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Barley & Hops
Eau Palm Beach Resort plans a 
beer-themed weekend. A35 

Happenings
A month of cultural events, 
including music scored for a 
Charlie Chaplin film. A24 

BY EVAN WILLIAMS

ewilliams@fl oridaweekly.com

AN 64 MILLION AMERICANS BE WRONG?
That’s how many tried out a can-

nabidiol (CBD) product in 24 months 
ending in January, estimates Con-
sumer Reports. Many of the 4,000 

polled claimed dramatic anti-inflammatory 
and analgesic effects.

Whatever the poll results, there is really 

Is it a cure all 
or a snake oil? 

The answer 
is probably 
somewhere 
in between. 

truthThe
A B O U T

ooooorrrr  aaaa sssnnnaaakkkeee  oooiiilll???? 
TTTThhheee aaaannnssswwweeeerrr 

iiiinnnnnn bbbbeeeettttwwwwweeeeeeeennnn.... 

SEE CBD, A8 

BY JANIS FONTAINE 

pbnews@fl oridaweekly.com

Sept. 28 is an important day for pets in 
Palm Beach County. 

The sixth annual Countdown 2 
Zero Adoption Event takes place in Expo 
Center East at the South Florida Fairgrounds 
from 10 a.m. to 4 p.m., and more than 20 
animal rescue organizations will join to find 
homes for homeless pets. 

This free event is the county’s largest 
annual pet adoption event with hundreds 
of animals (dogs, cats, puppies, kittens, 
rabbits and more) available. Organized by 

Peggy Adams Animal Rescue League and 
Palm Beach County Animal Care & Con-
trol, and presented by The Lois Pope LIFE 
Foundation Inc., Countdown 2 Zero is 
proof of what we can do if we work in 
harmony with others. The prior five C2Z 
adoption events have placed more than 
1,300 animals.

Even though more homes than ever have 
a four-legged resident, the pet overpop-
ulation problem in our county is more 
dire than ever. But Rich Anderson, Peggy 
Adams ARL director and CEO, said this 
event makes him feel optimistic. When 

SEE COUNTDOWN, A23 

COURTESY PHOTO

Activist Lois Pope stands with Peggy Adams 
Animal Rescue League director and CEO Rich 
Anderson at a past Countdown 2 Zero event.

Find a furry friend at Countdown 2 Zero

INSIDE: What is CBD? How is it used and where can you get some? A8 

Tasty
Weekend adventure? Try this 
food crawl up the Keys. A24 

Behind the Wheel
Nissan celebrates a half-century 
of the Z-car. A21 
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561.500.2020
mittlemaneye.com

Jupiter/Gardens
601 University Blvd., Suite 101

Jupiter, FL 33458 

West Palm Beach
2000 Palm Beach Lakes Blvd., Suite 400

West Palm Beach, FL 33409

“Expect Excellence”

BBB Rating: A+

6,000

General Eye Care
including Diabetic & Glaucoma Exams

Corneal Disease 
Cataract Surgery 

Contact Lenses 
Optical Shop

Providing a Lifetime of Vision Care
 in a Setting of Excellence

601 University Blvd., Suite 101 | Jupiter, FL 33458
2000 Palm Beach Lakes Blvd., Suite 400 | WPB, FL 33409

561.500.2020    mittlemaneye.com

Welcomes

Louis Michaelos, d.o.
Corneal Disease & Refractive Surgery

Se Habla EspaÑol

FLORIDA WRITERS

Protagonist’s self-esteem rocked by failure to protect a witness

“A Beautiful Voice,” by Robert Lane. 
Mason Alley Publishing. 404 pages. 
Trade paperback. $14.95.

It’s difficult, and not terribly impor-
tant, to summarize the plot of Robert 
Lane’s latest novel, 
the sixth in his Jake 
Travis series. The 
attraction of this 
crime thriller is less 
in the plot line than 
in the high quality 
of characterization, 
physical setting and 
moral ambiance. 
Meeting Jake and 
his friends, his girlfriend Kathleen and 
several other well-drawn characters 
who are newly developed for this novel 
is the real pleasure. 

Here’s the set-up: When a govern-
ment agency assigns Jake to safeguard 
a witness who is brought into the U.S. 
to testify about the head of a major 
drug syndicate, the idea is that the wit-
ness will keep a low profile. Without 
warning, this man, an accountant with 
priceless information, arrives with a 
family — his wife, two young daughters 
and an even younger boy. When they 
all disappear just a few days later, Jake 

gathers that he has been 
misinformed. But why? 

What has happened to 
Alejandro Vizcarro and 
his family? 

Lots of surprises fol-
low, including the fact 
that the gorgeous wife, 
Martina, is actually 
the accountant’s first 
daughter, much older 
than her siblings. And 
it’s possible that one 
of the children is not 
a sibling to the others. 

Mexican drug car-
tel leader Sergio 
Flores has a thriving 
business. His tainted 
drugs kill thousands 
of Americans. No 
wonder the U.S. gov-
ernment wants him 
brought to justice. In addition, Flores 
has murdered two DEA agents.

Some of Flores’ books are kept by an 
American named Richard Bannon. Jake 
and his associates hope that Mr. Vizcar-
ro’s testimony will tumble Mr. Bannon 
and, in turn, the murderous drug lord. 

Well, things just don’t work out. Mr. 
Vizcarro’s protection, set in place by 
Jake, is just not sufficient. A remaining 
part of the mystery is to find and protect 
the Vizcarro children — assuming they 
are still alive. 

As readers follow the plans Jake puts 
in place for himself and his comrades, 
they enter his world more fully. This is a 
world of weapons that Jake and his team 

know how to use. 
It is a world of 
waterways along 
the western edge 
of the Florida 
peninsula (the St. 
Petersburg area) 
that is at once 
the setting for 
Jake’s home and 
the action cen-
ter of the novel. 
It is a world of 
magnificent boats 
and crime-busting 
accessories that 
Jake has long mas-
tered.

D e s c r i p t i o n s 
of the places, the 
instruments of com-
bat and the maneu-
verings of Jake’s boat 
are turned into a kind 

of poetry that the author has perfected 
and refined for many years. The flavorful 
details of his major setting, the Pass-a-
Grille beach community at the southern 
end of St. Pete’s Beach, is lovingly brought 
to life. The climate, the eating and drink-
ing establishments, the relaxed pace of 
life (when one is not crime-fighting) and 
the natural beauty suggest that Jake has 
made fortunate choices. 

Such choices notably include his rela-
tionship with Kathleen, which in the 
author’s earlier novels had been idyllic 
though sometimes challenging. In “A 
Beautiful Voice,” Kathleen is disturb-
ingly withdrawn. She seems to be going 

through some issues that Jake cannot 
helpfully enter. This tension gives addi-
tional verisimilitude to both characters. 

Early and late in the novel, the char-
acter of Stephen Cole, a neighbor of 
Jake’s, takes on importance. Mr. Cole is 
a lawyer for whom that career has gone 
sour. It seems to him a trivial pursuit, 
and he is moving toward walking away 
from it. Later in the novel, a tragedy in 
his life leads him into taking actions that 
intersect with the unanswered ques-
tions regarding the missing children 
whom Jake is pursuing.

