder and kitchen magician
Liz Rudner said MoonMan’s Mistress is on
a mission to prove “eating healthy doesnt
have to be boring and tasteless.” She and her

business partner, Jamel Ramiro, founded the

| mg

company three and a half years ago as a pas-
sion project they took on in addition to their
day jobs. The company has taken off.

WHAT’S EATING YOU IS WHAT
YOU'RE EATING

In addition to working as a creative di-
rector and brand director for tech startups,
Rudner studied holistic nutrition as part of
her personal journey to health. She and boot
camp fitness maestro Ramiro synced up at
wellness retreats in Costa Rica.

“I've always been a pretty active cannabis
user,” said Rudner. “But what we discovered,
through traveling and working with people to
kind of reset their rhythms, was a lack of peo-
ple in the industry creating products around
wellness.

“I have Hashimoto’s and celiac autoim-
mune diseases, so I'm really limited with food
in general,” she continued. “And then in the
cannabis space, if you have a soy/dairy/glu-
ten allergy, you have to hang out with flow-
ers and concentrates—edibles are not really
available to you. So basically that’s where it
sort of evolved. We saw there was a need for
products that were really about healing your
body with food.”

Ramiro noted that before jumping into
the cannabis space, the duo started a paleo
baking company to answer his fitness clients’
need for healthy snacking alternatives. They
quickly discovered that market was already
saturated.

“That’s how we decided to take it a step
further,” he said, “with Liz using cannabis to
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help heal herself, and me using it for athletic
recovery as well as an anti-inflammatory,
because of all of the intense fitness things
that I do.”

Asked to compare a typical twenty-four
hours when their business began with an av-
erage span of the same length now, they said
the two situations are like night and day...
and then half the night again. MoonMan’s
Mistress has morphed rapidly from a small,
pet project into a full-blown company.

Their “big launch moment” occurred in
2015 when they won Healthiest Edibles at
the Edibles Awards. “That was kind of our
launch,” said Rudner. “We never officially
launched, because when you're a company of
two, every day is a launch.”

Things have changed dramatically since
then. “I spent the past year fully 100-percent
investing my time, no longer in corporate,
and Jamel’s working full time,” Rudner con-
tinued. “It’s a lot. Our days don't end. There’s
not a beginning, middle, or end; it’s just a
continuous flow. “Jamel’s day starts at 4:15
a.m. and goes to about 11 oclock at night.
My day starts at 6:30 a.m. and goes to about
2a.m.”

So much for that whole “stoner slacker”
stereotype.

JUST TWO GOOD

Citing Rudner’s design experience and his
background in sales, marketing, and content
writing, Ramiro said their meshed skill sets
create synergy. “A lot of people look at our
stuff, look at our branding, look at our pack-
aging, and they can't believe it’s just us two.”

Perhaps the dynamic duo is demonstrat-
ing a personal entourage effect, similar to the
way using whole-plant cannabis is known to
have a multiplier effect when THC, CDB,
terpenes, and other organic compounds in
marijuana all work in concert to amplify
their medicinal benefits. Indeed, the power
of whole-plant cannabis is central to Moon-
Man’s Mistress’s new CDB line, and it starts
from the ground up.

Rudner said she and Ramiro purposely
sourced from a simpatico “permaculturist or-
ganic grower from Sonoma County” who has

been farming for fifteen-plus years and “re-
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Jamel Ramiro and Liz Rudner

ally values the quality of whole-plant canna-
bis CDB. They're beyond organic. Our values
really aligned.

“The whole idea with the CDB line was
finding the right farmer and then develop-
ing cookies that were really a step above,” she
said. “A lot of people have nut allergies, so we
went with 100-percent seeds. There are a lot
of beneficial elements when it comes to seeds
for your body. So, we made the Star Cluster,
which is all superfood seeds. Then we made
the Solar Flare, which is a spin on a chocolate

chip cookie: a sunflower cookie.

SUPERFOOD SUPERSTARS

“As a national concern, our food industry
is really in pretty bad shape when it comes to
eating healthy and wellness,” said Rudner.
“We really want to focus on the preventative:
Where can we change your habits now versus
when you're really sick? We really believe that
our end-user is the most important person
in the framework. Human beings aren't scal-
able: You have one body, one life, and why not
take care of it> Which is why we source only
sustainable, organic, non-GMO, and pesti-
cide free. We use the best ingredients because
you only have one body.

