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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
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Since 2004

To find the manufacturer from China

2
t Shenzhen Transpring Enterprise Ltd.

NCIA sponsor member =300 employees, 5000m? workshop
1 ) US top essential oil brands supplier =1,000,000 A3 cartridges produced every month

ONE DAY DELAY, 1% LESS PAY
ORDER GUARANTEE:
If your order not finished as promised,

compensation shall be offered.

www.transpring.com

Transpring China

Alan Zhang

@ +86 755 27823701-208

@ market@transpring.com

@ 384F, 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)

Ted Nicols

@310 844 7671

.wholesale@medepen,com

@ 1732 Aviation Blvd, Ste 317, Redondo Beach,
CA 90278

https://transpring.en.alibaba.com ® 00
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Gorgeous Goals

Yummi Karma is creating
female-friendly products
that change the way we
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' EDITOR’'S NOTE

Continental Divides

PEOPLE OUTSIDE THE INDUSTRY TEND TO TALK about it as though it is a
singular entity, a homogenous thing: the cannabis industry. The mainstream media regularly
uses this fiction to label a presumed collective emotional state shared by everyone work-
ing in the space: The industry is worried about Jeff Sessions cracking down. The assumption

is understandable. We're trained to think of industries as coordinated systems of business
even when individual companies are in intense competition with one another, assuming at
the very least the industry protects its collective interests.

But cannabis is different, and always will be different from other industries, so many of
which fall into systemic routines of eventual and inevitable boredom. Why would this crop
be any different? The closer we look, the more we find, and the deeper we look, the deeper
we will always need to look. The plant does not simplify upon closer inspection, but bour-
geons into escalating complexity. Our lizard marketing brains may process only THC and
CBD, but our personal chemistries understand the vastness of the possibilities before us.
The place where cannabis lives within us is beyond words and labels, which is why so many
people over so many millennia have had such an intimate and health-giving relationship
with it.

That the laws of man divide us unnaturally does nothing to negate the plant’s singular

ability to interact so beneficially with so many people in so many ways.

/ e

Tom Hymes

(¥recycle

When you have finished with
this mogozine please recycle it

tom@cannmg.com

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.

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.
nor their employees accept any responsibility whatsoever for their activities. All letters sent to mg magazine will be treated as unconditionally assigned
for publication, copyright purposes and use in any publication or brochure and are subject to mmg magazine’s unrestricted right to edit and comment.
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STRESS LESS.

It's time to scrap the sticky tools, >
forget your stray shatter, and s
do away with dust bunny dabs.
Make it easy on yourself
with the clean, one-click
solution for dabbing.

THE DABARATUS.

Sesh without the mess.
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INGENIOUS

Marc'Keith, owner of Okanogan Highlands Cannabis;stands %
“zin the doorway of his cave-like cannabis garden structure: : .
g 4
2 ;t\ll_)'uried freight shipping container designed and built with

(S‘rganjq architectural principles in mind.
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Harvest

All the news that’s fit to smoke.

* DRIVE-THRU OPENS
* GOVS WRITETRUMP
* FLYING WITH GRASS
e WEED FOR EPILEPSY

INTERNATIONAL CHURCH
OF CANNABIS HOSTS FIRST
‘INVITE-ONLY’ SERVICE ON 4/20

DENVER— Denver has a new must-see attraction
that could become the best sort of habit to have: The
International Church of Cannabis, which has the locals at
OurCommunityNow.com very excited. A recent profile
gushed about the “refurbished 113-year-old church in the
West Washington Park neighborhood... The moment you
step inside, youre greeted by a barrage of colorful imagery
from floor to ceiling. The congregation are referred to as
Elevationists, a fitting name considering their message and
their sacrament,” which involves providing “a home to adults
everywhere who are looking to create the best version of
themselves by way of the sacred plant.”

The church got a lot of media attention in the lead-up
to its opening on 4/20, which originally included a plan to
invite anyone over the age of 21. That idea was not to be.

“When city officials caught wind of the group’s plans, they
put the kibosh on public access to any events or ceremonies
involving cannabis consumption,” reported The Cannabist.
“Instead, officials made clear in a meeting Monday with
church leaders such events must be private, invitation-only
functions.”

Unbowed, the faithful modified the service. “At 4:20
p-m., Elevation Ministries leader Steve Berke called on
the approximately 70 congregants in the main sanctuary
to join him in silence with their sacrament,” continued The
Cannabist. “As lighters flicked, pungent plumes rose from
the wooden pews up into the rafters painted with rainbow-
colored geometric designs.”

More information about the Elevationsists can be found

at Elevationists.org.




Legalization of medical marijuana could
impact West Virginia’s opioid crisis

CHARLESTON, W.Va.— And the beat goes on. West Virginia is the twenty-ninth state to
enact some form of cannabis legalization and regulation. In the Mountain State, they’re taking
it one step at a time. “It will allow vaporization, along with pills, oils, gels, creams, ointments,
tinctures, and other liquids,” reported Vox. “But it doesn’t allow smoking pot, and it doesn’t allow
dispensaries to sell edibles. Qualifying conditions include terminal illnesses, cancer, HIV/AIDS,
epilepsy, PTSD, and severe pain—all of which are standard for state medical marijuana laws.”

Still, the benefits to the state could be transformative. “West Virginia is the state hit hardest
by the opioid epidemic, with the highest opioid overdose death rate of any state in the country,”
noted Vox. “That makes it all the more urgent for the state to try different ideas to combat the
epidemic, including medical marijuana.”

Cannabis, after all, is a safe and immeasurably more effective treatment for chronic pain than
prescription painkillers. Added Vox, “If some pain patients shift over to marijuana from opioids

once pot is legal, it could save some lives. Indeed, the research suggests that states with laxer

medical marijuana laws have fewer opioid deaths than they otherwise would.”

THC Design collaborates with chef
David Schlosser on CBD salad

LOS ANGELES— Even in the unpredictable world of
cannabis, a picture is worth a thousand words. Such is
the case with the photo above, of a special salad made
with great care for a special individual. All we know
about how the TCH Design/David Schlosser salad came
to be is from Ophelia Chong of Stock Pot Images, who
told mg, “Seth Jennemann and | were having dinner
at Shibumi and | approached David Schlosser the chef
about a collaboration, and the salad was born. David
mentioned that he wanted to create a salad for Susan
Sarandon made partially of cannabis leaves, and from
there he got a tour of the facility and was handed leaves
for the first salad.” The result is the CBD salad, made
with Chino farm greens, cannabis leaf, hemp seed avo-
cado, and CBD tincture.

MELISSA
ETHERIDGE
SMOKES WEED
WITH HER KIDS

HIPVILLE— Not much to see
here, but it's worth a mention
because...well, it’s about Melissa
Etheridge, who recently told Yahoo
that she has smoked cannabis with
her adult children—18-year-old
Beckett and 20-year-old Bailey, of
whom she shares custody with ex
Julie Cypher.

“Cannabis is a part of my life,”
said the Grammy Award-winner
and cancer survivor. “When the
family’s there, once everybody gets
to sleep, it’s our time. It's Mama
time... We take a bath every night
and smoke, talk, wind down, and
sleep a very, very good night’s
sleep.”

Again, not much to see, but a
reaffirmation  nonetheless that
Etheridge is one of the world’s most
truthful cannabis activists.

Happy Mother’s Day, Melissa!

74

(Source: Civilized/PBS Research)
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' HARVEST NEWS

AMERICA’S FIRST
DRIVE-THRU CANNABIS
SHOP OPENS ON 4/20

PARACHUTE, Colo.— In another 4/20
first, the nation’s only drive-thru cannabis
dispensary opened for business on the nug
holiday, and business could not have been
brisker. “A steady flow of cars waited around
the block Thursday afternoon outside the
Tumbleweed Express to be among the first
customers of the town’s new, and the state’s
first, drive-thru marijuana retail store,”
reported VailDaily.com. “The event drew
food trucks, camera crews filming for the
Today Show and other national programs.
Despite a little rain, nothing was going to
spoil the grand opening that has turned a
local shop into an industry forerunner.”

“I didn’t set out thinking this would
be national news,” said Chief Executive
Officer Mark Smith. “I didn't have some
big epiphany. I just saw a need for our
customers.”

Located in a former car wash,
“Tumbleweed Express will be the first
recreational marijuana shop to have cars
pull into the building, thereby complying
with state marijuana laws,”noted VailDaily.
com. Even so, for regulators it’s something
new. “As far as I can tell, we are not aware
of this business model ever coming up
before,” Robert Goulding, spokesman for
the Marijuana Enforcement Division, told
the told the Post Independent. “It will have
to follow all the rules and regulations that

apply to every dispensary.”

4 POT-LEGAL STATES TO
TRUMP ADMINISTRATION: PLEASE DO
NOT UPSET THE STATUS QUO

WASHINGTON, D.C.— Following a ratcheting up of anti-cannabis rhetoric from the
Trump administration, the governors of four states that have legalized recreational
cannabis use sent a joint (pun intended) letter dated April 3 to Attorney General Jeff
Sessions. The letter seeks assurances he will “engage with us before embarking on any
changes to regulatory and enforcement systems.”

Far from hoping to advance the legalization ball, the short missive seeks to maintain
the status quo by keeping two key federal guidelines in place. Regarding cannabis
laws these states have crafted to meet specific concerns of the federal government,
the governors insisted “The balance struck by the 2013 Department of Justice Cole
Memorandum has been indispensable—providing the necessary framework for state
regulatory programs centered on public safety and health protections.”

They further claim the Cole Memo and “related Financial Crimes Enforcement Network
(FinCEN) guidance provide the foundation for state regulatory systems and are vital to
maintaining control over marijuana in our states. Overhauling the Cole Memo...would
divert existing marijuana product into the black market... Likewise, without the FinCEN
guidance, financial institutions will be less willing to provide services to marijuana-
related businesses, [forcing] industry participants to be even more cash-reliant...”

The governors ended the letter optimistically, saying they “stand ready to have further
discussion on how these important federal policies work in our states,” but the request
either fell on deaf ears or arrived too late. On April 16, Sessions issued his own memo to
U.S. Attorneys announcing the creation of a “Task Force on Crime Reduction and Public
Safety,” one mission of which will be to review “existing policies in the areas of charging,
sentencing, and marijuana to ensure consistency with the department’s overall strategy
on reducing violent crime and with Administration goals and priorities.”
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' HARVEST NEWS

Cannabis-based medicine
may halve seizures for people
with tough-to-treat epilepsy

BOSTON— Results from a “randomized, double-blind, placebo-controlled
study” presented last month at the American Academy of Neurology’s 69th An-
nual Meeting in Boston indicate cannabidiol (CBD) has the potential to cut sei-
zures in half for children and adults with a severe form of epilepsy called Lennox-
Gastaut syndrome (LGS).

“Nearly 40 percent of people with LGS, which starts in childhood, had at
least a 50-percent reduction in drop seizures when taking a liquid form of can-
nabidiol, compared to 15 percent taking a placebo,” reported ScienceDaily.com.
“When someone has a drop seizure, their muscle tone changes, causing them to
collapse. Children and adults with LGS have multiple kinds of seizures, includ-
ing drop seizures and tonic-clonic seizures, which involve loss of consciousness
and full-body convulsions. The seizures are hard to control and usually do not
respond well to medications. Intellectual development is usually impaired in
people with LGS.”

'The site added, “Those receiving cannabidiol were up to 2.6 times more likely
to say their overall condition had improved than those receiving the placebo,
with up to 66 percent reporting improvement compared to 44 percent of those
receiving the placebo.”

Most people reported side-effects, including “94 percent of those taking the
higher dose, 84 percent of those taking the lower dose, and 72 percent of those
taking placebo, but most side effects were reported as mild to moderate. The two

most common were decreased appetite and sleepiness,” noted ScienceDaily.com.

mg

MOST AMERICANS
APPROVE OF PRO
ATHLETES USING

CANNABIS FOR PAIN

SPORTSVILLE, U.S.A.— Professional sports
organizations may have differing policies when
it comes to testing athletes for cannabis use,
but Americans by and large seem unequivo-
cal about the subject: They do not care. In fact,
according to a Yahoo/Marist Poll conducted in
March, “69 percent of the 1,122 adults ques-
tioned would have no problem with athletes
using marijuana to recuperate from the physi-
cal impact of their sports. Twenty-six percent
of respondents said they disapproved, while 5
percent said they didn’t know.”

That liberal view extends to the athletes’
personal lives. “The same poll found that simi-
lar proportions of Americans did not have a
problem with athletes using marijuana for rec-
reational purposes,” noted Yahoo Sports. “The
most likely people to lose respect for athletes
who use marijuana were older (52 percent of
respondents 70 and older), political conserva-
tives (47 percent) and those who have not tried
marijuana (43 percent).”