On many levels, this is a superbly 
satisfying novel, a witty and intellectual 
version of noir detective fiction that Mr. 
Lane has made distinctively his own. 

About the author 
Robert Lane’s literary crime novels 

layer action-packed drama, compelling 
characters, timeless themes and a tropi-
cal setting. His debut novel, “The Sec-
ond Letter,” was received with critical 
acclaim and won the 2015 Gold Medal 
Benjamin Franklin Award for Best New 
Voice: Fiction from the Independent 
Book Publishers Association. Other 
titles have gained finalist status in the 
Foreword Review’s INDIES Book of the 
Year Award. 

Lane holds a bachelor’s degree from 
Maryville College in Tennessee, where 
he majored in English, was editor of 
the school paper and failed at being a 
poet. He resides on the west coast of 
Florida. ■

— Roger Williams’ column will 
return.
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Palm Beach Gardens Medical Center  |  3360 Burns Road  |  Palm Beach Gardens  |  PBGMC.com

HANDS-ONLY CPR CLASS*
Tuesday, October 15 @ 6:30 - 7:30 p.m. 
Palm Beach Gardens Fire Rescue  //  Station 1 
4425 Burns Road, Palm Beach Gardens
PBGMC has teamed up with PBG Fire Rescue to 

provide free monthly CPR classes for the community. 

Classes will be held at Fire Station 1. Local EMS will give a hands-only, 

CPR demonstration and go over Automated External Defibrillator (AED) 

use. Participants will have the opportunity to practice their new skills 

using CPR manikins. *Certification will not be provided.
Please call 833.619.8831 to make a reservation.

FOR RESERVATIONS, PLEASE CALL 833.619.8831.

OCTOBER
Community Events 
and Lectures

FREE COMMUNITY CHAIR YOGA CLASS
Class taught by Sara Chambers, RN, BSN, CYT

Wednesday, October 2 OR 16 @ 6 - 7 p.m. 
PBGMC – Classroom 4
Palm Beach Gardens Medical Center now offers a 

chair yoga class for the community. The class will be taught by the 

assistant nurse manager of cardiac rehab, Sara Chambers, who is also 

a certified yoga instructor. Using the same techniques as traditional 

yoga, the class is modified to allow for gentle stretching, designed to 

help participants strengthen their muscles and work on their balance.

Please call 833.619.8831 to make a reservation.

FREE COMMUNITY SCREENINGS

FALL RISK SCREENINGS
Sunday, October 6 @ 8 a.m. - 1 p.m. 

10500 N. Military Trail, Palm Beach Gardens 

GARDENS GREENMARKET
BLOOD PRESSURE SCREENINGS
Sunday, October 6, 20 and 27 @ 8 a.m. - 1 p.m.

10500 N. Military Trail, Palm Beach Gardens

FREE HEART ATTACK RISK ASSESSMENTS
(blood pressure, BMI, glucose and cholesterol)

Wednesday, October 9 @ 7 - 11 a.m.

PBGMC – Classroom 3

FREE OSTEOPOROSIS SCREENINGS
Thursday, October 17 @ 9 a.m. - 1 p.m.

PBGMC – Outpatient Entrance

SMOKING CESSATION CLASSES
Wednesday, October 2, 9, 16, 23 and 30 
@ 5:30 - 6:30 p.m. 
The class is delivered over five, one-hour sessions. 
PBGMC – Classroom 3
PBGMC is teaming up with the Area Health Education 

Center to provide education on the health effects related to tobacco 

use, the benefits of quitting and what to expect when quitting.

Please call 833.619.8831 to make a reservation.

ENERGY CONSERVATION WITH LUNG 
DISEASE – BETTER BREATHERS CLUB
Lisa Nowicki, RRT – Registered Respiratory 

Therapist at Palm Beach Gardens 

Medical Center

Wednesday, October 23 @ 3 - 4 p.m. 
PBGMC – Outpatient Rehab Center 
2503 Burns Road, Palm Beach Gardens
Better Breathers Clubs are welcoming support groups for individuals 

with COPD, pulmonary fibrosis and lung cancer, and their caregivers. 

This month, learn how to conserve and utilize energy effectively.

Please call 855.387.5864 to make a reservation. Registration is required.

HIP PRESERVATION SURGERY – STATE 
OF THE ART
Lyall Ashberg, MD – Orthopedic Surgeon

Tuesday, October 15 @ 4 - 5 p.m. 
Palm Beach State College 
Bioscience Building (SC-127), 3160 PGA Blvd.

Hips are subject to hereditary, developmental, and post-traumatic 

conditions. If left untreated, these conditions can lead to pain, 

arthritis and potentially a hip replacement early in life. The goals of hip 

preservation surgery are to maintain the lining of the joint (cartilage) 

and prevent or delay arthritis or the need for hip replacement surgery. 

Join Dr. Lyall Ashberg, Orthopedic Surgeon on the medical staff at 

PBGMC to learn more about this innovative procedure.

Please call 833.619.8831 to make a reservation. Registration is required. 
Light dinner and refreshments will be served.

WOMEN AND HEART DISEASE
Ida Mazza, MD – Cardiologist

Thursday, October 17 @ 6 – 7 p.m. 
PBGMC – Classroom 4
Did you know that heart disease is the leading cause 

of death for women in the United States? Join Dr. Ida Mazza, a female 

cardiologist on the Medical Staff at PBGMC for a lecture on symptoms 

and risk factors specific to women. You will also learn how to reduce 

your heart disease risk.

Please call 833.619.8831 to make a reservation. Registration is required. 
Light dinner and refreshments will be served.

RECEIVE A FREE COOKBOOK!

Take steps toward being heart healthy!
Visit PBGMC.com/pledge to enter to
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OPINION

Trump and WWE

It’s a good thing that President Donald 
Trump has spent time with WrestleMa-
nia. He obviously used that experience 
to finally muscle his way into the main 
event, when he had been body-slammed 
aside by the real reality of the devasta-
tion from Hurricane Dorian. Yes, I know 
“muscle” is probably not the first word 
you’d use when you think of the Trump-
ster, but there will be no fat-shaming here. 
Let’s leave that to him. 

It clearly occurred to a few people in 
the White House, including the big guy, 
that during the network evening news-
casts in the early coverage of the storm, 
a broadcast or two went by where Trump 
was not mentioned once. The conse-
quences of Dorian were obviously too 
severe and compelling to spend time on 
political trivialities. 

POTUS and his 
enablers couldn’t 
have that, so he 
summoned the les-
sons he’d learned from 
his WWE encounters. Sud-
denly, there he was, a part of the nar-
rative, sucker-punching the media 
(including me) to force himself into 
the reporting. All he had to do, as you 
are painfully aware, is to mistakenly 
declare that Dorian could clobber 
Alabama, long after he had been 
briefed that Alabama wasn’t in 

the cone of danger. That set off an imme-
diate announcement from the National 
Weather Service branch in Birmingham 
that the state would “not see any impact 
from Dorian.”

The dreary story from then on involved 
Sharpie pens used to draw phony lines on 
official maps, and accusations that those 
of us in “fake news” media were making 
too much of his mistake (guilty). Most 
of all, it involved Donald Trump, which 
meant the story has gone way longer than 
its shelf life.