“So, our biggest challenge is we're going
against people who have no problem crank-
ing stuffoutata very low price-point because
they don't care.”

Not caring obviously is not an option for
MoonMan’s Mistress’s owners. The com-
pany’s expanding product line is constantly
evolving as California embraces full recre-
ational legal status.

“The cannabis space is very saturated, so
it’s important that we're still one of those
high-level brands that’s all about educa-
tion,” Rudner said. “I think there’s still a
knowledge deficit around ‘what is healthy,’
especially if you are very patient-centric.
So, I think it’s important for us to still be
advocates for the patients at the end of the
day—and advocates for the wellness of the
community.”

Amplifying his thoughts,
Ramiro said, “I think ultimately what it

partner’s

comes down to is if you can eat well, you'll

move well. If you can move well, you can live
life well. That’s what we’re really just pushing
towards. We want to be preventative, and we
want to show there is a way to use real food as
medicine; to use cannabis as a superfood and
as a medicine.” @

Liz Rudner

Road to Wellness:
EATING (AND FEEDING) HER WAY
TO HEALTH

“Honestly, the idea | was able to heal my
body with food is such a great soap box
to be on—to show people that you can
do it, and that small adjustments make all
the difference.” So said Liz Rudner, whose
long, strange trip to health was a twenty-
year battle with Hashimoto’s and celiac
diseases, which included an overmedicated
childhood, adult obesity, and losing all
her hair at 28. Over time, she established
a healthy paleo diet, medicated with
cannabis, and learned exercise techniques
from business partner Jamel Ramiro. Now
Rudner’s mission is all about giving back
to others with goodwill, good food, and
medical cannabis.

“To see people over the age of 75 who
have been on compound medications
and just feel like shit all the time, to see
them feel better is amazing,” she said. “Or
working with a teenager who’s been jacked
on ADHD meds since they were seven, to
see their quality of life improve... You can’t
quantify that. It's literally like a MasterCard
moment: It’s priceless.

“To see people heal their bodies, it’s
magical, almost. We’re healers, not dealers.
That’s what I'm most excited about: the
people.”
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Howto Plan, Prepare
& Present to Finance
Your Mar1juana
Business - Part 11

BY SCOTT JORDAN

IF YOU ARE SEEKING FINANCING to start or expand your marijuana businesses,
there are three critical steps to success: Plan, prepare your documents, and present to the
right people.

In the previous article, I covered the planning phase and the importance of identifying the
right funding sources. In this article, we’ll cover the three keys for preparing your documents
based on how much money you need, the stage of your business, and your personal financial

profile:

bATHER

PREPARE DECIDE

YOUR FINANCIAL
DOCUMENTS

YOUR PACKAGE WHO TO
PRESENT TO

As you answer some important questions
about your business and research the types
of financing sources available, you will dis-
cover the differences between debt- and
equity-based lenders and which source may

be right for you.

Debt-based lenders are interested in
numbers and results. They are focused on
the five C’s:

®  CREDIT SCORE

e  CHARACTER
e CAPACITY TO REPAY
e  CASH FLOW

¢  COLLATERAL

To prepare for either funding source, you will
need to organize the following financials:

®  CREDIT REPORT AND SCORES

e TAX RETURNS AND KEY NUMBERS

®  PERSONAL FINANCIAL STATEMENT

®  BANKAND CREDIT CARD STATEMENTS

®  INCOME STATEMENT

®  BALANCE SHEET

®  CASH FLOW STATEMENT

Consider having a certified public accoun-
tant review or audit your financials before
you meet with prospective lending sources,
especially if you are considering debt-based
options. Lenders are specifically interested
in your balance sheet, income statement,
and liabilities to confirm you have the ability
to repay your loan.

Once you have prepared your documents,

start preparing your executive summary and

pitch. ]

READ PART | ONLINE AT: mgretailer.com

SCOTT JORDAN is the direc-
tor of business development for
Dynamic Alternative Finance.

He bhas arranged more than $24
million in loans and equipment leases for can-
nabis business owners over the past two years.
Jordan is a commercial finance expert known
throughout the marijuana industry. He has
been interviewed by Denver TV and radio
stations, authored articles, and been a featured
speaker at national conferences. Reach him at
303.754.2050 or s.jordan@dynaltfinance.com
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Strain Me Up

CALIFARI’S CANNABIS STRAIN POSTER SERIES MIXES
60S PSYCHEDELIC POSTER ART AND THE FINEST STRAINS ALL IN THE NAME OF
ART, CANNABIS, AND ROCK 'N ROLL.