The poll was released on the heels of
comments by NFL commissioner Roger
Goodell that he “may be open to negotiating
with the NFL Players Association to alter the
league’s policy when it comes to marijuana
usage among players. Marijuana is currently
banned by the league, but players not in the
substance-abuse program are tested for rec-
reational drugs only once per year in a testing
period that lasts from April 20 to early August.”

If there is a statistic that defines the direc-
tion the NFL inexorably must move, it is that
only nine teams play in a state where medici-
nal marijuana use is not permitted.
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' HARVEST NEWS

SURVEY

More than half say
they’ve flown with
cannabis in the U.S.

THIRTY-FIVE THOUSAND FEET— More than half the re-
spondents in a survey by MissTravel.com said they’ve packed can-
nabis when they’ve flown in the United States, reinforcing the fact
that flying with flower in the second-most-popular way to enter
the Mile-High Club. Results from the popup survey of 5,000 Mis-

sTravel.com members are:

Have you ever flown with marijuana within the U.S.?
YES: 2,639 (52.20 percent).
NO: 2,608 (47.80 percent).

Have you ever traveled with marijuana overseas?
YES: 527 (10.04 percent).
NO: 4720 (89.96 percent).

o | ] | ]
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' HARVEST BUSINESS

GENERAL CANNABIS ANNOUNCES
69% ANNUAL REVENUE GROWTH

DENVER— General Cannabis Corp has announced financial results for the year and
quarter ended December 31, 2016.

“Our year-over-year revenue growth of 69 percent and quarter-over-quarter revenue
growth of 13 percent comes from both organic growth and a full year of expanding the
businesses we launched in 2015,” said Chief Executive Officer Robert Frichtel. “With
twenty-eight states and the District of Columbia now having legalized medical marijuana,
of which eight states also legalized recreational use, there is a tremendous opportunity for
us to significantly expand our business in 2017.

“We also have been focusing on managing our operating costs and expenses, and
incurred only an 11 percent year-over-year increase, even as our revenue grew,” he added.
“We have demonstrated our ability to acquire and develop substantial companies that
serve this rapidly expanding industry.”

GeneralCann.com.

leaflink

LeafLink raises $3M to expand
geographically

NEW YORK— Business-to-business cannabis e-commerce platform LeafLink has closed a
$3 million seed round led by New York’s Lerer Hippeau Ventures, a tech-focused venture fund
with early investments in companies including Oscar Health, Casper, Warby Parker, Venmo, and
Buzzfeed. Additional participants include strategic investors from both inside and outside the
cannabis space, including Casa Verde Capital, Phyto Partners, Wisdom VC, and Wan Li Zhu and
Paul Ciriello of Fairhaven Capital.

LeafLink, which is live in Colorado and Washington, will use the funds to expand its marketplace
for brands and dispensaries into newly legal markets.

Cannabis retailers previously managed their ordering process through emails, texts, and phone
calls with a decentralized web of cannabis flower, edible, concentrate, and topical vendors. With
LeafLink, they can place all their orders in one legally compliant shopping experience. The
vendors then manage incoming orders using the platform’s suite of business tools, including
customer relationship management, data reporting, order status tracking, and fulfillment queue.

LeafLink.com

Former NFL
star Reggie
Williams is Pure
Ratios’s brand
ambassador

LOS ANGELES — Philanthropist and former
NFL player Reggie Williams, for whom cannabis
provided relief after years of excruciating pain,
has signed on to become a brand ambassador
for Pure Ratios.

A linebacker with the Cincinnati Bengals from
1976 to 1989, Williams played most of his career
on a bad knee, enduring twenty-four surgeries,
massive infections, and osteomyelitis. At one
point, his doctors feared the only solution was
amputation, but instead Williams found relief in
the consistent application of Pure Ratios topical

patches.
“m trying to be an advocate for natural
medicines,” said Wiliams, “through the

combination of scientific research, to ensure the
best combination of THC and CBD are utilized to
benefit the patient.”

PureRatios.com

— Melissa Etheridge, on smoking cannabis
with her adult children
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women

GROW/

LEAH HEISE STEPS DOWN AS
CEO OF WOMEN GROW

NEW JERSEY— Maryland regulatory compliance attorney Leah Heise
and has stepped down as chief executive officer for Women Grow,
effective immediately. Heise is the recipient of a Maryland dispensary
pre-approval and will depart from her role as CEO to focus on the
requirements to open her family-owned business. She will retain
equity in the company and continue to vote along with Women Grow
stakeholders on certain major decisions regarding its organization and
expenditures.

“We fully support Leah on her decision to step down as CEO,” said
Jane West, founder of Women Grow. “Although saddened, we respect
her decision and wish her the best as she focuses on her dispensary.
We see this opportunity as yet another example of women making
powerful moves within this industry.

“During Leah’s time with Women Grow she made incredible strides
in restructuring our organization and elevating our mission to another
level,” West continued. “We greatly appreciate her leadership and look
forward to hearing more from her in the near future.”

Chief Operating Officer Kristina “Kay” Neoushoff has stepped into
the interim CEOQ position and will continue to cover the day-to-day
operation as well as implement plans to expand the organization’s
mission of educating, connecting, inspiring, and empowering
diverse leaders for the industry. She also will continue to develop the
company’s infrastructure, oversee the development of financial and
marketing strategies, and implement growth-oriented changes.

WomenGrow.com

Nappy Roots drop by The Nug Nation
for epic interview

DENVER— American southern hip-hop group Nappy Roots
stopped by The Nug Nation studio recently to be interviewed by
fictional TV personality and news anchor Bong Burgundy in the
bathroom. The stinky and possibly offensive interview released
in mid-April on The Nug Nation spin-off show, Potty Talk
with Bong Burgundy, in what Bong described as “the funniest
interview I've ever done.”

“Getting to work with the guys from Nappy Roots was an
epic and memorable experience,” said The Nug Nation show co-
creator Mikey Peterson. He also said he sees an emerging pattern
of interest from members of the entertainment industry. “We've
gotten calls from other artists who want to be part of The Nug
Nation series, and we welcome it with open arms.”

TheNugNation.com and NappyRoots.com

KUSH BOTTLES, HIGH TIMES ENTER
STRATEGIC PARTNERSHIP

SANTA ANA, Calif.— High Times has tapped Kush
Bottles to be the packaging partner for its series of
U.S. High Times Cannabis Cup trade shows. Hosted
in states that have legalized medical cannabis pro-
grams, the Cannabis Cup is the world’s leading can-
nabis trade show, celebrating the emerging industry
through competitions, instructional seminars, expositions, celebrity appear-
ances, concerts, and product showcases. Kush Bottles will provide high-end,
branded glass jars and bags for all Cannabis Cup entrants at every U.S Can-
nabis Cup trade show during 2017.

“We are delighted to partner with High Times to provide our premium can-
nabis packaging to their Cannabis Cup events, which are the most established
in the industry and have been operating for almost three decades,” said Kush
Bottles CEO Nicholas Kovacevich. “Sponsoring this industry-leading event will
expose leading cannabis companies to our wide range of packaging products
and service offerings and is expected to significantly raise our profile among
our core target customers.”

KUSH BOTTLES

KushBottles.com
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BLOOM FARMS DONATES 500,000
HEALTHY MEALS IN CALIFORNIA

SAN FRANCISCO— Bloom Farms has donated
its 500,000th healthy meal to the state’s nonprofit
food banks in April 2017. For every Bloom Farms
product sold, the one-for-one cannabis business
donates money to food banks across the state
to cover the cost of sourcing and distributing a
healthy meal to a family or individual in need.

One Bloom Farms item sold has equaled one
healthy meal donated since it started its one-
for-one program in December of 2015. The Bay
Area company is on target to reach one million

donated meals by Thanksgiving 2017.

“True corporate responsibility involves invest-
ing equally in the success of your business and
the social good,” Ray told his staff this week.
“It’'s always been important to me that Bloom
Farms grows into a different kind of cannabis
company, and | couldn’t be prouder of this team
and this very important milestone.”

In addition to its one-for-one program, Bloom
Farms gives its staffers four hours of paid vol-
unteer time every month to dedicate as they
see fit—and many of them choose to spend
those hours working in one of the organization’s
partner food banks. It’s that bilateral dedication
that has made a lasting impact at these cash-
strapped nonprofits.

getbloomfarms.com

identify best practices for their business.

| GUARDIAN
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Cannabis Benchmarks, Guardian
Data Systems partner on

business intelligence
STAMFORD, Conn.— Cannabis Benchmarks, a division of New Leaf Data

Services, and Guardian Data Systems, an enterprise resource planning and point-of-
sale solution provider, have partnered to bring real-time transaction and cost data to
cannabis businesses. The partnership will enable Cannabis Benchmarks to expand its
data-collection system while providing Guardian Data Systems’s software clients with
access to real-time aggregated data on wholesale prices and cultivation costs.

By capturing data directly from Guardian Data Systems software, Cannabis
Benchmarks will deepen its data set, collecting more granular, real-time price and cost
data. This critical data will allow cultivators and retailers to manage inventories and buy/
sell transactions with greater transparency into local prices and trends. The partnership
also will enable cultivators and investors to make more informed business decisions
about cost-saving strategies to enhance return on investment.

Guardian Data Systems’s clients, through a new service called Guardian Tracker, will
have access to aggregated data in addition to their own data, which will allow them to
illustrate, graphically, how their operations compare to other operators and help them

SYS5STEM  ESc=EFEFFf77=

CannabiusBenchmarks.com

LEAFLOCKER INTRODUCES
CHILD-RESISTANT
PACKAGING

AURORA, Colo.— LeaflLocker has released a
new line of child-resistant and senior-friendly
packaging for the global market: The Lea-
fLocker SlideBox. The company intends for
the patent-pending design to become the
standard-bearer of safe and responsible can-
nabis packaging. The product is certified child-
safe and senior-friendly under Code of Federal
Regulations (CFR) Title 16, Part 1700.
“Successful manufacturers of cannabis
products understand the importance of as-
sociating their brand with a total commitment
to safe and responsible consumption, and that
starts with safe and responsible packaging,”
said Andy Heins, Leaflocker Vice President of
Sales and Marketing. “We all know that there
are many advocacy groups and lawmakers
looking for any reason to place stronger regu-
lations—or even a total prohibition—on the
industry. Cannabis companies must take every
precaution to protect against accidental con-
sumption and keep cannabis out of the hands
of children. It just makes sense to utilize child-
safe packaging for all cannabis products, even
in state and local jurisdictions that have not yet
implemented safe-packaging regulations.”
The SlideBoxCR allows for easier fulfillment
and lower labor costs for production, improved
selling experience for dispensaries and bud-
tenders, and a more premium unboxing ex-
perience for consumers. It also represents a
more earth-friendly option for child-resistant
packaging than many other alternatives.
TheLeafLocker.com
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' EVENTS CALENDAR

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

HIGH TIMES CANNABIS CUP
JUNE 3-4

Sonoma County Fairgrounds, Santa Rosa,
calif.

Featuring competitions, seminars, expositions,
celebrity appearances, concerts, and product
showcases, the Cannabis Cup is where the
cannabis community comes to network and
celebrate.

CGannabisCup.com

THE 420 GAMES

JUNE 10

Sellwood Waterfront, Park Portland, Ore.
The Four-Twenty Games is the ideal event for
anyone who wants to exercise, listen to some
beats, learn about cannabis, and partake in one
of the fastest growing industries in the world.
420games.org

CANNABIS LIBERATION DAY
JUNE 11

Flevopark, Amsterdam, Netherlands

Holland’s largest cannabis event celebrates its
ninth year with a stage program, artists, speakers,
DJs from around the world, a hemp market, a
vape lounge, and mouthwatering food and drink.
CannabisLiberationDay.org

NCIA’S 4TH ANNUAL CANNABIS
BUSINESS SUMMIT & EXPO
JUNE 12-14

Oakland Convention Center, Oakland, Calif.
Hosted in the epicenter of the cannabis
movement by the industry’s only national trade
association, this award-winning event brings
together the industry’s brightest minds.
CannabisBusinessSummit.com

CANNABIS WORLD CONGRESS

& EXPO

JUNE 14-16

Jacob K. Javits Gonvention Genter, NYC
Attend this event if you’re employed in the industry,
a business owner, interested in starting a business,
or provide private equity/investment resources or
professional/business services.

CWCBexpo.com

MARY JANE CANNABIS EXPO
JUNE 16-18

Funkhaus, Berlin, Germany

With 150-plus national and international exhibitors,
Mary Jane Berlin is Germany’s biggest cannabis
exhibit/festival, featuring live concerts, lectures
about the plant, and a bevy of food stalls.
MaryJane-Berlin.com

INTERNATIONAL CANNABINOID
RESEARCH SOCIETY SYMPOSIUM
JUNE 22-27

Le Centre Sheraton Montreal, Quebec, Canada
This will be the 27th-annual ICRS Symposium about
the cannabinoids. The ICRS is a non-political, non-
religious group dedicated to scientific research in all
fields of the cannabinoids.