Playing the injured party, as always, he 
has now arm-twisted his top officials at 
the National Oceanic and Atmospheric 
Administration into criticizing the criti-
cism from its Birmingham subsid-
iary days earlier. What NOAA 
seemed to be timidly saying is 
that the earliest forecasts from 
days prior had included Alabama. 

So Trump was right. All those Sharpie 
one-liners were wasted.

Well, not entirely. The Trump cam-
paign sees a fundraising opportunity and 
is now offering for sale a souvenir marker, 
embossed with Donald Trump’s signature 
— in gold ink, no less. It’s yours for a mere 
$15. By the way, this is not a joke. 

So Trump has done it again. He has 
managed to take the ongoing story of 
Hurricane Dorian — the devastation, the 
heroic rescue efforts and most of all the 
victims — and turn himself into the vic-
tim. Once again, it’s all about him.

Now word leaks out that the other 
WWE, World Wrestling Entertainment, 
has requested that the president of the 
United States appear on “SmackDown 
Live” when it debuts next month on 
Fox (where else?). Trump has apparently 
rejected the idea, even though it would be 
a guaranteed attention-getter. 

He should know that, since his long 
self-service resume includes an out-
landish “SmackDown” gig back in 
2007. Perhaps he’s worried that the 
Democrats would demand equal time, 
although they have their own wrestling 

match going on. Their program, by the 
way, is called “Debates.” 

More probably, he was advised that it 
would be too undignified for him. That 
would be a first. Or too strenuous. He’s 
shown with his Sharpie maneuver that he 
can force attention on himself whenever 
he wants. ■

— Bob Franken is an Emmy Award-
winning reporter who covered Wash-
ington for more than 20 years with 
CNN. 

Yes, gun ownership is a God-given right

The fastest way to trend on Twitter, 
and not in a good way, is to say that the 
right to bear arms is a God-given right.

Texas state Rep. Matt Schaefer estab-
lished this beyond a doubt in a Twitter 
thread in the aftermath of the West 
Texas shooting spree. He said that he 
wouldn’t use “the evil acts of a handful 
of people to diminish the God-given 
rights of my fellow Texans.”

Progressives were aghast, and when 
actress Alyssa Milano objected, Texas 
Sen. Ted Cruz jumped in to support 
Schaefer’s argument (in less bombastic 
terms).

The basic proposition isn’t hard to 
defend, and indeed it is written into our 
fundamental documents. This doesn’t 
mean that God wants you to own an 
AR-15, or that every jot and tittle of our 
current gun regime is divinely man-
dated. Far from it. Yet there is a natural 
right to self-defense, and gun ownership 
is inherently connected to that right in a 
modern society.

This is glossed over even by Demo-
crats who have a connection to Amer-
ica’s culture of gun ownership. Minne-
sota Sen. Amy Klobuchar said the other 
week, “I look at (gun legislation) and I 
always say, ‘Does this hurt Uncle Dick in 
his deer stand?’” That’s not the question, 
though. The Second Amendment isn’t 
fundamentally about Uncle Dick bag-
ging deer, but about his ability to defend 
himself and his family.

The notion of God-given rights 

shouldn’t be controversial. It is a bed-
rock of the American creed, written into 
the Declaration of Independence. Its 
preamble says, of course, that all men 
“are endowed by their Creator with cer-
tain unalienable Rights.”

The Bill of Rights numbers “the right 
of the people to keep and bear Arms” 
among those unalienable rights. Why? 
Because the founders believed that 
everyone has an inherent right to self-
defense.

As David Harsanyi notes in his his-
tory of the gun in America, “First Free-
dom,” John Adams said in his defense 
of one of the British soldiers charged in 
the Boston Massacre in 1770 that self-
defense was “the primary canon in the 
law of nature.”

Owning a gun is an extension of this 
law of nature and has been recognized 
as such for a long time in Anglo-Amer-
ica. The right to bear arms had deep 
roots in England, and predated the Con-
stitution on these shores. 

There was no doubt at the time about 

the importance of the right to bear 
arms. Harsanyi writes that “not a single 
soul in the provisional government or 
at the Second Continental Congress or 
any delegate at the Constitutional Con-
vention — or, for that matter, any new 
American — ever argued against the 
idea of individuals owning a firearm.”

None of this is necessarily a trump 
card in the gun control debate — the 
most commonly proposed gun con-
trol restrictions wouldn’t substantially 
lessen gun ownership. It does mean, 
though, that there is a limit to how far 
gun control can go in America and that 
proponents of new restrictions should 
be fully aware that they are tampering 
with a constitutionally protected indi-
vidual right.

If Uncle Dick likes to hunt, good 
for him. But his right to own a firearm 
doesn’t begin or end there. ■

— Rich Lowry is editor of the Nation-
al Review

Bob FRANKEN
K i n g  F e a t u r e s

Rich LOWRY
K i n g  F e a t u r e s
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This certificate applies to consultation and examination and must be presented on the 
date of the first visit. This certificate will also cover a prevention evaluation for Medicare 
recipients The patient and any other person responsible for payment has the right to refuse 
to pay, cancel payment or be reimbursed for any other service, examination or treatment 
that is performed as a result of and within 72 hours of responding to the advertisement 
for the free, discounted fee or reduced fee service, examination or treatment. 

Expires 9/27/2019.

$150
V A L U E 

CHIROPRACTIC  EXAM
 & CONSULTATION

COMPLIMENTARY 

WE ACCEPT MOST INSURANCE 
PROVIDERS INCLUDING: 

 

DR. ALESSANDRA 
COLÓN 
Chiropractor  
Se Habla Español

DR. MICHAEL
PAPA 
Chiropractor  
Clinic Director 

PALM BEACH GARDENS
9089 N. Military Trail, Suite 37
Palm Beach Gardens, FL 33410

561.630.9598

PORT ST. LUCIE
9109 South US Hwy One
Port St. Lucie, FL 34952

772.337.1300

JUPITER
2632 Indiantown Road
Jupiter, FL 33458

561.744.7373

papachiropractic.com

THE OFFICIAL CHIROPRACTOR 
OF ROGER DEAN STADIUM.

 Home of the Miami Marlins 
and St. Louis Cardinals Spring Training.

We provide spinalWWWeee ppprrrooovvviiidddeee sspppiiinnaaallll
decompression treatments!!dddddeeeccccoooommmmmpppprrrreeeessssssssiiiiioooonnn ttttrrrreeeeaaaatttttmmmmeeeennnntttttssss!!!

Will see auto accident WWWWWWiiiiillllllllll sssseeeeeeeee aaauuuuutttttoooooo aaaaaccccccccciiiiidddddeeennnntt 
sufferers same day!ssssuuuuffffffffffffffeeeerrrreeeerrrsss ssssaaaammmmeee dddddddaaaayyyy!!

Treat Neck Pain, Back Pain 
and Sciatica caused by:

Full Physical Therapy Facility

SCHOOL,  
CAMP OR SPORTS 

PHYSICAL
$20

Jack T. Krauser D.M.D.
Periodontics and Implants Reconstruction

Call to Schedule an Appointment

561.627.5560
|   www.