BY ROB HILL

EFORE FOUNDING the branding/licensing/art ser-

vices company Califari, Jason McHugh, 48, was an en-

tertainment entrepreneur who had produced a handful of

TV shows, films, and music-based events. “I worked for
Perry Farrell and Lollapalooza producing a mobile prankster game
called Mindfield,” he said. He’s best known for producing the first
two feature films for Trey Parker and Matt Stone, Cannibal! The Mu-
sical and Orgazmo.

McHugh has been a cannabis lover ever since sneaking off to
Grateful Dead concerts in the 1980s. His early affair with recre-
ational marijuana evolved into a health-and-well-being lifestyle
“thing” that has been very empowering for the Californian.

“There were many years where I simply thought of myself as a
career stoner,” he said. “Now I understand that I was just following
my own personal compass to wellness.”

84 | mg

IN THE NAME OF CALIFARI

The name Califari emerged when McHugh was trying to define his
own unique set of spiritual values having lived in California for the
majority of his life. “I started delving into how most of my spiritual-
ity is driven by musical and artistic events that span from Reggae
on the River to Burning Man,” he said. “But Califari had to have its

own sacrament: cannabis.”

GOOD LOVIN’

The Califari Strain Series was inspired by the groovy psychedelic
concert posters from the 1960s, album art, and turn-of-the-century
produce art. “My parents founded the psychedelic poster and card
company East Totem West in 1967,” McHugh noted. “Many of
their prints are now on display at [the Museum of Modern Art in
New York City] as part of the '60s retrospective. The entire collec-



tion was acquired by the Victoria and Albert
Museum. My Dad liked to joke that East
Totem West was an advertising agency for
LSD, so it makes sense that I founded Cali-
fari, which is really an advertising agency for
cannabis.”

SAGES AND ARTISTS

Califari works with a handful of artists from
all parts of the globe, from India to Ireland
to North America. “I started by network-
ing with the artists who contributed to the
Primus Poster Tour Series and went from
there,” McHugh noted. “I also have a scout-
ing list I am constantly updating because
there is no limit to the styles that can apply
to the work we're doing. I am always on the
lookout for talented artists.” Strain Series
artists include Ron English, Jesse Hernan-
dez, Justin Hampton, Matt Leunig, Binx,
and Hide Your Toys, among others.

THE STRAIN IS THE DESTINATION

“The process begins with the name of the
strain and the obvious imagery it conjures
up,” McHugh said. “I create a conceptual
springboard document, and then I find the
artist who best pairs with the thumbnail
idea. Once the artist is selected, they are giv-
en the springboards and the keys to go create

something great.”

JOINT VENTURE WITH HARBORSIDE:
CANNABIS AND ART

“Wine and food pairings have become a
huge trend lately,” McHugh noted. “Well,
now Califari and Harborside are collabo-
rating to create the first-ever cannabis and
art pairings party. Partygoers can sample
Harborside’s Sour Diesel while gazing at the
original Califari Sour Diesel poster by Matt
Leunig. Then they can move on to sample
the next pairing station with another fantas-
tic strain. We have about twenty-two post-
ers in the mix so far.”

TRUCKIN’

“We are a small and still pivoting company
that has a presence in California and Colo-

rado with plans to keep our art on perma-

nent tour,” said McHugh. @

THE PROCESS BEGINS WITH THE NAME OF THE STRAIN AND THE
OBVIOUS IMAGERY IT CONJURES UP. | CREATE A CONCEPTUAL
SPRINGBOARD DOCUMENT, AND THEN | FIND THE ARTIST WHO
BEST PAIRS WITH THE THUMBNAIL IDEA. ONCE THE ARTIST IS
SELECTED, THEY ARE GIVEN THE SPRINGBOARDS AND THE KEYS
TO GO CREATE SOMETHING GREAT.”