ICRS.co

THC FAIR

JUNE 24-25

Tanana Valley Fairgrounds, Fairbanks, Alaska
You'll find hemp and cannabis products, accessories
and tools, grow and harvest equipment, and more

in the expo hall, as well as sessions about growing,
medicinal benefits, Prop. 91, and more.
THCfair.com

STAY CURRENT ON ALL INDUSTRY EVENTS: mgretailer.com
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DISPENSING MEDICINE WITH

Laurel Cleveland

OF VELA

IKE MANY BUDTENDERS, Laurel Cleveland, 25, became a budtender to make
people happy. Before selling cannabis, she sold coffee and was a stylist at a commercial
photography studio. Then, in August 2016, she made aleap to Vela, where she serves as

a budtender and the creative director.

“Ilearned the art of arrangement through years of industrial design classes,” Cleveland noted.

“Sometimes I styled up to 300 items a day.”

1 | THINK EXCEPTIONAL SERVICE, EVERY TIME,
IS THE NAME OF THE GAME. | MAKE IT A POINT
TO LEARN MY CUSTOMERS’ NAMES,
ANSWER ALL THE QUESTIONS THEY’RE SHY TO ASK,
ASK THEM ABOUT THEIR PASSIONS, AND ALWAYS
BE GENUINE. WE ARE BUILDING
RELATIONSHIPS WITH THE COMMUNITY.

HOBBIES

Hula hooping to keep me active, especially in
the sun. Painting, photography, and film to keep
me in a creative state of mind.

TRAINING

| was trained at Vela and Theorem. Their teams
were extremely knowledgeable and more than
willing to talk for hours about the intricacies of
our industry. | love the fact that my co-workers
are consistently teaching each other. There are
always new things to learn when | start a shift
with them—everything from the science of the
plant to new laws and regulations.

KEEPING CUSTOMERS HAPPY

| think exceptional service, every time, is
the name of the game. | make it a point to
learn my customers’ names, answer all the
questions they’re shy to ask, ask them about
their passions, and always be genuine. We are
building relationships with the community.

THE SHOPPING EXPERIENGE

Vela focuses on making sure our guests can
easily peruse our product sections with help
from the Spectrum. The Spectrum is our
experienced-based, way-finding color guide.
There are four categories: Indica, Indica Hybrid,
Sativa Hybrid, and Sativa. We call them Hush,
Unwind, Flourish, and Ignite. This way, as
customers look at the cards they can see where
that product lies on the Spectrum.

FUTURE

Cannabis has always been one of my passions,
a borderline obsession, and | can’t think of any
other industry I'd rather be involved with. My
future goal is to normalize cannabis throughout
the United States while also staying true to the
loving, creative, and thriving cannabis culture
we all love. @

& CLEVELAND'SLAW %
:l:f., What I've Learned ...".":
.‘J ® & 0 0 0 0 0 0 o c.
“Everyone’s experiences are differ-
ent. Never assume what works for
you is going to work for everyone.”

00000 0000000000000 0000000000000000000000000000000000000000000000000000000000000000000000

Vela: 1944 1st Ave. S, Seattle, Washington 98134 | Motto: “Elevate your day.” | Weedmaps Rating: 5 stars | VelaCommunity.com
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CLEAN, BRIGHT, AND FRESH MOCA MODERN CANNABIS DISPENSARY BLENDS IN
WITH CHICAGO’S HIPPEST NEIGHBORHOOD.

HAT eventually would

become MOCA Modern

Cannabis began in the

fall of 2013, shortly after
the Illinois legislature passed the Medical
Cannabis Pilot Program to start in 2014.
Danny Marks, a bar owner in Chicago and
now the owner of MOCA, wanted to get
a license.

“The landlord for one of the bars I own,
Emporium, was a lifelong pharmacist and
pharmacy owner, and I asked him if he
would be interested in becoming a part-
ner,” Marks recalled.

|mg

MOCA MODERN CANNABIS

2847 W. FULLERTON AVENUE
CHICAGO, ILLINOIS 60647
(773) 722-6622

MODERNCANN.COM

However, there was an immense amount
of competition for licenses, and a ton of red
tape. Eventually, Marks was successful be-
cause he “had a great team and we applied
to locate in a location where we already
lived and worked.” Next up was endearing
themselves to the community where, over-
all, they have been very well received.

“I feel like this [cannabis legalization]
is one of the most important changes hap-
pening in our country today,” Marks said.
“From opioid deaths to prison populations
to the economy and taxes...it’s all ad-
dressed in cannabis legalization.”



DESIGN

Clean, bright, and modern with pops of neon.
“We wanted it to feel fresh and new but still
fun,” Marks noted. “I wanted to avoid stoner
clichés but also not make it boring or stufly.
Our location is in the hippest neighborhood
in Chicago, so I wanted a space that felt very
fresh and of-the-moment.”

BUDTENDER REQUIREMENTS

“Vast cannabis knowledge and experience,
compassionate interpersonal skills, reliabil-
ity, detail-oriented, take themselves, and the
industry, seriously,” said Marks. “Our bud-
tenders are on the front line of a revolution,
and that is not to be taken lightly. We need to
be compassionate to sick people, but we also
need to make sure we are representing canna-
bis legalization in a responsible manner. We
can't afford a single misstep if this is going to
succeed.”

WHAT’S SELLING

“It has been interesting to see it evolve,
Marks said. “Illinois is not Colorado or Cali-
fornia, so there has definitely been a learning

”

curve for our patients. Overall, we are about
50 percent flower and 50 percent everything
else. Illinois cultivators really do an excellent
job of creating pure products and are getting

more ambitious in trying new things.”

EXPANSION

“We have some California things in the
works and are looking at other opportunities,
as well,” said Marks.

SALES GROWTH

“Things have ramped up alot since we opened
in February 2016,” Marks said. “Sales have
grown steadily, considering Illinois has only
about 12,000 active patients. General rule of
thumb for margins I see statewide, with many
exceptions, is an approximate two times
markup from wholesale to retail, although
with [IRS code] 280E we are still losing a lot
of money despite operating at a profit.” @

NUMBEROF
EMPLOYEES:

11

AVERAGE
PATIENTS PER DAY:

— Rob Hill

OUR BUDTENDERS ARE

ON THE FRONT LINE OF A
REVOLUTION, AND THAT IS
NOT TO BE TAKEN LIGHTLY. WE
NEED TO BE COMPASSIONATE
TO SICK PEOPLE, BUT WE
ALSO NEED TO MAKE SURE
THAT WE ARE REPRESENTING
CANNABIS LEGALIZATION IN

A RESPONSIBLE MANNER. :

WE CAN’T AFFORD A SINGLE &

MISSTEP IF THIS IS GOING [ &l : =
TO SUCCEED. '

= e .-.m' |

—Danny Marks
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The 5 biggest challenges to opening a dispensary in Illinois are...

ILLINOIS has very strict
rules regarding approved
conditions and other patient
stuff, so the patient counts
are a fraction of what they
should be in a large-popu-
lation state.

MARKETING restrictions.
Google and Facebook
blacklist all cannabis com-
panies from advertising;
state advertising restric-
tions are ambiguous.

THE many regulations in
lllinois make it hard to plan
and invest in the future.
280E, combined with am-
biguous state and federal
legislation, make running a
cannabis business in lllinois
challenging.

NOT only do all medical
marijuana employees need
to be licensed, all dispensa-
ries must be under 24-hour
camera surveillance, and
workers at dispensing and
cultivation centers must
undergo criminal back-
ground checks.

AN entrepreneur must have
at least $400,000 in liquid
assets before applying.
Fees eat up an additional
$60,000.
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Twist and Save
time, money;, hassle

KEIRTON INC.'S TWISTER TRIMMER LINE FOCUSES ON
HELPING GROW YOUR ROI.

UR CORE CUSTOMERS range from recreational hobby growers to commer-
cial producers in over twenty countries,” said Marketing Manager Rachel Turner.

The T2, launched in 2007, can produce seven pounds of wet product or 11 of
dry product in one hour. Lining up two in tandem can more than double output.

“T2 is a solid piece of well-engineered machinery,” Turner said. “It has watertight electri-
cal features, which can be power-washed for a quick cleaning after a hard day’s work.”

The T4 launched in 2014 with a few tweaks. Its modular design and lighter weight make
it easier to move and scale up or down in a customized fashion. Its user-friendly design al-
lows four pounds of wet trimming or five pounds of dry trimming in a single hour. Assembly
and takedown for cleaning can be done tool-free in just a few minutes. Distinctive rotation
technology makes the machine adaptable for use on a broad variety of plants, too.

A dry tumbler option allows quick clean-up of dried flowers and buds while maintaining
a gentle and clean cut in the finished product.

“As with all of our machines, the hopper and adjustable feet make for a trim tailored ex-
actly to your needs,” Turner said.

THE T6
The T6, Twister’s most versatile machine to date, is expected to debut May 20. Constructed
of high-performance materials and featuring a plug-and-play interface, the tabletop T'6 was
designed with the home-grower in mind.

“After months of perfecting your home grow, simply allow the T6 to crown it with the

perfect home trim,” Turner said.

TRIMMING SUCKS!

Known primarily for its world-class trim-
mers, Keirton experienced unexpected suc-
cess in another area: merchandise. Accord-
ing to Turner, the company’s “Trimming
Sucks!” and “Machines Don’t Need Lunch”
T-shirts have been a huge hit with custom-
ers and, oddly, hand trimmers. (Both shirts
may be purchased on Keirton’s website.)

Turner also said sales are growing every
month. Keirton currently employs thirty-
five people and plans to hire more in 2017.
“Get the right people in the right place with
the right tools, and something special hap-
pens,” Turner said.

Founded in 2007, Keirton has grown
quickly in the past few years as the legal mar-
ket expanded worldwide. Turner said the
company has seen solid growth in both the
commercial and home-grow sectors and has
responded by scaling quickly and expanding
its product line.

“We want any size of grower to be able to

reap the benefits of harvesting automation,”
she said. @ — Rob Hill

“AFTER MONTHS OF
PERFECTING YOUR HOME
GROW, SIMPLY ALLOW THE
T6 TO CROWN IT WITH THE
PERFECT HOME TRIM.”

—Rachel Turner, marketing manager,
Keirton Inc.

TwisterTrimmer.com
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' SPOTLIGHT LIGHTING

LED Grow Lights Come
of Age at Spectrum King

AND THE INDOOR CANNABIS FARMERS SAID, “LET THERE BE LED LIGHT.” AND THERE WAS LED LIGHT,
AND IT WAS GOOD. BUT NOT RIGHT AWAY.

OUNDED THREE YEARS AGO by former growers

who wanted a high-quality, lower-cost lighting source for

indoor farming, Spectrum King LED has been on a mis-

sion to make that goal a reality. And the future is looking
brighter all the time.

Not that it wasn’t darned bright right off the bat. Spectrum King
LED was profitable in its first year, said Chief Executive Officer
Greg Muller, who added, “We've seen the business continue to ac-
celerate. We expect to nearly triple sales this year over last and an-
ticipate substantial growth going forward for the next three to five
years, at least.”

Spectrum King’s lofty trajectory is boosted by its strategic part-
nership with big-time LED chipmaker Cree, as well positive cus-
tomer word of mouth, a clear yet technically sophisticated website,
and successful products like the SK600 (“the world’s brightest and
most efficient LED grow light”).

LED (light-emitting diode) grow lights long have held great
promise: They use a fraction of the power and produce far less heat
than the traditional high-intensity discharge (HID) lighting preva-
lent in the cannabis industry. LED lights also create far less toxic
waste than spent HID bulbs, which dump thousands of metric tons
of mercury and aluminum oxide into landfills and aquifers. Still,

| mg

changing technology in an established market where customers are
set in their ways is never easy, especially in an industry that’s been
flying under the radar for decades.

Rami Vardi, Spectrum King’s chief financial officer and founder,
was a grower for thirteen years and a success in the commercial LED
lighting field for nine years. He was obsessed with cracking the LED
grow light problem in a way that benefits farmers, retailers, and the
environment. But solving the puzzle wasn't easy. Many lighting
companies have tackled the problem of matching HID lighting’s in-

tensity and proven growing spectrum, with mixed results.

THE LIGHT BULB OF DISCOVERY

An avid technologist with a background in engineering, Vardi has
built computers since he was a teen. He approached the LED grow
light problem with a scientist’s zeal and a grower’s patience, first try-
ing to reproduce the blue and red spectra plants crave for photosyn-
thesis. Vardi spent two and one-half years researching every imagin-
able configuration but was never able to replicate what worked best
in his garden: 1,000-watt high pressure sodium bulbs, which pro-
duced successful yields for vegetables and cannabis. Then the light
bulb of discovery turned on. Literally.