All-On-MoreTM

Dr. Jack T. Krauser is the first practicing periodontist in Palm Beach County with 
training in how artificial implants adapt to your jawbone. This process, known 
as osseointegration, is what today’s dental implant placement is based on. 
It is why implants are a superior tooth replacement solution. 

Dr. Krauser has lectured on six continents, and is the co-author of the definitive 
textbook, “Dental Implants: The Art & Science.” He has achieved the honor 
of Fellow in the prestigious global academy, The Academy of Osseointegration. 
“K4 Implant ExpressTM,” the “True Final RestorationTM,” and the “Three Final 
RestorationTM,” are examples of his contributions to the field.

 
 

Ask about our unique “All-On-MoreTM” concept. 
Dr. Krauser applies his knowledge, research and implant expertise to treating 
your tooth loss condition, including the unique “All-On-MoreTM” procedure.

We will meet or beat any written estimate for a “Full Arch” case.

Dr. Jack T. Krauser applies the art and science 
of dental implants to your tooth loss condition.

Dr. Jack T. Krauser

 Tired of loose dentures?
Painful or missing teeth?
Afraid to smile?

Bad breath?
Difficulty in eating?
Told you have “no bone”

We can help you!

Foundation sets date
for Dreyfoos in White

Plans are in place for Dreyfoos in 
White 2019, but organizers aren’t saying 
where it will be held.

The event, set for Saturday, Oct. 19, will 
be held at a secret location to benefit the 
Dreyfoos School of the Arts Foundation.   

For the event, partygoers dress in all 
white, bring a picnic dinner, or buy din-
ners to go at several participating local 
restaurants, and bring creative table décor 
to compete for great tablescape priz-
es. The secret location will be announced 
at 4 p.m. the day of the event, with 
the venue open for guests to claim and 
decorate their tables from 5 to 6 p.m. The 
Dreyfoos School of the Arts Foundation 
does the rest — providing tables, chairs, 
and sparklers to light up the night.  Drey-
foos in White features entertainment by 
students from Dreyfoos School of the 
Arts, as well as Dreyfoos alumni band 
Girlfriend Material.

The 2019 Dreyfoos in White Com-

mittee includes Bill Abel, Lauren Carey, 
Sarah Cooke, Darlene Dzuba, Tiffany 
Faublas, Bill and Wendy Fritz, Jessica 
Fontaine Swift, Heather Graulich, Alli-
son Rogers Haft, Camila Helander, 
Nick Kassatly, Penny Koleos Williams, 
Veronica Lichtenstein, Jason Lowe, Jaye 
Luntz, Laura Nuttle, Amy Price, Kimber-
ly Ramia, Alice Randolph, Sarah Turn-
er, Bibi Van Arnam and Jessica Vilonna.

Money raised through Dreyfoos in 
White helps support educational pro-
grams that would otherwise not be 
funded. Last year, the Alexander W. 
Dreyfoos School of the Arts Foundation 
provided $1.2 million in support to the 
School of the Arts. 

Event tickets for Dreyfoos in White are 
$55 and are now available at www.soafi.
org with proceeds benefiting the Drey-
foos School of the Arts Foundation. Spon-
sor tables for 10 are also available with 
premier seating starting at $1,000. ■

PHOTO BY ROBERT MADRID

The Dreyfoos in White committee includes: (back row, from left) Tiffany Faublas, Sarah Turner, 
Nick Kassatly, Jessica Fontaine Swift, Bill Fritz, Bibi Van Arnam, Bill Abel and Kimberly Ramia; 
(front row, from left) Darlene Dzuba, Veronica Lichtenstein, Jessica Vilonna, Amy Price, Wendy 
Fritz, Sarah Cooke, Heather Graulich, Jaye Luntz and Lauren Carey.
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YOUR FIRST 

MAMMOGRAM

ou just reached that milestone 
birthday, and your doctor tells you 
it’s time to schedule your first 
mammogram. Here’s some infor-
mation to help you get ready.

Mammograms use low dosages 
of X-rays to produce images of the internal 
structure of the breasts. Mammograms are an 
important tool in the early detection of breast 
cancer and may help find cancers several years 
before symptoms appear. 

Making mammograms 
more comfortable

You may have heard stories about “painful” 
mammograms, but there are steps you can 
take to make the procedure more comfortable. 
Scheduling your mammogram during the week 
after your menstrual cycle may help because 
your breasts will be less tender at that time. 
Breast tissue often becomes more sensitive the 
week before and the week during your period.

On the day of your mammogram appoint-
ment, don’t apply powders, deodorants, anti-
perspirants, lotions, creams or perfumes under 
your arms, or on or around your breasts. These 
products may contain metallic particles that 
will show up on the mammogram film. 

What to expect
After you’ve checked in at the mammogram 

facility, you’ll be taken to a private area where 
you will take off your clothing above the waist, 
including your bra, and put on a patient gown. 
If you are wearing jewelry such as chains, 
necklaces or have piercings in the breast area, 
you should take those off as well.

A technician will help position you for the 
mammogram. The technician will move the 
machine and then place your breast tissue 
between the two plates. She will need to adjust 
your position and tell you where to place your 
arms and how to stand. 

The mammogram plates will be gradually 
moved together so that your breast tissue is 
compressed between them. A good mammo-
gram image means good compression must 
take place. While you may feel some dis-
comfort as the breast tissue is squeezed, you 
should not feel pain. Talk to the technician if 
the compression becomes too uncomfortable. 
It may help to remember that by holding still, 
it only takes a few minutes for the X-ray image 
to be taken, and then the compression can be 
stopped. 

While the X-ray is taken, you will need to 
hold very still and hold your breath for a few 
seconds. This prevents movement that might 
blur the image. After images of both breasts 

are taken, the technician will ask you to wait a 
few minutes in the room while the images are 
checked for quality. If the images are accept-
able, you’ll be able to dress and continue with 
your day.

After your mammogram
A radiologist, a physician who received 

special training in interpreting X-ray images 
including mammograms, will carefully study 
the mammogram films and provide a report to 
your physician. You will receive written notifi-
cation from the mammography department if 
the mammogram was normal. Should any areas 
need additional study, your doctor will let you 
know about the findings and tell you about 
additional tests.

At the Breast Institute at Good Samaritan 
Medical Center, we are now offering women 
same day mammography results to take the 
stress and anxiety out of waiting for your 
test results. We believe that when doctors of 
every specialty work together under one roof, 
they can deliver coordinated, comprehensive 
results. At the Breast Institute, our doctors 
don’t just work in the same place — they work 
on the same cases, collaborating in a team 
environment. ■

— For more information or schedule your 
mammogram, call 561-655-5511.

GOOD SAMARITAN MEDICAL CENTER

Y
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PALM BEACH GARDENS 
MEDICAL CENTER IS PROUD  
TO BE THE ONLY HOSPITAL  
IN PALM BEACH COUNTY  
TO GET 4 STRAIGHT A’s IN  
PATIENT SAFETY FROM THE 

LEAPFROG GROUP 

At Palm Beach Gardens Medical Center 
we never forget that it takes more than 
medicine to heal. It takes compassion, 
attentiveness, and a healthy dose of 

kindness. From cardiac surgery to  
joint replacement, all of us  
are here to treat you well.

See us at PBGMC.com

A COMMUNITY BUILT ON   ACHIEVEMENT

Clinical Excellence is 
Recognized in All Kinds of Ways.