—Jason McHugh, founder-at-large, Califari

Built to Last
IT'S ONLY CALIFARI (BUT WE LIKE IT)

CALIFARI IS THE FARMS OF HUMBOLDT AND THE SURF OF MALIBU.
It's the Z-boys of Dog Town and the mountain bikes of Marin. It’s Jerry
Garcia on Haight Ashbury. It’s Jim Morrison on Venice Beach. It’s Dr. Dre
straight outta Compton. It’s The Dude. It’s the first medical marijuana state.
It's behind San Rafael High school at 420 in the afternoon. It’s Jack Hehrer.
It's Tommy Chong. It’s Carl Sagan. It’s Snoop and Cypress Hill. It's weed. It’s
wax. It’s crumble. It’s hash. It’s in blunts. It’s in joints. It’s in brownies. It’s in
vapes. It’s in marijuana. It’s in California. It's Califari.

=
-
-
-
*
I
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CALIFARI
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Edibles Market: Washington State

Source: headset.io
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The 4.20 Bar

12.06%
Caremels
& Chews
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BASED ON JANUARY, 2017 SALES FIGURES

Edible Categor_y Growth NO.1 IN PRODUCT SALES

(1) Z0O0TS - ZootsBites Kokie Dough Blondies (20mg. 2 pack)
85 1 / O  UNITS:4.991 | EST SALES: $13,715.54
- AVG. WHOLESALE: $2.76 | AVG. RETAIL: $6.69

BASED ON JANUARY, 2017 SALES FIGURES

Sales vs Growth Last Year

HEADSET provides customized business intelligence for the cannabis industry. Its clients receive up-to-the-minute data—sales trends, emerging sec-
tors, hot products, and more—that help make business decisions Headsets proprietary data set helps clients identify new areas of opportunity, keep tabs
on the competition, and tailor product development to reflect actual, real-time consumer data. Headset delivers a seamless user experience, making it a
Pplatform clients use with ease and simplicity, not the steep learning curves common with other business software. headset.io

86 | mg
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Three-State Overview

Source: BDSAnalytics.com
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BDS Analytics aims to drive the cannabis sector to thrive with well-informed decisions based on factual data. By capturing millions of transactions
from dispensary point-of-sale systems they provide actionable insights based on accurate information enabling dispensaries, brands, and growers to

sustain their success. BDSAnalytics.com
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Horticulture

& Growing

TRIM TRAY o

Trim Tray is designed as a feather-light laptop trimming surface. The product
separates pollen while trimming. It also features a comfortable nonslip base,
150-micron stainless steel screen, magnifying card scoop, and two accessory
screens. THETRIMTRAY.COM

% THE LEAFTREE

Weighing only 6 Ibs. with dimensions
of 24 x 8 x 6 inches, The LeafTree
comes in a set of five and is an easy
and affordable way to make your
yields bigger and wider. Bulk order
discounts available.
THELEAFTREE.COM

SMARTBEE WATER CONTENT SENSOR MODULE

Irrigation timers are great, but they often are based on strict timing, not the
plant’s actually need for water. SmartBee Sensor Module irrigation controls
have been designed specifically to combine the benefits of timed feedings
while considering the amount of water. Once set points are put in place, the
Hive Gateway gathers and interprets sensor data and waters accordingly.
SMARTBEECONTROLLERS.COM

0G TEA COMPANY: &=
ROOT WEBSTAR

The founder and Chief Executive Of-
ficer of OG Tea Co., based in Sonoma,
California, learned the process of
veganic growing from the “old-school
growers” in Utah. Root WebStar is

an exotic blend of mycorrhizal fungi
propagules designed for stimulating
rapid root growth. Best to use at the
beginning of the growing cycle with
rooted seed or clone, the product
works with every nutrient regimen and
every growing technique.

OGTEA.COM

GROSENSE HANDHELD R

The new GroSense HandHeld meter is an ideal measuring instrument for

= growers, enabling precision irrigation through a more accurate measurement.
It offers users of the Grodan sytem with a detailed disply of the water content
(WC), the EC, and the tempature of the stone wool substrate.