“Six years ago, I decided to mimic the HPS light—that ugly yel-
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' SPOTLIGHT LIGHTING

low-orange lamp people are used to,” he said. “As soon as I took an
LED and started to do these white-dominant yellow lights, I started
to have a ton of success. Then I began dissecting the HPS spectrum
even more. When you look at the HPS spectrum, which none of us
can deny is a successful bulb, it’s 90-percent yellow. But if you look
at chlorophyll absorption maps and PAR (parabolic aluminized re-
flector) charts, using the yellow light goes against what plants want.
You can say that all you want, but the very successful HPS bulb is
90-percent yellow.”

What that means, he continued, is “the whole LED industry had
been going against what works in the grow industry for decades and
decades. I decided to mimic the spectrum of the HPS bulbs, and
we've had a lot of success with it. If you look at the Spectrum King
LED spectrum chart, you can literally overlay the HPS bulb. Every-
thing that s in the HPS bulb is inside our product...and some more.

“We broadened the spectrum out. But, most importantly, what I
tell growers is if you can find everything in your LED that’s in your
HPS bulb in terms of intensity with the

to reach customers: 1) Set up good programs for hydro stores and
maintain those relationships; 2) sell directly to end consumers on-
line through the Spectrum King website (SpectrumKingLLED.com);
and 3) custom installs for large commercial grows that look to be an
increasing part of their business going forward.

“Of course, in any kind of competition, you’re only as good as your
last day,” he clarified. “So, we have to address and embrace continu-
ous innovation. We want to continue to bring new products to the
forefront that bring added value to the consumer. And if we're doing
that, we're already on a good path.”

NEWER, BIGGER, MORE

Spectrum King’s good path for 2017 includes several new products
hitting the market. Among them is a new version of the SK600: the
600Plus, which produces a 20-percent brighter output for the same
energy usage. They’re also developing a special greenhouse version
of the 600Plus with minimal shadowing that provides the proper

spectrum greenhouses need for their crops.

same exact spectrums, you will have your-
self a successful harvest.”

THE BOTTOM LINE IS THE BOTTOM
LINE

Even though LED grow lights are finally
coming of age, the cost of changing an ex-
isting setup to LEDs remains significant.
Still, based on reduced power consump-
tion and other cost factors, Spectrum King
estimates customers would see a return
on investment within eight to thirteen
months after a switch-over. Add in that

Spectrum King’s LED grow lights main-
tain their illumination level over the long
haul, losing only about 1 percent of their lighting capacity per year,
and the potential savings start to pile up.

CEO Muller acknowledged that while most of the market is still
in HID lights, customers are starting to recognize the high built-
in costs that make traditional methods “much more expensive when
you add in electricity, bulb costs, and disposal. It really comes down
to total cost of ownership.”

Muller also cited a second competitive advantage of Spectrum
King’s cooler-running LEDs: Lights can be placed closer to the crop
canopy without burning out the trichomes and terpenes. The end re-
sult is improved potency—i.e., a higher quality crop—which should
mean bigger profits for growers.

“Between those two very important levers, our value proposition
is that we offer a solution to reduce your cost substantially—any-
where from 50 to 70 percent—when you consider HVAC and just
general wattage drop,” he said. “And the second advantage is just
having a product that you can sell for more money.”

Muller said Spectrum King employs a three-pronged approach
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“THE WHOLE LED INDUSTRY
HAD BEEN GOING AGAINST WHAT
WORKS IN THE GROW INDUSTRY

FOR DECADES AND DECADES.”

—Rami Vardi, Spectrum King LED CFO
and founder

Among the other products coming soon
is an upgraded version of the 100-watt
lamp that will produce 140 watts. The
company also plans to introduce an LED
UV finisher light that will help people get
a higher potency boost in the last couple of
weeks of flower.

Part of what gives most of Spectrum
King’s products a turbo boost is high-pow-
er chips that provide an intensity advantage
over other LED grow lights. According to
Muller, competitors typically utilize me-
dium-power or low-power chips. Thanks
to the strategic alliance with billion-dollar
LED chipmaker Cree, Spectrum King
is on the cutting edge of LED grow technology and poised to stay
there. That’s right where CFO Vardi (who is something of a high-
intensity advantage himself) wants to be.

“We think of ourselves as a technology company, a solutions com-
pany, not just a LED grow light company,” he said. “The Cree LED
alliance is a great deal. There’s not another LED light company that
can say they have the actual chipmaker, a multibillion-dollar com-
pany, that’s supporting them and backing them with the technology.
Every horticultural technology now coming out of Cree is passing
through our desk, because we’re helping design it.

“Case in point: We're joint-patenting some new phosphor to really
basically output the sun,” he added. “Yes, we’re working on bringing
the sun to an LED chip. Because at the end of the day, what spectral
output has the best frickin’ relationship with every single species on
this planet? The sun, baby. You didn’t have to go far to research that
one. Justlook up.”

Indeed, and things clearly are looking up for Spectrum King
LED. @ — Jefferson Reid

Spectrumkingled.com
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Ge S Goals

Will cannabis provide the first opportunity for women to build a
billion dollar industry with no glass ceiling? The women of Yummi

Karma think so.
BY JOANNE CACHAPERO
PHOTOGRAPHY BY THOMAS O’'BRIEN
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THE WEATHER ON THE BEACH BOARDWALK next to Santa Monica Pier was remarkably summer-like on April Fools’ Day
2017—the date of the Los Angeles 420 Games. Four young, attractive women in T-shirts and shorts looked utterly normal at the beach...
except for the staffing-a-booth-at-a-medical-cannabis-fair part.

“It was all women coming up, and then they were dragging their husbands and boyfriends over,” Chelsea Kitahara, Yummi Karma’s co-
founder and chief operating officer, said after the show. “It started with the women, but then it kind of spread to the men. They liked the lip
balm.”

YK’s chief marketing officer Kymber Ward is always tweaking, always looking for ways to get the brand more exposure. With a critical eye,
she added, “The thing I saw at the 420 Games, they didn't know how to use the products and they didn't understand why [cannabis-infused]
lotions, as opposed to using a regular lotion or lip balm or something. I did a lot of educating, like, ‘Do you know what an endocannabinoid
system is?’ They have no idea.”
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WOMEN OF SUBSTANCE

The “Yummi” part is easy to figure out. Kief-
dusted chips and popcorn are definitely
yummy—perfect with an ice-cold beer on
a warm, lazy day. And the new High Gor-
geous beauty line is full of flavor appeal, a
topical cannabis experience that’s sassy-
sensual with scents like Sugar High and
High-biscus.

But the “Karma” part? Think of karma
not as payback but as destiny, the reward for
hard work and ethical behavior.

“As women, we are more open to taking
risk, and I know that’s the opposite of con-
ventional thinking,” said Sofios. “But we put
products out because we believe in women,
and we believe they’re going to buy them.”

The team is dedicated to creating female-
friendly products made to change the way

As women, we are more open to taking risk, and I know that’s
the opposite of conventional thinking,” said Sofios. “But we
put products out because we believe in women, and we believe
they’re going to buy them.
—Alysia Sofios

women look at cannabis. They also believe
the cannabis industry is the right place and
time for professional, pioneering women
to build a billion-dollar industry from the
ground up—with no glass ceiling.

They know other women feel the same
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By noon, the Yummi Karma/High Gorgeous booth was run-
ning low on samples of High Gorgeous giveaway lip balms and
bags of Yummi Karma chips, handed out to a responsive crowd
of curious attendees. In addition to good aisle position, the YK
booth stood out in a sea of green, with its bright white and fashion
colors—perfect for the beach.

Curious sample-seekers stopped to talk to the Yummi Karma
executive team, in most cases without realizing with whom they
were speaking. Co-founders Chelsea Kitahara and sister and
Chief Executive Officer Krystal Kitahara, Chief Communications
Officer Alysia Sofios, and Ward were not mere “booth babes,” but
product-knowledgeable, professional, and friendly, working the
crowd like pros because, after all, that’s what they are.

After sampling the new cinnamon-bun-flavored Nice Buns cel-
lulite cream and Pina-Co-Cana Body Butter (both infused with
THC/THCA), some attendees asked about sunscreen, which
would have been great to have on such a high-UV-index day. The
situation made a good opening to tell people about High Gor-
geous sunscreen, which will be out this summer. The sisters Ki-
tahara, Sofios, and Ward barely had a moment to take in the big,

blue horizon over the ocean, with not a cloud in the sky.

way, like Bhang Chocolates owner Shanna
Droege. Gender aside, Droege is O.G. in her
own right as a cannabis professional and en-
trepreneur, and she’s started a buzz in a hive full of queen bees.

“Until we met Shanna, we really had the belief that all the advice we
got from people in the industry was we needed to be sexier. ‘Oh, wear
little shorts to your promo days,” Sofios explained. “And we weren't
comfortable with that. We kept feeling like we were a square peg in a
round hole until we met Shanna and she validated our feelings.

“That’s her message: We want women to be here, and we can work
together to elevate the status of the industry,” Sofios added.

Droege concurred. “We have to make this opportunity, and it’s
not just in the cannabis space,” she said. “It’s everywhere you look.
Look at the government. How many women are sitting there rep-
resenting us? They’re not. We have to step up and represent and be
strong, and we can do anything our male counterparts can do. We
just have to step up and make it happen. That’s what we’re doing.”

Droege became a cannabis professional by default. She and her
husband spent years practicing their craft the old-fashioned way:
on the underground market. Eventually, they owned and operated
eighteen dispensaries in Southern California. Once the legal Cali-
fornia market was allowed to organize, they parlayed their connec-
tions into Sol Distribution. In 2012, an opportunity to take over
Bhang Chocolates arose, so Droege and her husband took it.
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In spite of obstacles and because of sacrifices, Droege finds herself
in the position she’s in: the corporate head of a multi-million-dollar
cannabis brand and product distributor, plus wife and mother. So,
she figured she might as well own it. Part of that is working with
other women to help them own it, too. She laughingly refers to the
developing plans for taking her companies to the next level as “can-
nabis-world domination.”

Indeed, destiny may be playing a role. Through a series of personal
connections, Droege has been able to secure a long-term lease on
20,000 square feet of business space in one of twelve permitted busi-
ness facilities in Costa Mesa, California.

During the same period, the YK crew and Droege struck up a dis-
tro deal for YK’s already popular edible and tincture lines and, now,
High Gorgeous. After finding they share a similar visions for indus-
try women and female consumers, they’ve agreed to share the office
and production space. But that’s just the beginning.

The collaborative location will house an extraction facility, pro-
duction facilities, and a distribution center, with offices on the sec-
ond floor. The larger goal is to create a female-operated business
vertical, from grow through sales, made up of women-run and fe-
male-friendly businesses. Emerald Family Farms, located in Hum-
boldt County, has agreed to be part of the collaboration and will be
supplying exclusive flower crops for High Gorgeous beauty prod-
ucts, as well as the soon-to-launch HG signature vape, concentrate,
and flower line.

“That’s the big future push, but I think also building up other
women in the industry, working together and being able to see
the beauty in their product and also feel secure with myself still,”
Droege said.

Male-dominated business rhetoric she’s heard from men and oth-

er women sometimes makes her feel as though others are somewhat

suspicious of women banding together.

«y,

ve had people tell me, ‘Like, why are you helping those girls?’
I'm not helping them. They run their own business, and it’s a mutu-
ally beneficial business,” Droege explained.

“You mean, ‘Why am I working with them?’ As if we’re women,
so we can’t work together,” she continued. “There’s a lot of that,
and I’'m just not interested in it. I think they’re ladies, and I think
they’re smart, and they have a good product. [ Yummi Karma prod-
ucts] compliment my products, so why wouldn’t I work with them?
There needs to be more of that going on, because otherwise I feel
like everyone is fighting internally. Egos in the cannabis business...
nobody wants to work together.

“No, let’s work together and get to the next level,” Droege said.

She mentioned how many mothers and families are involved in
the industry and how often women are called on to run a cannabis
business out of necessity, with or without a partner. Droege believes
women are the backbone of families and society, and they have the
skills necessary to run the cannabis industry.

“Shanna is being humble, but she really paved the way for so many
women, and that was one of the things that drew us to her,” Sofios
said. “She told us stories about when people would be like, “‘Who’s
your owner, honey? I don’t want to put words in her mouth, but I
think that may be why she’s taken us under her wing: because she
sees we're facing the same challenges. She really did pave the way for

many of us.”

BRIDGING THE GENDER GAP

“It doesn’t come across right,” Krystal Kitahara said. “We've tried to
say this [before], and it'll sound like, “They only like to sell to wom-
en.’ But we want to sell to everyone.”