3360 Burns Road | Palm Beach Gardens

HEALTH LIVING

Seniors benefit from physical fitness
PALM BEACH GARDENS 

MEDICAL CENTER

Just because you’re getting older 
doesn’t mean that it’s too late to get in 
shape. In fact, research shows that older 
people who have never exercised can 
still benefit from physical conditioning. 
By starting a regular exercise program, 
you can help prevent coronary artery 
disease, high blood pressure, stroke, 
diabetes, depression and some cancer. 
Physical fitness reduces the effects of 
osteoporosis and arthritis — two condi-
tions which can severely limit an older 
person’s lifestyle. Being in good shape 
physically can help you remain indepen-
dent as you age and improve the quality 
of your life.

So how do you get started with a fit-
ness regime if you’re older and haven’t 
been active? First, talk to your doctor. 
While you can begin an exercise pro-
gram at any age, certain medical condi-
tions such as cardiac problems, lung 
disease, diabetes, etc., mean that your 
progress needs to be monitored. Your 
doctor can help you determine which 
type of exercise is best for you and give 
you advice on how to make the most of 
your exercise program.

Plan an exercise program
Your program should include aerobic 

exercise, weight or strength training and 
exercises for flexibility. Aerobic exer-
cise helps strengthen your heart and 
helps maintain lung capacity. Aerobic 
exercise may slow or prevent the build-

up of plaque in your arteries and veins 
(atherosclerosis) and ward off harden-
ing of the arteries by keeping them 
flexible. Sustained aerobic exercise may 
help control Type II diabetes by helping 
your body metabolize sucrose.

Weight or strength training helps 
strengthen your bones and muscles 
and may help lower your cholesterol. 
Weight training improves the strength 
of your ligaments and tendons so that 
less stress is placed on your joints. 

Tufts University completed two stud-

ies on the benefits of strength training. 
One study showed that older adults 
with osteoarthritis who participated in a 
16-week strength training program were 
able to decrease their pain by 43 percent 
while increasing muscle strength. A sec-
ond study focused on postmenopausal 
women. After menopause, women can 
lose up to 2 percent of their bone mass 
each year. The Tufts study found that 
women who did progressive strength 
training two days a week had a 1 percent 
gain in hip and spine bone density, a 75 

percent increase in strength and a 13 
percent increase in balance. Improving 
overall strength and balance through 
strength training may help reduce the 
risk for falls and decrease the number 
of fractures.

Flexibility training or stretching helps 
you improve the range of motion for 
your joints. In addition to your wrists, 
elbows, shoulders, hips, knees and 
ankles, stretching can help your back. 
Flexibility exercises can ease stiffness 
that often is associated with aging. Phys-
ical activity may keep arthritic joints 
from freezing. You should remember 
that becoming more flexible takes time. 
Do your stretching slowly and gently at 
first to prevent injury.

Getting back to the good life
Don’t let pain keep you from your 

favorite activities. You can turn to the 
orthopedic specialists at Palm Beach 
Gardens Medical Center for any level of 
treatment necessary so you can get back 
to a fuller, more active lifestyle.

Have one of our specialists assess 
your health. Talk to an orthopedic 
doctor to learn more.  Many people 
wonder how long it will take to recov-
er from an orthopedic procedure like 
hip or joint replacement. Thanks to 
advances in technology, recovery times 
may be shortened.  Learn more about 
the variety of orthopedic procedures 
offered at Palm Beach Medical Center.  
For more information, go to our web-
site at www.pbgmc.com/our-services/
orthopedics. ■
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only one medically proven use for CBD, 
a compound in cannabis plants that does 
not get you high. It has been shown in 
several clinical trials to ease the symp-
toms of two rare forms of epilepsy, lead-
ing to the production of Epidiolex, the 
first and only FDA-approved medication 
to use CBD. And that’s it.

In spite of the lack of rigorous sci-
entific research, CBD enthusiasts and 
experts point out that the drug has been 
used medicinally for thousands of years. 
It’s also hard to argue with someone who 
will testify that a CBD product has genu-
inely changed their life or that of a close 
family member or pet. And there is pre-
liminary evidence suggesting that CBD 
has enormous potential as a medicine. 

Limited studies point to a wide variety 
of uses, especially when combined with 
varying levels of THC, CBD’s more psy-
choactive sister. In the most comprehen-
sive report on cannabis research in the 
United States, the National Academies 
of Sciences, Engineering, and Medicine 
in 2017 said that there is “conclusive 
or substantial evidence” that cannabis 
— though it did not specify the lev-
els of CBD, THC, or other compounds 
found in the plant — can treat chronic 
pain, chemotherapy-induced nausea, and 
symptoms of multiple sclerosis. 

Whatever the scientific evidence, 
the popularity of CBD-based products 
from tinctures to creams, candies to 
bath bombs, has exploded in the United 
States and in Florida since the state 
legalized cannabis for medical use in 
2016. The herbal supplement has been 
used to treat pain, psychological condi-
tions, and symptoms of major illnesses 
such as cancer and epilepsy, as well as 
help wean people off opioids. 

After the U.S. passed the 2018 Farm 
Bill allowing states to cultivate hemp, 
a low-THC cannabis plant from which 
CBD is derived, Florida followed suit 

this year. Now the Florida Department of 
Agriculture hopes to turn the state into a 
leading hemp producer, using it to pro-
duce CBD and potentially a wide variety 
of other products such as clothing and 
paper. The legislation also opened up 
scientific research on industrial hemp. 

As a whole, Florida’s medical mari-
juana industry is projected to have a $1.6 
billion economic impact and create more 
jobs than manufacturing by 2020, the Ag 
Department says, as well as become the 
biggest medical marijuana market in the 
nation by 2021.

“The passage of the Farm Bill brings 
the opportunity to grow industrial hemp, 
which has billions in potential  econom-
ic opportunity for the Florida agriculture 
community as an alternative crop of the 
future,” the Ag website reads.

With CBD’s popularity is coming doz-
ens of new boutique stores that sell 
premium CBD. Here’s a look at what 
CBD is exactly, the ways in which it is 
produced and used, where to get it, and 
how Florida is expected to regulate its 
production and sales.

  
CBD: What is it?

CBD is one of the two most well-
known compounds found in Cannabis 

Sativa L. plants. Unlike its psycho-active 
sister THC, CBD does not produce a 
euphoric effect or buzz. In other words, 
it does not get you high. That’s one of its 
major selling points. 

CBD and THC are often blended in 
varying levels to produce better medici-
nal effects. The blends range from CBD 
products with .3 percent THC or less — 
sold over the counter — to those higher 
than .3 and up to 90 percent or more 
THC, which require a doctor’s permis-
sion. It’s important to note that those 
products with .3 percent or less won’t 
get you high, even if you were to take 
huge doses. But if you have to take a drug 
test for employment or other purposes, 
which test for THC, the safest route is to 
use only products with zero THC. 

How CBD is used 
The World Health Organization lists 

many other conditions besides epilepsy 
for which CBD “may have therapeutic 
benefits.” These include helping relieve 
symptoms of Alzheimer’s, Parkinson’s, 
multiple sclerosis, Huntington’s, pain, 
psychosis, anxiety, depression, cancer, 
nausea, inflammatory diseases, arthritis, 
infection, Crohn’s disease, cardiovascu-
lar disease and diabetic complications. 