GRODAN.COM

88 } mg Are you interested in having mg feature your product? Connect with us by emailing: editorial@cannmg.com



INTEGRA

BOOST

IDEAL HUMIDITY FOR STORAGE

R.H. TOO HIGH

« Mold & Mildew Will Occur

MAINTAINS & ENHANCES

« Color
« Aroma
« Flavor

R.H. TOO LOW

« Brittle Buds
« Dry Buds
« Loss of Potency

®

REGULATE YOUR R.H. LEVELS WITH INTEGRA BOOST

« We Offer 55% RH & 62% RH Packs
« Hands-Free Monitoring

« Non-Corrosive Solution integrahDDSt_cnm
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' PRODUCTS

Hard Goods

TRUFFLY MADE

Looking for an easy way to make custom THC truffles? The Coronado,
California, company Truffly Made’s silicone truffle molds are your best shot.
The patented mold design eliminates the need for hand-rolling and making or
buying shells. Truffly Made molds are the only molds that allow you to easily
pop out a truffle in a one step process.
TRUFFLYMADE.COM
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EASY GRINDER GOLD .
VAPE PEN °

Not only is the Easy Grinder Gold one
good-looking vape pen, but it also

is, yes, a grinder. With the simple
touch of a button, Easy Grinder’s
unique grinding chamber provides a
customized level of grinding power.
Easy to clean; easy to use.
EASYGRINDER.COM

CHIEFTON APPAREL w2

If you are looking to stock cannabis-related apparel (hoodies and T-shirts),
Denver-based Chiefton Supply Co. has got you covered, literally. Their mission:
make apparel that allows both medical patients and recreational enthusiasts
the opportunity to represent the industry in a progressive and professional
manngr. GHIEFTONSUPPLY.COM

MARLEY NATURAL
WATER PIPE

Marley Natural’s elegant line of
smoking accessories are not only
smokingly cool but also will liven

up any coffee table. Featuring plush
black walnut stems and handblown
borosilicate glass, the Marley Natural
Water Pipe make the ritual of smoking
a bespoke experience. 11.8” high x 5”
diameter base; 1.5 Ibs.
MARLEYNATURAL.COM

PUFFCO PRO 2 =

Designed for the person on the go, the Pro 2 has been completely redesigned.
Coated in a bespoke brushed stainless steel finish, 2 is not only slimmer and
more discreet than its predecessor, but it also comprises only three pieces—
mouthpiece, chamber and battery—which have been redesigned to produce
a better experience. PUFFCO.COM
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FROM PHILLIPS & KING - .

FOR THE FORWARD THINKING RETAILER

We've been the leading distributor to smoke shops for 110 years. Now Phillips &

King is bringing you a one-stop shop for high quality glass, vaporizers & accessories.

PK)FWD

&ADWMONOF 800-532-4427

PHILLIPS & KING WARNING: USING THIS PRODUCT WILL EXPOSE THE USER TO CHEMICALS KNOWN TO THE STATE

INTERNATIONAL OF CALIFORNIA TO CAUSE CANCER OR BIRTH DEFECTS OR OTHER REPRODUCTIVE HARM, PKFO RWAR D X C O M
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Show us some love! #mgmoment




HONORING THOSE
WHE SERVED
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O0.PENVAPE IS DONATING $1
FROM THE PURCHASE OF THESE BATTERIES T0

GROW FOR VETS USA

SHOP NOW AT OPENVAPE.COM
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Presenting:

pay(Qwick’s New Soulmates
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<

888-PAYQWICK

888-729-7942
FeoREmAQ

Coming Soon to a Cash Register near you.

With PayQwick’s fully integrated payment, cash management and now merchant services platform,
you can accept electronic payments from your customers, allowing you to reduce cash transactions,
diminish your risk of theft and violent crime and best of all, significantly increase your sales!
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' OPINION

The New Administration

WON’T TRUMP MARIJUANA'S MOMENTUM

BY KENNETH J. BERKE AND SAHAR AYINEHSAZIAN

016 WAS THE YEAR OF MARIJUANA. After
sweeping victories in November elections, 28 states
and Washington, D.C., now allow medical or adult
recreational marijuana use. The presidential election
also established a conservative administration that some fear
could reverse marijuana’s momentum. However, the Trump
administration’s  statements about marijuana, marijuana’s
profitability, and the ramifications of eliminating state legal
marijuana industries all indicate compliant marijuana businesses

and the financial institutions that service them are safe.