Sofios took a shot at explaining. “We like men,” she said. “We just

High Gorgeous Beauty Buzz i e g
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You could go to CV'S or, by saying you’re going to purchase
a product with cannabis in it, you can do your part to move

the whole cannabis movement forward.
—Krystal Kitahara
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have a culture here that’s very women-friendly, and we attract a lot of women who want to
come work for us, and we make products that we target women with. So, the people most
qualified to make those products are other women, and that’s kind of our culture. But if a
man could be like, ‘I know exactly what women are thinking, and here’s the next product
that’s gonna fly off shelves,’ we'd welcome that.”

Kymber Ward added, “It’s important to us what women think.”

In fact, the Kitahara sisters, Sofios, Ward and the rest of the team are tuned in to a mar-
keting reality: Women consumers behave differently from male consumers. Longstanding
market research has indicated the hunter/gatherer dynamic may be at play. When shopping,
men aim at a target and go get it, continuing to hit the same target until something causes
them to switch stores or brands. Women are more discerning and will shop around. They
must enjoy the sales experience, be educated about products, and establish trust in order for
brands to generate loyal consumers and repeat sales.

That’s important to businesses because, currently, the global economic power wielded by
women is estimated at $20 trillion, and that’s expected to increase to more than $30 trillion
in the next decade.

“It’s funny, but it’s like Shanna says: When they bring in the wholesale sheet now and list
all the products, all the male buyers say, ‘Uh, I want to see the lotion,” Krystal Kitahara said.
“That’s not how it was two or three years ago. We hear a lot of [men who own or manage
dispensaries] saying people have been coming in and asking about this stuff, but then, when
they finally see [the product] ...”
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Female Consumer
STATS

85%

of all consumer purchases in the U.S. are
made by women.

93%

of food purchases are made by women.

15%

of women identify themselves as the primary
household shopper.

200%

of products typically marketed to men are
purchased by women.

80%

of healthcare decisions are made by women.

68%

of new car purchase decisions are made
by women.

66%

of PCs are purchased by women.

92%

of vacations are organized by women.

Source: FONA International,
“Purchasing Power of Women,” Fona.com
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Coming Soon
FROM YUMMI KARMA

A HIGH GORGEOUS SIGNATURE VAPE LINE with flavored concen-
trates and brand-exclusive flower. Think flavors like Sugar High and
High-biscus and a vape pen with rose-gold cartridge and LED logo
light-up, in always-popular pink.

NEW HEADQUARTERS in a permitted 20,000-square-foot facil-

ity located in Costa Mesa, California, in collaboration with Bhang
Chocolate’s Shanna Droege, as well as other female-friendly cannabis
businesses.

IN THE FUTURE, THE YK CREW SEES A FLAGSHIP STOREFRONT
LOCATION with YK and High Gorgeous non-medicated merchandise;
eventually, an end-cap display at Sephora, next to other mainstream
lifestyle products.

It looks like their female-fueled business strategy may be start-
ing to work. One gets the impression the Kitahara sisters have been
strategizing for quite some time. Like the other members of the YK
team, they're literally and figuratively daughters of the first genera-
tions of American women to wield real economic power, as well as
benefit from women’s rights.

Krystal and Chelsea Kitahara’s mom inspired YK’s flagship tinc-
ture, Drift Away, which they formulated to help with her sleep is-
sues. Their dad, once a staunch anti-dope, conservative business-
man, is now their biggest public relations guy, forwarding emails to
the girls from his friends who have a variety of ailments and inquiries
about products.

Krystal Kitahara and Sofios worked together at a TV station while
Chelsea Kitahara was away at college in Oregon, majoring in psychol-
ogy and business. Ward, who worked for Edibles List after along stint
in fashion marketing, watched Yummi Karma grow from the early
days, until the opportunity came for her to join the company.

Finally, the budding executive team relocated, one by one, from
California’s Central Valley to Los Angeles, to share a house. Through-
out college, Chelsea Kitahara split her time between Oregon and Cal-
ifornia, pursuing her education while the position at YK waited. After
graduation, she moved to the L.A. house and took up residence on the
couch. Not long ago, Sofios moved into her own place. Despite—or
perhaps because of—living and working together, a real camaraderie
radiates from all of them.

“We really do work hard and play hard,” said Sofios, “and we genu-
inely do enjoy each other’s company.”

The newest member of the team is office manager Jerilyn Favia,
who joined YK in late 2016. After a sixteen-year career as an insur-
ance agent, Favia said she’s thrilled to be out of the cubicle and into a
work environment full of women, especially in the office-casual can-
nabis industry. She’s a mom and appreciates the time flexibility that
comes with the new job.

Men work at Yummi Karma, too—both of them in the warehouse.
One is Ward’s brother. Like with so many businesses in the cannabis
industry, nepotism is a way to make sure you're working with people
you can trust.

Krystal Kitahara pointed out a big part of the mission is to spread
the message of the benefits of not only cannabis, but also of support-
ing local, homegrown businesses that employ women and families.
Also, that consumers can “come out of the closet, so to speak,” and
help advocate for intelligent adult cannabis use.

“Our new slogan is ‘Be Brave; Crave’because we’re trying to refocus
people to be proud,” Krystal Kitahara said. “It’s a new time, a new era.
You can say, “Yeah, I'm a lawyer and I use cannabis lotion.” We're cre-
ating products you can use. You could go to CVS or, by saying you're
going to purchase a product with cannabis in it, you can do your part
to move the whole cannabis movement forward.”

Ward added, “Topicals are amazing.” The YK team members switch
easily into groupthink, sometimes finishing each other’s thoughts

and sentences.



“Once people understand that your body already creates [can-
nabinoids], and this is like a supplement; once people think like
that...,” Krystal Kitahara said. “That’s why we didn’t start with
vape pens or flower, because we knew we were going to target
women, especially elderly women. That was not the way to get
them to try cannabis. But to start with a lotion, then maybe they’ll
try the chips or popcorn, which is low-dose. Now, when they’ve
been around it and they feel comfortable, they might trust us as a
brand and purchase a vape pen to try it, because we’ve already laid
the groundwork.”

With High Gorgeous, the ladies are ready to go high profile.
They’re shopping a docu-series and producing a sizzle reel. The
pop-culture website POPSUGAR featured them and the beauty
products. The following week, they were scheduled to shoot some
video for the TV channel VICELAND. Even Bhang’s Droege,
who hasn’t been in the media spotlight much, is getting interest
from women’s magazines and lifestyle publication, with some help
from Sofios.

The sky’s the limit when you've got big, gorgeous goals. @

yummikarma.com
I/is it us highgorgeous.com
@ emeraldfamilyfarms.com
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WHAT YOU NEED TO KNOW
TO CREATE A SMART TRADE
CREDIT POLICY.

BY SAM FENSTERSTOCK, AG ADJUSTMENTS LTD.

E ATTENDED THE MJBIZ show in Las Vegas last fall and were
fortunate to speak with many companies that operate in virtually every
aspect of the emerging cannabis market. The one thing they all hoped for,

and felt confident would happen, is that the banking system will become
available to the industry sooner rather than later.

When that happens, business in the cannabis market is going to change dramatically.
Access to the banking system means access to trade credit. When trade credit becomes
available to growers, manufacturers, wholesalers, distributors and retailers serving the
cannabis market, things are going to change. At every level, the industry is going to have to
learn how to provide and deal with managing trade credit and its inherent risk.

What is trade credit? Trade credit is the credit extended by one trader to another for the
purchase of goods and services. Trade credit facilitates the purchase of supplies without
immediate payment. The system commonly is used by business organizations as a source of
short-term financing. It is granted to customers who have a reasonable amount of financial
standing and goodwill.
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Many of the growers and manufacturers we spoke to at MJBIZ, specifically those
operating in the Colorado market, already have bank accounts and are extending limited
amounts of credit. They accept checks (a form of credit) from their customers, and in many
instances, they give customers up to fifteen days to pay their bill. These companies, and
cannabis entrepreneurs, all agree: As the cannabis market matures, the business is going to
change. In fact, whether you recognize it or not, you already use some type of trade credit to
operate. Your rent is due monthly, your utilities are due monthly, etc. You are extended credit
on a limited basis to operate and grow your business.

More and more states are passing laws legalizing medical and recreational cannabis use and
companies entering the industry are going to want to access the credit markets and use this
money to fuel their expansion. A true trade credit system, at every level of the industry, will
need to come into existence. Mainstream corporate America operates in this environment
and the cannabis industry will as well. It’s just a matter of time. The financial underpinning
that guides the nascent cannabis market today will have to develop to meet the industry’s
growth needs. The way cannabis companies transact business is going to change, for the
positive, and trade credit will fuel its growth.

Federal regulations force most companies operating in the cannabis space today to deal
primarily in cash. If you look back at emerging industries, operating only in cash doesn’t
foster an environment for growth. Think of it this way: In a cash environment, a company
with $1,000 in cash can buy only $1,000 worth of goods, but in a trade credit environment
a company with $1,000 in cash and $2,000 in trade credit can buy $3,000 worth of goods.
Potential income from retail sales has tripled.

So, for the cannabis market to grow, it cannot be a cash-only business. Without a doubt,
the banking industry is on the side of the cannabis industry. Banks do not make money from
cash businesses. They want a part of the billion-dollar cannabis market, and they will exert
formidable pressure on federal lawmakers to reclassify marijuana as a legal substance, at least
under medical supervision. Currently, nearly 300 banks offer services to cannabis-based
businesses, but eventually the entire banking industry—more than 5,000 commercial U.S.
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banks—will join them. The question is, what must businesses do to
implement a trade-credit model that fosters sustainable growth? It is
imperative that companies understand how to create and implement
smart trade credit policies.

Companies that operate in the cannabis industry will migrate
toward a trade credit environment in which a grower grants credit—
with terms specifying three days to thirty or more days—to the
manufacturer, wholesaler, or distributor, who then grants credit to
the downstream entity that sells its products to dispensaries, who
retail the products to consumers. Or, a grower might grant credit
directly to a retailer. Growers, in turn, will be extended credit by their
suppliers: lighting companies, soil providers, packaging providers,
etc.

Once a company extends credit, it will need to manage accounts
receivable.

WHAT IS ACCOUNTS RECEIVABLE?

“Accounts receivable” refers to the outstanding invoices a company
has or the money the company is owed by the customers to whom
it has extended credit. Essentially, accounts receivable represent
the default risk borne by cash-only businesses. Accounts receivable
must be collected on a timely basis, and some number of customers
will not pay when their invoices are due. To operate in a trade credit

environment, cannabis market companies need to understand:

e WHY THEY NEED TRADE CREDIT AND WHAT ITS VALUE IS.

e HOWTO ESTABLISH A TRADE CREDIT EVALUATION POLICY
THAT ADEQUATELY CONTROLS RISK.

e HOW TO MANAGE CUSTOMER RELATIONSHIPS AND COLLECT
ACCOUNTS RECEIVABLES ON A TIMELY BASIS.

e WHATTO DO IFA CUSTOMER BECOMES DELINQUENT
OR REFUSES TO PAY.

ESTABLISHING TRADE CREDIT POLICY

In a mature industry, when a new customer wants to buy products
or services on credit, the seller goes through a specific process to
determine whether they want to extend credit and if so, how much.
To help in deciding, they may request the customer complete a credit
application and review and confirm the information it contains,
pull a credit report, review banking information, speak with other
companies about their experience with the customer, and/or request
audited financial statements.

In the cannabis industry, widespread credit granting has not been
the norm, and historical credit-related data on cannabis customers is
sparse. Therefore, when the ability to provide credit becomes available,
most customers will have no prior credit background or history.

Each credit grantor within the industry will need to develop
a credit policy that allows the company to meet its financial goals
while limiting risk. Per the Credit Research Foundation, a credit

policy, no matter the industry, must address the following questions:

e WHAT IS THE COMPANY’S MISSION?

e WHAT ARE THE COMPANY’S GOALS?

e WHOINTHE COMPANY HAS SPECIFIC CREDIT RESPONSIBILITIES?
e HOW WILL CREDIT BE EVALUATED?

e WHAT ARE THE COMPANY’S TERMS OF SALE?

e HOW WILL THE COMPANY HANDLE COLLECTIONS?

A credit policy should also be in writing, and it should be reviewed
and modified as conditions change.

WHAT IS THE COMPANY’S MISSION?

The mission statement can focus on many different areas depending
upon management’s main concerns with granting trade credit.
Remember, the area of the company most affected by the credit
policy is sales. So, defining the level of credit risk you are willing to
accept is a major component of a mission statement, as it directly
affects revenues and cash flow.

Many factors define a company’s mission, and some have nothing
to do with credit evaluation. The mission statement directly affects
credit policy, though, as it helps companies determine factors like
whether to:

e  EXTEND CREDIT TO ALL APPLICANTS REGARDLESS THEIR
BACKGROUND AND PAYMENT HISTORY WITH OTHER VENDORS.

e REQUEST CREDIT-, FINANCIAL-, AND/OR TAX-RELATED DATA.

e EXTRACT A PERSONAL GUARANTEE FROM THE COMPANY’S
OWNERS OR OFFICERS.