But gold standard research in the form 
of double blind, placebo controlled, peer 
reviewed studies followed by clinical tri-
als is lacking when it comes to claims of 
CBD’s efficacy in these areas. Research 
has been stymied by the U.S. govern-
ment, which still considers nearly all 
cannabis products illegal and claims that 
they are as dangerous and addictive as 
heroin. Last year, the federal government 
legalized only hemp (.3 percent THC or 
less) to grow and study. 

How much of CBD’s widespread pop-
ularity could be contributed to the pla-
cebo effect is unknown. 

One CBD user, Washington Post con-
tributor Steven Petrow, recounted add-
ing a CBD tincture to his regular meds to 
help relieve his “lifelong struggle against 
depression.” He used a hemp-derived 
CBD with less than .3 percent THC.

“Since I’ve been using CBD, my mood 
has been significantly elevated and sta-
ble, although I understand my experi-
ence proves nothing,” he wrote. “The 
placebo effect can be strong, especially 
for health symptoms modulated by the 
brain.”

 Possible adverse side effects are also 
unknown, although so far are reportedly 
mild to nonexistent. No person is known 
to have ever overdosed or died from 
ingesting CBD or any cannabis product. 

Studies led to Epidiolex being the 
first and still only FDA-approved drug 
using CBD, which the FDA describes 
as “an oral solution for the treatment 
of seizures associated with two rare 
and severe forms of epilepsy, Lennox-
Gastaut syndrome and Dravet syndrome, 
in patients two years of age and older.”

Where to get it 
CBD that is .3 percent or less THC can 

be bought everywhere from gas stations 
and head shops to high-end boutiques. 
When it comes to shopping for CBD, 
business owners say that you get what 
you pay for. 

They suggest looking for products 
that claim they are third-party tested. 
And information on the label or com-
pany website should allow you to track 

CBD
From page 1

EVAN WILLIAMS / COURTESY PHOTO

Your CBD Store in Cape Coral has a bulletin board featuring smiling customers with their CBD prod-
ucts. The shop has many independently owned affiliates, including in Port Charlotte and Arcadia. 

EVAN WILLIAMS / COURTESY PHOTO

Seed & Bean Market is a cannabis café and lifestyle shop in the Fort Myers River District owned by Cole Peacock, at left. He is pictured here with store associates Natasha Lehtola and Kimberly Victor. 
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Marie Heiland, a 64-year-old Naples entrepre-
neur, founded Naples CBD Oil Company.

exactly where the CBD came from. 
I bought one of the little bottles of 

premium, high quality tincture oil, which 
cost $90 at Your CBD Store in Cape 
Coral, which has a health and wellness 
vibe to it. The store associate suggested I 
could test it out to possibly even replace 
the psychiatric medication Quetiapine, 
which was prescribed as a sleep aid as 
well as to treat a diagnosis of bipolar 
type 2 depression. 

The recommended dosage to start, a 
half a dropper full twice a day, would last 
about a month. It was a midrange price. 
Products at Your CBD Store ranged in 
price from around $40 to upward of $250, 
depending on how much CBD they have 
in them. 

After a few days its effectiveness is 
uncertain, but the store associate said 
some people need to stick with it for a 
week or more to see result. It didn’t work 
as a sleep aid nearly as effectively as the 
Quetiapine, but it was also much milder 
and I felt good the next day, for what it’s 
worth. 

When it comes to CBD’s proven effi-
cacy, time will tell. 

A bulletin board in the store is filled 
with dozens of wallet-sized instaprint 
photos of smiling customers holding 
their CBD products. 

The tincture has a pleasant, natural 
flavor like how a bag of good weed smells, 
but milder — and if you don’t know what 
that smells like, well, you’re just not liv-
ing. There are many other flavor options 
such as strawberry and cinnamon. 

 The rules for producing CBD from 
industrial hemp and selling it right now 
in Florida as an over-the-counter supple-
ment such as those at Your CBD Store 
are in the process of being written, so 
buyer beware: Businesses may source 
them from anywhere they want at this 
time. However, this store and others con-
tacted for this article were all up front 
about exactly what you get and where it 
comes from.

Unlike over-the-counter medication, 
CBD-based products that you get at a 
licensed dispensary are currently reg-
ulated by the Florida Department of 
Health. Those may also be blended with 
any THC content, so some of them could 
give you a buzz.  

Cannabis and CBD experts recom-
mend choosing your product carefully, 
one that is third party-tested from a 
reputable source. 

“Where you get your CBD is vitally 
important,” said Dr. Martha S. Rosenthal, 
a professor of physiology and neuro-
science and director of the Cannabis 
Research, Education, and Workforce Ini-
tiative at Florida Gulf Coast University. 

She runs a professional certificate 
program that delves into the history, 
physiology, laws, cultural evolution and 
other aspects of cannabis. She is skepti-
cal of some uses.

“I just saw they’re putting (CBD) in to 
athletic wear — that’s funny,” she said, 
but adds that “CBD, the molecule, has 
amazing therapeutic potential.”

 
Rules and regulations 

The reason for the difference in regu-
lation between over-the-counter premi-
um CBD and ones you need a medical 
card for is confusing. It all depends on 
what type of plant the CBD is derived 
from.

Marijuana and hemp both come from 

the same family of cannabis sativa plants 
but their chemical makeup and the way 
they are grown and regulated, is different. 

The main difference is that hemp 
plants are bred to contain low levels of 
THC, the compound that gets you high; 
officially, .3 percent or less. 

Marijuana plants are bred to contain 
higher levels of THC, .3 percent to 30 
percent or more. 

CBD can be extracted from both types 
of plants. 

Besides medicine, hemp is also said to 
have thousands of applications, such as 
to produce clothing, paper and building 
materials. 

The Department of Health regulates 
marijuana and medical marijuana busi-
nesses while the Department of Agricul-
ture and Consumer Services regulates 
industrial hemp, or will in the coming 
months. The Agriculture Department is 
in the final process of defining regula-
tions for growing and processing indus-
trial hemp plants. 

In addition, at least for the time being, 
the Health Department and Agriculture 
Department regulate two entirely differ-
ent business models, one for growing 
marijuana and the other for industrial 
hemp.

Companies such as Surterra Wellness 
and Fluent Cannabis Care produce and 
sell marijuana, which falls under the 
Health Department’s office and has a 
“vertically integrated” business model. 
That is, each licensed business must con-
trol the entire process of growing and 
producing medical marijuana, as well as 
selling it at dispensaries — “from seed to 
sale.” That makes for a high bar for entry 
into this side of the cannabis business. 

Oddly, those businesses are only 
allowed to grow marijuana, not hemp. But 
Kim Hawkes, who is associate director for 
government and public relations with Sur-
terra Wellness, said that once the guide-
lines on hemp are clarified, the company 
hopes to be able to utilize both plants. 

Meanwhile, the Department of Agri-
culture and Consumer Services regulates 
the industrial hemp industry in Florida. 
Unlike marijuana, it will have a “horizon-
tally integrated” business model. That 
is, one company doesn’t have to do it 
all. There will be separate licenses for 
farmers, processors, retailers, and other 
parts of the industry, or any combina-
tion thereof. Therefore, it will be a much 
lower bar for entry into this market. 