JEFF SESSIONS
Though new U.S. Attorney General Jeff Sessions has long been a

marijuana opponent, his responses to marijuana inquiries at his

confirmation hearing reveal he will take a reasonable stance on can-
nabis. When asked about marijuana, Sessions stated that, while the
guidelines in Deputy Attorney General James M. Cole’s 2014 mem-
orandum Guidance Regarding Marijuana Enforcement (the “Cole
Memo”) are “truly valuable,” he “won’t commit to never enforcing
federal law.” The Cole Memo seeks to preserve federal resources by
protecting state-licensed marijuana businesses that follow its eight
enforcement priorities. Sessions reiterated this objective, stating en-
forcement is “a problem of resources for the federal government.”
Sessions’ reference to resources is especially significant, because
marijuana’s current federal safeguards, such as the Rohrabacher-
Farr Amendment, prohibit the Department of Justice from using its
resources to “prevent any [state] from implementing [its] own laws
that authorize the use, distribution, possession, or cultivation of



medical marijuana.” (Consolidated Appropriations Act, 2016, Pub.
L. No. 114-113, § 542.) In August 2016, the United States Court
of Appeals for the Ninth Circuit further bolstered the amendment,
citing “at a minimum... [the amendment] prohibits DOJ from
spending funds...for the prosecution of individuals who engaged in
conduct permitted by the State Medical Marijuana Laws and who
fully complied with such laws.” (United States v. McIntosh et al.,
Case No. 15-10117, --F.3d --, 2016 WL 4363168 [9th Cir. Aug. 16,
2016]).

Sessions also indicated he will defer to the president on marijua-
na, stating “it is not the Attorney General’s job to decide what laws
to enforce.” Such deference is encouraging, since President Trump

believes marijuana is a states’ rights issue.

cc

MARIJUANA’S PROFITABILITY IS NO SECRET.
IN 2016, THE U.S. LEGAL MARIJUANA MARKET
WAS WORTH ROUGHLY $6.7 BILLION. THAT
NUMBER IS EXPECTED TO RISE TO $21.8 BILLION
BY 2020, GENERATING IMMENSE TAX REVENUE.
—Kenneth J. Berke & Sahar Ayinebsazian

PROFITS

Marijuana’s profitability is no secret. In 2016, the U.S. legal mari-

juana market was worth roughly $6.7 billion. That number is expect-
ed to rise to $21.8 billion by 2020, generating immense tax revenue.

Washington State, which legalized recreational marijuana in
2014, collected approximately $265 million in marijuana taxes in
2016. Colorado’s 2016 marijuana tax revenue totaled more than
$150 million from $1.1 billion in sales. Oregon’s first year of legal
recreational sales in 2016 generated more than $60 million in taxes.
By 2020, California is expected to collect $1.1 billion in marijuana
taxes annually.

State regulators use marijuana taxes to fund education, law en-
forcement, drugged-driving prevention programs, and health and
social services like mental health and drug counseling. Consequent-
ly, Sessions will be hard-pressed to eliminate an industry that gener-
ates such substantial tax revenue, since this will severely harm state

economies and impair social welfare.

RAMIFICATIONS

Medical and adult recreational marijuana legalization has created
strictly regulated industries dedicated to eviscerating the marijuana
black market, keeping marijuana away from minors, and deterring
drugged driving and illegal transactions. Successful legal marijuana

industries like Washington’s require all marijuana sales be tracked
from seed to sale, making it nearly impossible for licensees to per-
form illicit transactions like money laundering and tax evasion.
State regulations also mandate retailers and dispensaries promi-
nently label all marijuana products with warnings like “for use only
by adults 21 and older. Keep out of reach of children” and “marijua-
na can impair concentration, coordination, and judgment. Do not
operate a vehicle or machinery under the influence of this drug.”
(WAC 314-55-105 (11)(d)-(e).) In turn, marijuana-related arrests
“have plummeted...saving [states] millions of dollars,” according
to the Drug Policy Alliance report So Far, So Good.

Financial institutions servicing these highly regulated busi-
nesses play a significant role in industry compliance and the public
safety. To abide by the federal Financial Crimes Enforcement Net-
work’s marijuana banking guidelines, financial institutions per-
form extensive “Know Your Customer” diligence, ensuring their
marijuana clients comply with state law and do not invoke any of
the eight enforcement priorities listed in the Cole Memo. Addi-
tionally, financial institutions promote public safety by reducing
marijuana cash and its accompanying dangers.

Should Sessions eliminate state-regulated marijuana industries
and prosecute legally operating marijuana businesses and the fi-
nancial institutions that service them, such action would detract
from the federal government’s objective of destroying the marijua-
na black market, putting drug cartels out of business and promot-

ing public safety.