Those and other factors help ensure you only extend credit to
customers that represent prudent credit risks. Credit granting is a
company-specific decision, and the more you know about how your
company’s mission statement impacts the credit evaluating and
granting process, the better prepared you will be to establish and
implement a credit policy that works best for your company.

The mission statement also impacts the company’s position
regarding maintaining accounts receivable. The position will define

how much leeway the company can allow past-due accounts.

WHAT ARE THE COMPANY’S GOALS?

Specify how much risk you are willing to assume. Risk tolerance
places a limitation on the companies to which you are willing to
extend credit. If any level of risk is acceptable, you'll sell to anybody;
on the other hand, if only an extremely small risk is acceptable,
you'll sell to only certain types of companies. This decision is a major
factor in determining revenues generated by credit sales. Some of

the measures of risk that can be set as goals are:

e BAD DEBT AS A PERCENTAGE OF SALES.
e DAYS SALES OUTSTANDING (DS0), A MEASURE OF THE AVERAGE
TIME RECEIVABLES ARE HELD.
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e  PERCENTAGE OF RECEIVABLES ALLOWED TO AGE BEYOND A SPECIFIC NUMBER OF
DAYS (USUALLY SIXTY OR NINETY).

e ABUSINESS OWNER’S MINIMUM FICO SCORE, IF THAT WILL BE ACCEPTED IN LIEU OF
OR IN ADDITION TO A PERSONAL GUARANTEE.

e  FREQUENCY OF CREDIT-LIMIT REVIEW.

e DEDUCTIONS AS A PERCENTAGE OF SALES.

The applicable statement in the credit policy puts numbers to the above measures: “Our

goal is to limit bad debts to X percent of sales, DSO to X days, etc.”

WHO HAS SPECIFIC CREDIT RESPONSIBILITIES?
Most companies extending credit have a credit and collections department consisting of one
or more people who manage the credit-granting process. When a company starts to extend
credit, the structure of the department, including who reports to whom and what their area
of responsibility is must be determined. The authority for setting credit limits also must be
defined. For example, the credit manager may grant up to $10,000 in credit, but above that
the treasurer, chief financial officer, or owner must approve the contract.

Additionally, the criteria for delaying a sales order if a customer is slow to pay should be
specified, as well as who has the authority to waive any credit hold on orders. Also specify the
accounts receivables condition that triggers collection efforts and the circumstances under

which an account will be turned over to an external collection agency.

HOW WILL CREDIT BE EVALUATED?

As specifically as possible, a credit policy needs to address the minimum information credit
seekers must provide. Typically, the list includes:

e THE CREDIT SEEKER’S LEGAL NAME, ENTITY TYPE, AND TAX ID NUMBER.
e NAMES OF COMPANY PRINCIPALS.
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IN A MATURE
INDUSTRY, WHEN
A NEW CUSTOMER
WANTS TO BUY
PRODUCTS OR
SERVICES ON
CREDIT, THE
SELLER GOES
THROUGH A
SPECIFIC PROCESS
TO DETERMINE
WHETHER THEY
WANT TO EXTEND
CREDIT AND IF SO,
HOW MUCH.



HOW DO YOU HANDLE
ODOR CONTROL?

NCM provides our clients with environmental impact studies
focusing on the dispersion of odors, custom designed EPA tested
odor neutralizers and odor eliminating dispersion systems.
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ncmenvironmentalsolutions.com
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e APERSONAL GUARANTEE, IF THE CREDIT SEEKER’S
CORPORATE CHARTER SHIELDS OWNERS FROM LIABILITY.

e CONTACT INFORMATION INCLUDING TELEPHONE AND
FAX NUMBERS, BUSINESS AND PERSONAL EMAIL AND
HOME ADDRESSES FOR THE PRINCIPALS AND THE
ACCOUNTS PAYABLE MANAGER.

e  TRADE REFERENCES.

e BANKACCOUNT INFORMATION AND CONTACTS.

Determine how many of the above items must be satisfied before
setting a credit limit for an account. Conservative credit grantors
usually set a low limit for the initial purchase and don’t raise the limit
until they are satisfied the account is meeting and will continue to
meet payment requirements.

After receiving a credit application, verify the customer’s
information by calling references and contacting the listed bank(s).
Depending on the dollar amount requested, you also may want
to obtain information from external credit reporting sources like
Experian and Dunn & Bradstreet.

Credit accounts should be reviewed periodically to ensure the
customer is meeting his obligations.

WHAT ARE THE TERMS OF SALE?

Terms of sale should be specified on every invoice, as should
any penalties for not meeting payment criteria. An open line of
communication with customers is a must, especially with customer
unaccustomed to credit accounts.

Typically, payment-in-full is due between seven and thirty
days after a customer receives the merchandise (expressed as
“net [number of days]” on an invoice). Terms also may include a
discount for early payment. Inducement terms often cut the bill
by 2 percent for full payment within ten days; for example, “2
percent 10, net 30.”

Your credit agreement should specify any penalties delinquent
accounts incur—legal fees and collection costs, for example. Also
specify your right to establish the jurisdiction if legal action is
required to collect a debt.

HOW WILL COLLECTIONS BE HANDLED?
No matter how good your policy for evaluating creditworthiness,
some accounts will not pay on time and others will not pay at all.
Once you begin to use credit to fuel growth, you must factor debt
defaults against margins. Depending on your risk tolerance, this
can be a lot of money, and you can’t afford to have a significant
percentage of delinquent accounts. A documented collection
strategy is essential and should include when you will consider
an account severely delinquent and what you will do when the
inevitable occurs.

Typically, the same person or department that extends credit
also handles collection of delinquent balances. When that person

or people have exhausted all internal collection options (letters,
phone calls, etc.), it’s time to bring in a third-party collection
partner. Statistics indicate once an account is ninety days past
due, collections can be maximized with outside help.

There are two primary types of outsourced collection activity:
early-collect programs (commonly called “soft collections”) and
immediate-action programs.

Early-collect programs typically are employed by companies
without the manpower to manage day-to-day accounting as well
as delinquency problems. “Soft collections” providers function
as a customer-service department focused solely on encouraging
customers to pay their bills.

Immediate-action collection programs become appropriate
when a customer is more than 90 days past due, is no longer
purchasing from you, and has ignored all of your collection efforts.
That’s when to ask a “collection agency” to help. The older a debt
is, the harder it is to collect, so the sooner you place it with an
immediate-action collections partner, the better.

A good agency will make between ten and fifteen customer
contact attempts within thirty to forty-five days after receiving
the account. Your internal collector may not be able to devote
that much time to each delinquent account. Additionally,
the psychological and potential business reputation effects of
escalation to an outside agency can create an urgency to pay.

The goal of the agency is to get your money in the shortest
period, and preserve a good relationsip with our former customer.
A good collection agency should recover 40 percent or more of

what you are owed.

IN CONCLUSION

Once federal banking regulations change and companies serving
the cannabis market gain the same financial resources available to
the rest of corporate America, entrepreneurs will need to implement
formal credit policies that allow them to manage and grow revenue
in a trade credit environment. Establishing the controls necessary to
operate when credit and accounts receivable are commonplace will

set companies on the road to even greater profitability. @

SAM FENSTERSTOCK is SVP of
Business Development at AG Adjustments,

a provider of commercial collection services.

Previously, Sam was Director of Business

Development at  PredictiveMetrics, a

statistical-based credit and collection scoring
and modeling company that he helped grow

and sell to SunGard (FIS) in 2011. Sam can

be reached at samf@agaltd.com.
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A First-Timer's Guide

for Dispensaries,
Patients, and
Customers

VERYTHING OLD IS NEW AGAIN—especially the cannabis consumer.

Even old-timers steeped in the culture have had a precipitous learning curve with

legalization and thousands of new products. Edibles> CBD? Dabs and vape rigs?

Oh my. So, imagine what it’s like to be a total newbie, walking into a dispensary
for the first time.

Like other popular products with a long but dubious pedigree (think alcohol), there is a
predictably robust market now that legalization is evolving and expanding. Old and new
consumers alike are curious, but what trends are vendors and marketers seeing in consum-
ers? How do you make sure the new consumer experience leads to repeat business?

“Since Prop. 64 passed, we are seeing an influx of newbies and we are really excited about
it,” said Mikayla Kemp, training manager for MedMen, located in West Hollywood, Cali-
fornia. “There is definitely more interest in trying cannabis and exploring the different uses,
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and we still get the regular patients who
come in knowing exactly what they want.”

MedMen Marketing Director Daniel Yi
added, “Before Prop. 64, MedMen West
Hollywood was averaging about eighteen to
nineteen new patients daily. Since passage of
Prop. 64, the daily average of new patients is
twenty-five.

“We don'’t think all of that increase is due
to Prop. 64,” Yi said. “The dispensary had
been increasing new patient count even be-
fore. But we do hear anecdotally that with
passage of Prop. 64, a lot more people who
were thinking about getting their physician
recommendation felt more emboldened to
do so.”

PERSONAL TOUCH
MedMen’s customer experience begins with
its storefront location on busy Santa Mon-
ica Avenue. Featured on local news during
election night last November, MedMen re-
peatedly was referred to as having an “Apple
Store feel,” all light woods and open, airy at-
mosphere. Red-shirted budtenders quickly
recognize newbies, especially when the cus-
tomer seems a little overwhelmed.
“Nothing breaks the ice like a personal
touch. We encourage our staff to introduce
themselves by name and make the patient
feel comfortable,” Kemp said. “The store en-
vironment can also help ease apprehension
with first-timers. MedMen stores are set up
to be inviting: big windows, plenty of light,
open layout, and no wait room.”

Cannabis Commodities Exchange Chief
Executive Officer Sohum Shah said he
believes one of the fastest-growing demo-
graphics is the “new” consumer: those who
are cannabis-inexperienced but curious and
more willing to explore than in the past.

“Retail stores and dispensaries really need
to focus on providing the best retail experi-
ence possible,” Shah said. “Let manufactur-
ers and cultivators focus on product quality
and consistency. Ask yourself in what kind
of store your mother or grandmother would
feel comfortable shopping.

“It already requires courage for new con-
sumers to walk into a marijuana store for

the first time, without the ‘stoney’vibe many
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stores have,” he continued. “As an industry, we need to do our best to make new consumers

feel comfortable purchasing and consuming our products.”

EDUCATE, EDUCATE, EDUCATE

With the concept of cannabis users no longer shrouded in a smoky, psychedelic haze, a key
component of attracting and retaining new consumers is proactive education for newbies
who want to know more.

“I can't stress this enough: Educate consumers on the benefits and effects of different types
and forms of cannabis products,” Shah said. “Consumer education should be genuinely fo-
cused on creating long-term, informed consumers and not on immediate sales of specific
products.”

Some newbies, either through inexperience or eagerness, may decide to dive into the deep
end of the pool without consultation about their needs or expectations. Professional guid-
ance from a budtender is very important to ensuring the new cannabis consumer doesn’t
have an unpleasant experience.

“One example would be to teach consumers to refrain from making purchase decisions
based on potency (THC or CBD percentage),” Shah said. “If necessary, give them the alco-
hol analogy. When most people walk into a liquor store, they don’t go immediately for the
95-percent grain alcohol—unless they are throwing a frat party or trying to start a fire. Most
alcohol products are less than 50-percent alcohol by volume but have unique smells, tastes,
and effects.”

Though California voters approved recreational cannabis use in November, many don’t
realize products won’t be available legally until 2018, if the recreational market is able to
withstand possible challenges from the feds. Nevertheless, At Buds & Roses in Studio City,
California, new customers eager to purchase recreational products have been calling and
dropping by, indicating increased interest bubbling up from an already expanding market,
staff trainer Cassie said.

“We’ve had to turn away a lot of new patients who don’t have a doctor’s recommendation,”
she said. “Even with legal ‘adult use’ in California, recommendations are still necessary to
purchase cannabis from a dispensary.”

She agrees with Shah’s stand on education and customer service: “The first time a patient
comes to Buds & Roses, we work to gauge whether or not they are familiar with dispensaries.
We really believe in well-rounded patient education, so helping our patients navigate the

process is essential for us.”

MAKING THE UNFAMILIAR FAMILIAR

For new customers, the quirky process can be intimidating. Cassie suggested new customers
should know what to expect, in order to avoid that awkward unfamiliarity of being processed
in a wait room.

“[It’s] different in every shop, but basically patients should expect to be met by a security
guard, have their medical recommendations and IDs verified, and then be allowed to shop,”
she said. “A new customer might find those protocols disorienting, but it is just a normal part
of the experience.

“Our budtenders use this first meeting as a chance to evaluate every patient’s needs,” she
explained. “They determine what types of cannabis would most benefit each person, then
steer them toward the appropriate products, help them to predict a therapeutic dosage, and
educate them in whatever ways necessary. This can be anything from ‘how to use a pipe’ to
the genetics of a particular seed. Sometimes this is a very time-intensive process, but we ap-
preciate the chance to educate anyone about anything cannabis.”