“We’re not restricting the number of 
licenses, we’re not telling you where or 
how you can grow,” said Holly Bell, Flori-
da’s director of cannabis, appointed by the 
agricultural commissioner early this year 
to usher in the hemp industry. “That’s a 
farmer’s choice. I think the biggest relief 
for the public is when they understood it 
would be accessible to so many and easy 
entry. You can come in in one place, you 
can come in in two, you can really do it all, 
that’s really your business choice.”

No medical card needed:
Stores selling CBD products   

Marie Heiland is a 64-year-old Naples 
entrepreneur who formerly owned a 
health and wellness based olive oil com-

pany. Last year, she founded Naples CBD 
Oil Company. Her products don’t require 
a doctor’s recommendation. She points 
out that it is important for consumers 
to educate themselves on what types of 
CBD to purchase and regulate the dosage 
they are taking. 

“In Florida we have an older popula-
tion so they have some typical issues, 
pain being a major one, sleep being the 
other major one,” she said. “So that’s 
probably our biggest focus. We do work 
with a lot of people who have diseases. 
But especially in Naples our clientele 
is older typically. They want relief and 
CBD actually works, no question. But the 
tricky part is getting a legitimate product 
and getting the dosing correct.”

She sells a wide variety of high-quality 
tinctures, oils, creams, candies and other 
CBD products. Many are “full-spectrum” 
products, meaning that they include 
some THC (no more than .3 percent), 
as well as CBD, and other compounds 
that are believed to be more effective 
together than pure CBD alone. 

■    ■    ■

Kennedy Johnson is a 39-year-old 
North Palm Beach resident who opened 
Palm Beach CBD Boutique on Sept. 9. 

 “We test all of our products,” she said. 
“We really want organic all-natural prod-
ucts that don’t carry all of the synthetic 
ingredients. So I’d say it’s more like 
‘craft’ hemp that we’re carrying.”

She’s looking forward to the new regu-
lations. 

“I think it’s going to be helpful to 
Florida and I think there’s going to be 
more quality control and there might be 
exciting new products,” she said.

Her favorite products include tinc-
ture oil and capsules to help with sleep, 
which she has found don’t leave you 
groggy in the morning like Ambien and 
other pharmaceuticals. She also uses a 
CBD cream for a knee injury.

Her products include capsules, oils, 
creams, bath products, CBD coffee, tea, 
gummies, prerolled hemp sticks, all-nat-
ural vapes, and pet products. 

She added about the new regulations 
being worked out by the Agriculture 
Department, “maybe it’ll mean we get 
better prices on stuff because it will be 
here locally.”

■    ■    ■

Jim Harrington is a 50-year-old 
North Port resident who owns and oper-
ates two Your CBD Store affiliate loca-
tions, one in Port Charlotte and another 
in Arcadia. He hopes to open a third 
location next month. Formerly a phar-

maceutical and hospital rep, Mr. Har-
rington opened his first Your CBD Store 
in December 2018, inspired by his own 
experience with CBD. 

“I have three bad discs in my back and 
had three procedures,” he said. “My wife 
finally convinced me to start taking CBD 
about three years ago and it changed my 
life so much.”

When the Farm Bill passed, Mr. Har-
rington said, “I jumped in with both 
feet.”

One thing that makes his store unique 
is that he only carries CBD “isolate” 
products, that is they have zero percent 
THC, Mr. Harrington said, even though 
he could legally sell products with up to 
.3 percent THC per the Farm Bill.

“There’s not a drop of THC in any of 
my stores,” he said. “I just choose not to 
cross that line.”

That would ensure that if someone 
used his products, THC would not show 
up in a drug test. 

He sources his CBD products from 
Evergreen, Colorado. 

■    ■    ■

Seed & Bean Market is a cannabis 
café and lifestyle shop in the Fort Myers 
River District owned by Cole Peacock, 
who says he is looking at opening mul-
tiple locations across the state. 

His products include cannabis-fla-
vored beers on tap. 

 “It smells like a bag of weed but 
there’s no THC in there,” he said.

The café offers a “4:20” happy hour 
with CBD Mocktails with names like 
Everglades Lemonade, Ginger Gator and 
Orange Blossom.

He also carries a line of high-quality 
CBD products. Mr. Cole uses some of the 
CBD doggy treats at home.

“I can tell you we use it on our dogs, 
especially our hound dog, who has sepa-
ration anxiety and is really afraid of 
thunder,” he said. “It works. It may not 
work for everyone but it works for me.”

Seed & Bean regularly hosts educa-
tion nights in which one of its employees 
explains the product to customers. 

 Mr. Peacock is vice chair of the Hemp 
Advisory Council under the Depart-
ment of Agriculture, one of 13 members 
appointed by Commissioner Nikki Fried. 
Mr. Peacock was a corporate lobbyist 
and later worked as a chief executive for 
Chico’s before moving into the cannabis 
industry. 

He consulted the Lee County Sheriff’s 
Office, Fort Myers Police, City Council, 
and county staff before opening Seed 
& Been earlier this year to ensure they 
approved of his business model. Much 
of the approval is about presentation. 
There are no garish flashing neon mari-
juana buds; in other words, it looks like 
a destination that’s more about wellness 
rather than an old-fashioned head shop 
or a strip-mall vape store. But it still nods 
to cannabis culture, both what that gets 
you high and what does not.

Mr. Peacock comes from a fifth gen-
eration Florida agricultural family that 
has produced cotton, corn, and now 
mostly peanuts in the Panhandle. He 
sees industrial hemp as a product that a 
wide range of farmers could use to diver-
sify their crops. 

“I think anyone who has been success-
ful in the agricultural industry is going to 
look at hemp,” he said. 

Ward 4 Fort Myers city council mem-
ber and former police officer Kevin 
Anderson visited the Seed & Bean 
recently. Mr. Anderson first remembered 
Mr. Peacock as a middle school student, 
back when he used to warn kids to stay 
away from drugs like marijuana.

What does he think of the sea change 
in cannabis culture and public opinion 
going on in Florida and in the U.S.?

“It’s something that’s coming,” he said. 
“It’s here. It’s not going away any time 
soon.”

SEE CBD, A10 

“…I do take CBD and I 
personally smoke the flower and 
get the rest of my daily through 
our Serenity Beans that we 
have the founder of Jelly Belly 
reproduce.”
—  Roger Haines, owner of Serenity CBD 

Superstore in Key West and Marathon  

EVAN WILLIAMS / FLORIDA WEEKLY

A neon sign advertising CBD products at a smoke shop in Cape Coral.



Mr. Anderson pointed out that in his 
career he watched the U.S. “create a bil-
lion dollar industry to fight the war on 
drugs” with its need for prisons, pros-
ecutors, and other staff. 

“We’ve spent a lot of money over the 
years and we don’t seem to be better off 
for this,” he said. 

Now, a billion-dollar plus cannabis 
industry is being created. 

He doesn’t sound completely sold on 
the benefits of CBD and other cannabis 
products as medicine, but he’s also keep-
ing an open mind.