SOLUTIONS

The Trump administration’s statements about the marijuana in-
dustry indicate meticulously compliant marijuana licensees will be
safe and remain lucrative clients for the banks serving them. While
it is unclear how state legal marijuana industries will change, if at
all, it is now more important than ever for marijuana businesses to
strictly comply with all federal and state laws and regulations and
for financial institutions to perform thorough and continuous due
diligence. This includes ensuring marijuana business pre-package
all marijuana before sale to consumers and track all marijuana sales
using the state-mandated software system, and do not use virtual
currency, like Bitcoin. To make compliance easier, marijuana busi-
nesses and the financial institutions that serve them can work with
compliance platforms like PayQwick, which ensures licensed mar-
ijuana businesses follow all applicable federal and state laws and

regulations. @

KENNETH ]. BERKE is the co-founder and CEO of
PayQwick Inc.

SAHAR AYINEHSAZIAN is the director of regulatory
and governmental affairs for PayQwick. payqwick.com

95



www.CropKingSeeds.com
World Class Cannabis Seeds

CALL TODAY: 1-844-276-7546
LOCAL: (604) 563-0291

SAVE

0%’

o CANNMG

AT CHECKOUT



%% o ) AWERNG * DUARF LOW gy

>
~ ONLINEORDER

WLAR
S CANIMG (e P8 L FOR OUR FULL SELECg,

AT CHECKOUT

BLUEBERRY WHITE COOKIES TRAIN WRECK CROWN ROYALE DWARF LOW FLYER

www.CropKingSeeds.com

™/ ’ﬂ =\

WordlClassiCannabisiSeeds



BENEEITSIVOU/CANBUY!

When you choose any of Advanced Nutrients’ pH Perfect® Base Nutrients, you will also

receive 5 Benefits in 1 that are included

in ever

bottle at no additional cost...

~ Other companies might charge hundreds of dollars for the same benefits these products

= brin you, but they're all included as part of the standard formulations in each of our
S >3 cup-winning, plant-specific base nutrients. The

e

1. Wet Betty

Wet Betty is.a non-ionic surfactant
(also called o wetting agent) that
lowers the surface tension of your
nutrientich water, allowing easier
spreading and uptake of nutrients
into your plants. That means your
plants get the nutrients they crave
faster and more efficiently than ever before.
Plus, scientific testing by the leading plant PhD in
surfactant studies shows Wet Betty (by itself) consistently
increases plant growth by an average of 6%!

2.F1
Short-chain Fulvic Acid is still not 100% understood scientifically,
but it directly stimulates plant growth and is 1,000 times smaller than
humic acid— making it easily utilized by your plants. Fulvic Acid is also
a natural chelator that gives you quicker nutrient absorption, transport,
and enhanced cellular metabolism.

3.H2
Introducing long-chain Humic Acid fo your root zone is like building a
“condominium complex” for beneficial bacteria and fungi, giving them
an optimal structure to flourish in.

AGAIN YOU CAN'T BUYTHESE 5 BENEFITS IN 1-THEVRE OUR

o J o L NS

A

~ Many athletes s-t-l'pplement with

amino acids fo help fuel muscle
growth because they're the essential
“building blocks” of protein. In the
same way, your plants benefit from
amino acids! The broad spectrum of
20 amino acids in Advanced Nutrients
base nutrients fuel metabolic pathways
for enhanced essential-oil production and are crifical to the construction

Amino Acids

'\
|

 of cell walls in stems, leaves, and flowers.

5. Balance-Free pH Perfect® Technology

When you use any Advanced Nutrients base nutrient, the pH
Perfect® Technology inside automatically stabilizes and locks in
your pH within the optimal range (called the “sweet spot”) of pH
5.5—6.3—and keeps it there for one week. No more pens. No
more meters. No more being chained fo your nutrient reservoir,
checking and adjusting pH, because the scientific formulation does
it for you. Plus, with a theoretical absorption range between pH 1
and pH 10 —this technology acts as a built-in safety net ensuring
your plants can always feed and even if some error or bad water
source takes the pH above or below where it should be, you'll still
be able to turn a good crop.

GIFT TO GROWERS EVERYWHERE AND INCLUDED AT NO COST IN EVERY

<. 00000

Ask your local hydroponic retailer
GRONER GUARANTEE| about what pH Perfect® Base Nutrientsx
-100x MM BAK - | can do for your garden today!

= Advanced Nutrients

Raising the Bud Weights... and Reputations... of Top Growers