Something that will never change? The effect a high level of customer service can have on

increasing your business’s reputation through word-of-mouth advertising. As the old adage
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BE GENTLE

You only get one chance to make
a first impression with FTPs.

Education: Traditionally, women are savvier
consumers than men. They consume prod-
uct information to enable wise purchases,
and then share that info with friends.

Reassurance: Some patients use cannabis
to treat anxiety. If they’re particularly anx-
ious due to dosage sensitivity or inexperi-
ence, budtenders often suggest CBD as a
remedy for those who may have imbibed
too much THC.

Friendly Service: Everyone knows what it’s
like to walk into a business and feel out of
place or, even worse, ignored. Being genu-
inely interested in your customers’ overall
well-being builds trust and new sales.

goes: If a customer has a good experience,
they’ll tell their friends; if they have a bad
experience, they’ll tell the whole world.

One way to guarantee a good experience is
the tried-and-true method of paying atten-
tion to the customer, make sure their needs
are met and, if possible, exceeded. Make
sure, on their very first visit, to get off on the
right foot.

“Phrases like ‘How did you hear about
us? or ‘What effects are you looking for?’
or “Tell me about your favorite cannabis ex-
perience’ are always helpful [icebreakers],”
Cassie suggested. “Finding out about them
and their cannabis experience is always key.
If you can uncover why someone chose to
come to a dispensary, it’s pretty easy to start
a conversation about cannabis.” @

— Joanne Cachapero
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The Meteoric Growth Continues

Source: BDSAnalytics.com
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' POLITICS

Marijuana’'s March
J

on Capitol Hill

NEWLY INTRODUCED LEGISLATION UNDERSCORES THE BELIEF AMONG SOME LAWMAKERS
THAT THE TIME TO ADVANCE THE NATIONAL CANNABIS AGENDA IS NOW.

FEW YEARS AGO, marijuana was discussed in hushed tones and snickers. Those whis-

pers are now loud and powerful voices backed by soaring revenues. The marijuana indus-

try’s evolution has made it an undeniably essential part of numerous states’ economies and

brought marijuana to the forefront of state and federal legislative discussions. Most nota-

bly, in February 2017 Congressmen Dana Rohrabacher (R-Calif.), Jared Polis (D-Colo.), Don Young

(R-Alaska) and Earl Blumenauer (D-Ore.) formed the bipartisan Congressional Cannabis Caucus to
further these discussions.

Though states and private businesses have made great strides in addressing the industry’s needs, fed-

eral marijuana policy reform remains necessary to normalize the industry. On March 30,2017, congress

members and senators from both sides of the aisle submitted a series of marijuana reform bills to address

the marijuana industry’s needs, namely tax reform and access to financial services.
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WHAT ARE THESE BILLS?

Marijuana Revenue and Regulation Act

Introduced in the House (H.R. 1823) by Blumenauer and in the
Senate (S. 776) by Sen. Ron Wyden (D-Ore.), this act removes state
legal marijuana conduct from the Controlled Substances Act’s ju-
risdiction, prohibits marijuana transportation and sales into areas
where it remains illegal, and creates a federal marijuana excise tax.
The act also requires certain marijuana businesses to obtain permits
from the Treasury Department and prohibits sales of more than one

ounce of marijuana in a single retail transaction.

Regulate Marijuana Like Alcobol Act
Introduced in the House (H.R. 1841) by Polis, this bill previously
was introduced in the 114th Congress (2015-2016). The act subjects
marijuana to the alcohol-applicable provi-
sions of the Original Packages, Webb-Ke-
nyon, Victims of Trafficking and Violence
Protection, and Federal Alcohol Admin-
istration Acts and extends the Food and
Drug Administration’s authority over alco-

hol to marijuana.

Responsibly Addressing the Marijuana
Policy Gap Act

Introduced in the House (H.R. 1824) by
Blumenauer and in the Senate (S. 780) by
Wyden, the act addresses federal marijuana
policy on banking, taxation, and record ex-
pungements. Most notably, the act protects any state-law-compliant
person or entity from criminal prosecution for marijuana-related
conduct.

The act also prohibits federal banking regulators from excessively
scrutinizing banks that serve marijuana businesses and provides the
banks with immunity from federal criminal charges for handling
marijuana money. Under the act, banks must maintain internal re-
cords of unsuspicious state-legal marijuana transactions instead of
filing individual “marijuana-limited” suspicious activity reports.

The act alters Internal Revenue Code 280E, allowing state-
licensed marijuana businesses to claim deductions and credits for
marijuana sales. Finally, the act establishes an expungement pro-
cess for federal marijuana offenders charged with possession of one
ounce or less of marijuana if, when committed, such possession was

legal under state law.

Veterans Equal Access Act

Introduced in the House (H.R. 1820) by Blumenauer, this bill pre-
viously was submitted in the 114th (2015-2016) and 113th (2013-
2014) Congress. The act authorizes Veterans Affairs health care
providers to provide veterans with marijuana recommendations and

opinions as allowed by their state’s regulations.

Small Business Tax Equity Act
Introduced in the House (H.R. 1810) by Rep. Carlos Curbelo (R-
Fla.) and in the Senate by Wyden, this bill previously was submitted

THOUGH THE BILLS LIKELY
WILL NOT BECOME LAW,
THEY ARE THE BUILDING

BLOCKS OF IMMINENT
CHANGE.

in the 114th, 113th, and 112th (2012-2013) Congress and amends
the Internal Revenue Code to allow state-law-compliant marijuana
businesses to use business tax credits and deductions otherwise un-

available to controlled-substances traffickers.

EXPECTED OUTCOMES

Though these bills address critical voids in federal marijuana policy,
their fates are bleak. To become law, they must first pass through their
assigned committees: the House committees on Ways and Means,
Agriculture, Judiciary, and Veterans’ Affairs and the Senate Finance
Committee. As the bills’ authors and sponsors have acknowledged,
these committees, especially the House Judiciary Committee and
the Senate Finance Committee are not cannabis-friendly.

WHY TRY?

Their uncertain future does not reduce the
significance of the bills. Although they are
not expected to become law this session,
they serve an equally important purpose. By
submitting them, their authors and spon-
sors continue to bring the need for federal
marijuana policy reform to the forefront
and highlight not only the current federal
framework’s problems, but also the sensible
solutions available. Further, the bills signal
to marijuana businesses they have cham-
pions in Washington D.C. who recognize
their needs within the federal government. Through these bills, the
marijuana movement builds momentum for meaningful reform and
slowly gains the support necessary to pass the bills’ progeny eventu-
ally. Thus, though the bills likely will not become law, they are the
building blocks of imminent change.

WHAT CAN YOU DO?
Though individual marijuana businesses do not have a direct vote in
the bills’ outcomes, they represent an incredibly powerful part of the
future of federal marijuana policy. State-licensed marijuana busi-
nesses must continue to illustrate that with proper regulations, the
marijuana industry can become a normalized and profitable part of
the economy, rather than a bastion of violence and criminal activ-
ity. Thus, businesses must find alternatives to cash-only transactions
and remain meticulously compliant to ensure their own success and
the success of the industry at large. @

—Kenneth J. Berke and Sahar Ayinehsazian

KENNETH ]. BERKE is co-founder and CEO of
PayQwick LLC. SAHAR AYINEHSAZIAN is
director of regulatory and governmental affairs for
the company. PayQuwick, a federally registered money
services business that is licensed as a money transmitter
in both Washington and Oregon, provides BSA/AML
and state law compliance, cash management, and
electronic payment services.
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TEN COMPONENTS
OF AN EXECUTIVE
SUMMARY

BUSINESS NAME
AND ORIGIN.

4

INDUSTRY. o Z
o 3 LOCATION.
AMOUNT OF
FUNDING SOUGHT.

)

4

)

HOW THE MONEY
WILL BE UTILIZED.

Howto Plan, Prepare 05
& Present to Finance ¥ 06

Your Marij uana 07 BE APPLIED TO MAKE
BUSiIlGSS - Part III PROFITABLE.

FINANCIAL RESULTS
TO-DATE AND O 8
PREVIOUS ARTICLES IN THIS SERIES provided insights into how to plan and PRO FORMAS.

prepare for successfully financing your cannabis business. This article covers the third

q

)

4

) |

and final step in the process: Presenting your funding request to the right people.

GUARANTOR INFORMA-
TION, INCLUDING CREDIT
SCORE, NET WORTH,

prepare an executive summary of your business plan to outline the business opportunity,

After gathering important financial documents but before presenting, it is essential to o 9

simply and effectively, for any prospective lending sources. Successful lenders see hun- HOME OWNERSHIP
dreds of business plans, so they want the important information highlighted quickly in ~
order to consider a deal’s viability.

An effective executive summary should address ten points in a concise one- to two- CONSUMER DEMAND 1 o
page pitch. DATA OR PURCHASE

ORDERS, IF APPLICABLE.
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In addition to developing your executive summary, researching and identifying appro- After identifying the appropriate fi-
priate financing options is a critical step. It is imperative to understand your audience nancing source(s), it’s time to prepare for
and the type of financing they provide, as well as to have an idea of how much money meetings. In my experience, there are a
you seek during this phase. Keep in mind, lenders are looking for a company that canei- few key components to a successful pre-
ther repay a loan or make lease payments within seven to thirty days after funding. This  sentation to a potential financing source,
is different from an equity investor, who has a longer time horizon for repayment and including answering questions directly,
seeks a significantly higher return on capital. A variety of alternative lending resources  providing information quickly when re-
may help you obtain money more quickly and easily than traditional sources. quested, and asking thoughtful questions
such as “what is your underwriting cri-
teria?” A full list of what to do and what

TOP TEN ALTERNATIVE LENDING SOURCES [ttt it

request.
o 9 e e In this series of articles, we’ve unlocked
the secrets of securing money to expand
CASH ADVANCE / EQUIPMENT SALE LEASEBACK CREDIT and grow your marijuana business. Now

WORKING CAPITAL LEASING. OF AN ASSET. CARDS.

LOAN. that you have the keys, you can adequately

plan, prepare, and present your way to a
successful financing solution.@®
— Scott Jordan

e e 0 9 READ PART | & Il ONLINE AT: mgretailer. com

SCOTT JORDAN is

director of business de-

PEER-TO-PEER HOME EQUITY LINE BUSINESS LINES INVENTORY
LENDING. OF CREDIT. OF CREDIT. FINANCING.

velopment for Dynamic
Alternative Finance. He
has arranged more than

$27 million in loans and
equipment leases for cannabis business own-

ers in the past two years. Scott has been inter-
e E’E%E?VFRQIEEACCOUNTS CROWDFUNDING. @ fuief.wed by local TV and radio stations, aut}.)'ored
articles, and been a featured speaker at national
conferences. Reach him at (303) 754-2050 or
8. Jordan@dynaltfinance.com.
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Hard Goods

<= DYMAPAK: TWISTSPENCER

The sharp-looking Dymapak Twistspencer provides direct dabbing with no
leaking, dispenses any oil, will fit in a pocket, and can be customized to brand
your cannabis oil.

DYMAPAK.COM

GRAV: JANE
WEST BEAKER

Designed by Jane West, this
sophisticated cobalt-blue
beaker is at once modern
and retro, replete with a
fixed, diffused downstem
and hand-finished joints

to ensure seamless use

and resilience. The blue
beauty is made with elegant
borosilicate glass and comes
with a matching 14mm
cobalt funnel bowl.
GRAV.COM

s

%

ROKIN VAPES: e
NITRO PEN VAPORIZER KIT—ROSE GOLD

The Rokin Nitro combines elegance and extreme functionality using no
plastics, no fibers, and no glues. Extra airflow and a glass chamber combine
with a dual quartz titanium wire atomizer to deliver smooth, clean hits. The
kit comes complete with all the accessories needed to get started right away,
including a full extra atomizer. For concentrates only.

ROKINVAPES.COM

KING PALM:
MINIS

Dubbed “the best slow-burning,
natural leaf on the planet,” these
babies are hand-rolled with a
pre-installed natural corn filter.
Easy to use; no glue or artificial
flavors.

KINGPALMUSA.COM

<= SHIELD N SEAL: PROFESSIONAL YACUUM
SEALER SNS 750

For people who demand fresh herb all the time, the SNS 750 has proven a
top-notch sealer for fruits and vegetables, preserving the flavor, nutritional
value, and freshness for an extended period of time. Seals packages up to
sixteen inches wide and features an impact seal mode.
ShieldNSeal.com
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PK)FWD

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

@ADWISIONOF 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. P K FO R\NA R D 5 C O M
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Horticulture

& Growing

PRECISION
EXTRACTION PX1

As Precision’s flagship product, the
PX1, aka “The Judge,” is an ample,
competent, economical, compliant ex-
traction unit. The system can process
thirty to forty pounds of material per
day, and its patent-pending, on-
demand temperature control makes
PX1 easy to use.
PRECISIONEXTRACTION.COM

METHOD SEVEN GROW ROOM GLASSES

Method Seven was founded in 2011 with the development of the Rendition™
lens to balance the harsh yellow light of High Pressure Sodium (HPS) lamps.
Now comes the world’s first lightweight glasses optimized for LED lighting
environments; the lenses are painstakingly made to rigorous standards and
optical clarity by Carl Zeiss color balance. METHODSEVEN.COM

C-BITE STAKE GRIPS o

Get a grip on your garden with C-Bite plant clips that allow organization of
ascending plants by connecting in multiple ways, freeing you to be creative
and your garden design malleable.

C-BITE.COM

MILLS NUTRIENTS VITALIZE N
Carefully crafted to make plants robust, hearty, and more resistant to anxiety,
this revolutionary bioavailable form of silica may be used as a root soak or
foliar spray to increase yield and nutrient uptake. May be used with any nutri-
ent formula, in soil or soil-less, indoors or out.

MILLSNUTRIENTS.COM

ACROSS

o,
HYDROPRESS
The Ai HydroPress 3 x
2 electrical heat press
features dual built-in digital
thermometers and heaters,
allowing you to precisely control
the temperature of your transfer.
This is a “plug and play” unit
and does not require an air
compressor to operate.
ACROSSINTERNATIONAL.COM

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



BUILT FOR COMMERCIAL

easy enough to use for the beginner

BENEFITS

Produces premium product

Commercial sizes readibly available

Ease of use-only 6 products from seed to harvest
Designed for high yielding commercial gardens in Holland
Compaitible with automated fertigation systems
Designed for fast turn arounds

Bio / Mineral Formula

Super Concentrated

Price per gallon

Made in Holland

Scalability

MILLS PAYS THE BILLS

— Holland’s Next Generation of pioneering #Mll].SPﬂYSTheBllls

research and development based on
optimized growth rates, yield, flavor, and
aroma



' PRODUCTS

Psychoactive

BN 0 1
0 PER PACK

10 MG PER PIEE
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DIXIE ELIXIRS: GUMMIES «%-.

Available only in Colorado, Dixie’s 100mg-per-pack gummies come in an
array of distinct flavors, including Tropic Twist, Blazin’ Cinnamon, Citrus
Blast, and Synergy Watermelon. Handmade; fully dissolve in your mouth for
faster action. DIXIEELIXIRS.COM

PUNCH EDIBLES CREAM BARS -

With all the taste and punch (225mg) and no sugar, these all-white-chocolate
treats come in five exotic flavors: White Chocolate Macadamia Nut, Key Lime
Pie, Strawberry Cheesecake, Cookies N’ Cream, and Peaches N’ Cream. Only
39 calories, 0 grams sugar; net weight 22g.

PUNCHEDIBLES.COM

74 | mg

PROPHET CANNABIS: DREAM WEAVER -

Delivered in airtight nitrogen tins that prevent oxidization and inhibit mold,
bacteria, and microorganisms, Dream Weaver is a fast-acting sativa that has
a sweet, fruity flavor with diesel undertones. All-natural and sun-grown.
PROPHETCANNABIS.COM

BEBOE: SATIVA BLEND PASTILLES

From the luxury brand Beboe, these pastilles are passionately made with
organic ingredients and natural flavors. Each pastille contains 5mg of
sativa-blend THC and 3mg of CBD with a natural accelerant for fast absorp-
tion. Ingredients include organic grape dextrose, organic maple sugar, organic
tapioca, cannabis, organic brown rice hull, and organic natural flavors.
BEBOE.COM

CANNDESCENT: THE ART OF FLOWER «#%~

Canndescent is in the business of helping to curate cannabis experiences
by breaking them down into five color-coded categories: Calm (relax), Cruise
(active), Create (creative), Connect (social), and Charge (energize). Housed in
classy glass containers that preserve freshness and taste.
CANNDESCENT.COM



Non-Psychoactive

\

HEMPMY PET:
TINCTURE

Using Colorado-grown hemp oil
extract combined with certified or-
ganic hemp seed oil full of omegas,
vitamins B1, B2, B6, E, calcium,
magnesium, copper, potassium,
phosphorus, and gamma linolenic
acid, the 250mg hemp tincture is
recommended for pets’ pain, joints,
anxiety, inflammation, and allergies.
HEMPMYPET.COM
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< WANA: STRAWBERRY
N CBD GUMMIES

Packing a whopping 200mg per pack
of 15, these gem-shaped gummies are
chewy, soft, and slightly tangy. Bonus:
a re-sealable pouch. Also come in
watermelon and peach flavors.
WANABRANDS.COM

SOUL SPRAY

Contains a patented nano-amplified
hemp extract, Canatrii. Contains
smaller, more bio-available doses for
optimal absorption offering faster,
more targeted delivery and better per-
formance within the body. The SOUL
Spray also contains three other very
powerful super foods: Panax Ginseng,
Astragulus, and Goji berry extract.
BETRUORGANICS.COM

<% ELIXINOL: CITRUS TWIST
*  HEMP OIL LIPOSOMES

A premiere global CBD hemp oil brand, Elixinol
is the only CBD Hemp oil company with a
medical doctor who works directly with both
medical professionals and customers. Sourced
from organic hemp and petroleum-free, Citrus
Twist recently the “Best Tasting Tincture”
award from Edibles magazine.

ELIXINOL.COM
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o HALSA: SOOTHE
hila | ESSENTIAL OIL
TOPICALS 1:1 THC/CBD

An inflammation solution combining

a synergistic blend of essential oils:
peppermint (soothing), wintergreen
{pleasant aroma), cypress (revitalizing),

S marjoram (calming), and orange
(balancing). 1:1 THC:CBD; simply

. apply to sore or tense muscles, hands,
wrists, or neck for invigorating and

e cooling properties.
Lol HALSATOPICALS.COM

MARY’S MEDICINALS: ACIDIC CANNABINOIDS
GREEN AND PROTEIN POWDER MIXES

Mary’s Medicinals juices raw cannabis leaves using a process that encap-
sulates and preserves fresh plant material. The resulting powder is mixed
with high-quality greens or whey protein, along with hemp flour, and myriad
plant-based nutrients. With a 1:1 ratio of THCa and CBDa, each pack includes

160mg of active cannabinoids in 160z of powder.
MARYSMEDICINALS.COM
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. THCa/CBDa

Juicing alternative

d0mg THCa,
NT
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Show us some love! #mgmoment
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THE ABSOLUTE PUREST AND

MOST VERSATILE
VAPORIZER EXPERIENCE

WHIP | BALLOON | GLASS | HERBS | CONCENTRATES | AROMATHERAPY

AVAILABLE AT

VAPORNATION.COM

PHONE: 888-321-VAPOR (8276)+« WHOLESALE@VAPORNATION.COM




' OPINION

The
Recommender

REPRESENTATIVE FOR METRO
DISTRIBUTORS, RECOMMENDS....

—— ]
DISPENSARY

The Dessert Rose in Phoenix is a very impressive operation. They

not only provide great compassion and service, but they also have
awonderful cannabis accessory retail business. I also love what
the Wellness Earth Energy Dispensary is doing in Studio City,
California.

EDIBLE
Kiva and CaliGold Milk Chocolate
bars are doing some amazing #
things. Both companies offer § <)

a great variety of different
flavors and milligram strengths.

BRAND
r — — — — — — — — — — = Oneofmyfavorite cannabis brands at the moment is the product
VAPE coming out of The Village (Matt Rize Ranch). I really like the
| When it comes to vaporizing flower, there is no better product on the | single-source approach and the attention to detail on quality and

market than the Grasshopper by Hopper Labs. Not only does it have an safety. Another one is Bloom Farms. The quality of their product is
amazingly sleek and discreet design, it also has the fastest heat-up time

in the industry at only five seconds. For vaporizing concentrate, | am a
huge fan of the Puffco Plus. It has an all-ceramic chamber with no coils,
| wicks, or glues, which allows for unmatched flavor. |

;*—— — . =

L - — - — - - = — - — J

some of the best in the industry, and they are focused on bringing
safe medicine to the marketplace. They also have great packaging.

HEMP

Hemp2o. | think the company did a
great job of incorporating hemp seed
oil and the health benefits of hemp
into a mainstream product. The
beverage is USDA-certified organic
and tastes amazing.

BULLISH ON
Right now, Metro sees opportunity
in measured-dose, ultra-portable

edibles as well as ultra-high-end
vaporizer products. The convenience
melded with the technological devel-
opment taking place make this line

METRO DISTRIBUTORYS, in business for more than fifty years, specializes
in smoke-, vape-, and cannabis-related accessories, as well as adult novelties,
lingerie, and bath and body products. The company distributes to more than
100 dispensaries nation-wide. MetroB2B.com

of development a no-brainer. This is

where the market is going.

78 |mg
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CannabisRadio.com

A JOINT VENTURE g HooplHouses| 1GothiclFrames ilight{DepjiTarps
Breathable\Walls!“IGreenhouse]Polyweave
Extend Your Reach ol Gutter/ConnectedStructures
Engage like you mean business A “TAutomated|Light{Dep Systems

CannabisRadio.com is the worlds largest online radio network for the legal
cannabis industry, We are moving public opinion in a positive way by
connecting the masses to responsible and engaging content delivered by
the most respected thoughtleaders in the industry.

Build Your Brand and Authority
Target Your Demographic
Multiple Portable Listening Options
Professionally Produced Commercials
Host Your Own Show
Award-Winning Media Training
Credibility, Visibility and Reach
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www.CropKingSeeds.com
World Class CannabisiSeeds

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

Did you know Cannabis was used at the Chernobyl site to help pull radioactive contaminants out of the soil?

They used Cannabis for scil remediation
because it's an accumulator plant that
absorbs nearly everything in its environment.
While soil remediation sounds great, the
fact is, the cannabis plants became highly
radioactive and had to be disposedg of
properly as well.

COULD YOU IMAGINE A PATIENT
SMOKING RADIOACTIVE WEED?

lt's @ scary thought, isn't it In short, cannabis
accumulates everything in its environment—
including potential toxins—and retains them
even affer harvest.

In other words, whatever vyour planis
accumulated while growing—you are now
smoking. That's why you need to know how
to protect yourself and your patients from
potential medical marijuana foxicity.

The entire story, along with many other
litleknown, yet vitally important facts are
revealed in a new Bulgarian Academy of
Sciences white paper #iﬂqed:

“ELIMINATING HEAVY-METAL TOXICITY IN
MEDICAL MARIJUANA, TO PRODUCE PATIENTS’
MEDICINE SAFER THAN DRINKING WATER...
... WHILE RAISING BUD WEIGHT, THC, AND
CANNABINOIDS”

The author of the white paper, Julian
Karadjov, PhD, reveals facts medical
marijuana growers absolutely MUST know.
Here are just a few...

¢ The little-known fact that makes
Cannabis totally different from other
plants and why not knowing this can
endanger the lives of your patients!

* Why the nutrients you feed your plants
could actually be turning them toxic (make
sure you check your bloom boosters for this
one common ingredient that could be foxic)

e Exactly which heavy metals are toxic
and how to protect your patients from
ingesting them (there are some heavy
metals that are completely harmless. Get the
complete list inside)

* Surprising plant tissue sample results of
Berlin, Hash%ﬁmi, and White Ehino strains
of medical marijuana (goes completely
against what most growers think is needed
fo maximize size, weight and potency!)

s The TRUTH about so-called
“Pharmacevtical Grade” salis and chelates

¢ Why you can't trust ulators and
other government “watch dogs” fo make
sure the hydr?ponics nutrients you feed your

plants are safe

e The 2 biggest MYTHS about natural
and synthetic chelators and their role in
foxic metal absorpfion

e How to guarantee—with 100%
confidence—that your medical marijuana
is as pure and harmless cs filiered drinking
water

e How the University of Mississippi
achieved 21% more yield from their
cannabis plants with one simple change to
their feeding program

* How to nearly DOUBLE the amount of
THC and other cannabinoids your plants
produce the very next run you start new fest
results from Hedron Analytical Inc.)

* As seen on TV: the dangers of medical
marijuana cadmium poisoning (and how
Iokhe|p your patients completely avoid this
riskl)

And there's more too... the dangers of
“home brew” hydroponics nutrient
formulations ... African marijuana cadmium
dangers... plus other litle-known facts most
growers never hear about.

The bottom line is: if you grow medical
marijuana and care about the safety of your
patients at all {or you use marijuana yourself)
then you must read this white paper.

It's free to access and available online.
Simply visit

AdvancedNutrients.com/HeavyMetal

to download your copy today.

L e N

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