“If there is a valid use or benefit, 
especially if you look at (some types of) 
chronic pain — it’s kind of hard not to 
support it,” he said. 

■    ■    ■

Serenity CBD Superstore in Key 
West and Marathon sells flower, oil, 
candy and creams with CBD, said owner 
Roger Haines. 

“Hemp smokes are also a great seller 
and our CBD infused Cuban and Colom-
bian coffee,” he wrote in an email.

 While the rules and regulations for 
CBD are being developed, Mr. Haines 
said he is “ready for some changes” but 
believes the state and its rules will be 
friendly to businesses such as his that 
rely on word of mouth.

“We believe in educating our custom-
ers and sharing testimonials from others 
who have similar ailments and have ben-
efitted from our product,” he said.

“… I do take CBD and I personally 
smoke the flower and get the rest of my 
daily through our Serenity Beans that 
we have the founder of Jelly Belly repro-
duce.”

Local stores selling CBD/THC
products: Medical card required 

José Javier Hidalgo is chief execu-
tive officer of Fluent Cannabis Care, a 
company licensed in Florida to grow 
cannabis marijuana plants, process them, 
create their products, and sell them at 
Fluent stores throughout the state. Right 
now his company and others regulated 
under the Department of Health are not 
authorized to grow hemp.

Mr. Hidalgo was on hand in early Sep-
tember to visit the company’s dispensary 
in Fort Myers, as well as its newest 15th 
dispensary opening up in Cape Coral. On 
the east coast, within Florida Weekly’s 
distribution area, Fluent also operates a 
dispensary in Lake Worth. 

All the CBD products here require an 
official Florida medical marijuana card 
and are typically blended with some 
percentage of THC, from a tiny .8 per-
cent and up with some north of 90 
percent THC. The blend of CBD, THC, 
and other compounds is said to create in 
some cases an “entourage effect,” with 
the ingredients working more effectively 
together than alone. 

Mr. Hidalgo said he was in a near fatal 
bicycle accident in 2011 and uses a CBD 
cream for pain as well as arthritis in his 
hand. He takes CBD capsules morning 
and night.  He also occasionally vapes. 

While it takes a doctor’s recommen-
dation to buy products at Fluent and 
Surterra dispensaries now, Mr. Hidalgo 
said he believes the day is coming when 
recreational marijuana will be legal in 
Florida. Many of their patients, he said, 
based on experiences in other states, will 
forego a doctor’s visit and use the recre-
ational products to self-medicate. 

■    ■    ■

Surterra Wellness is also a company 
licensed to produce marijuana products 
from seed to sale in Florida. One of its 

newest dispensaries opened recently in 
Key West.

Like Fluent, Surterra sells its own flag-
ship brand with exact ratios of CBD and 
THC including a line called Calm, which 
has a small ration of THC compared 
to CBD (it does not get you high) and 
includes softgels, transdermal patches, 
vaporizers, tincture oils, oral concen-
trates and sprays.

 “I can tell you the experience that our 
patients have had with CBD in Florida 
and it has been incredibly positive,” said 
Kim Hawkes, associate director for gov-
ernment and public relations. “CBD is a 
very powerful natural anti-inflammatory 
and about 80 percent of pain is induced 
by inflammation. To have a natural 
means to alleviate that inflammation is 
really great for many individuals.”

Companies like Surterra and Fluent 
could ultimately be places that cater to 
both recreational users and as a resource 
for those who will likely continue to need 
or want the years of training and knowl-
edge a physician brings in recommending 
a combination of CBD and THC. Ms. 
Hawkes said that Surterra is interested 
in utilizing hemp as well if that’s possible 
after the regulations are finalized. 

Industrial hemp will boom 
Capitol Alliance Group is a lobbying 

firm based in Tallahassee that represents 
a wide variety of interests, including 
Tesla, SpaceX, Quicken Loans and local 
governments, wrote Taylor Patrick Biehl, 
the firm’s legislative programs director. 

The firm founded the Medical Mari-
juana Business Association of Florida as 
well as the Florida Hemp Association. 

Mr. Biehl wrote in an email that the 
firm expects CBD sales to continue to 
skyrocket:

“CBD sales in the U.S. alone are pro-
jected to reach $22 billion by 2022. So, 
it’s no surprise that Florida’s creation 
of a state hemp plan, coupled with its 

already ag-friendly climate and soil, will 
contribute greatly to Florida’s economy 
by creating an entirely nascent and regu-
lated industry. 

“Florida’s farmers have seen tremen-
dous hardships over the last decade, 
from citrus canker and greening to the 
Panhandle’s timber devastation. 

“Crop diversification by way of hemp 
will undoubtedly reinvigorate Florida’s 
ag driven economy.”

Hemp research is beginning 
Florida Hemp legislation authorized 

the University of Florida and Florida 
A&M to develop public private partner-
ships to research hemp seed genetics for 
Florida’s environment, explained Jeffrey 
Sharkey, CEO and president of Capitol 
Alliance Group. 

A top hemp cultivator, Sunshine 
Hemp Inc., partnered with FAMU 
to develop an industrial hemp pilot 
research project. The cultivation and 
testing facility in Punta Gorda aims 
to identify strains that will thrive in 
Florida and be usable for both small- 
and large-scale farmers. 

“The research project will identify 
which hemp genetics and growing meth-
ods are suitable for Florida regions and 
climates,” he wrote, “and to ensure that 
plants grown from these genetics do not 
present a risk to Florida’s other agri-
cultural crops. These research projects, 
like Sunshine Hemp, will be able to cer-
tify hemp seeds for farmers interested in 
growing next season.”

Hemp: Fresh from Florida
Holly Bell is a true believer when 

it comes to the potential for hemp in 
Florida and has called CBD “the new 
ibuprofen.” 

She was appointed the director of 
cannabis by Agriculture Commissioner 
Nikki Fried and started in February after 
holding a similar position in Tennessee. 

She previously worked as an entrepre-
neur and in the banking and financial 
services industry in Nashville. Ms. Bell 
grew up on a farm in Indiana and gradu-
ated with a bachelor’s in agricultural 
economics from Purdue University. 

 For her first order of business in 
Florida, Ms. Bell and her office worked 
to pass a state Hemp Bill that went into 
effect in July. They are also working with 
the Department of Health to produce 
rules on cannabis edibles, as well as 
finalizing rules for the Florida industrial 
hemp industry. 

“It will assist businesses and be a 
catalyst for the industry, once we get the 
rules done, because there will be a cer-
tainty there in how we do it,” she said. “I 
believe the rules will be a huge boost for 
the industry.”

 Ms. Bell and her team consulted other 
states that grow hemp as an agricultural 
commodity, asking how they implement-
ed rules and what they might change in 
hindsight.

“One of the more consistent messages 
I got, and I saw this in Tennessee, is 
there’s a lot of focus on farmers to grow 
it. But if we don’t have an economy in 
place for that farmer to sell his crop 
then we’ve really not done the farmer a 
justice. So making sure you’re attracting 
and promoting economic development 
at the various levels of industry is very 
important and it needs to be done at 
the same time you’re starting to grow 
because the growth cycle is only four 
months.”

 She sees Florida as a leader in the U.S. 
hemp industry.

“I see a lot of interest from the United 
States in people who want to come here 
and make hemp a great industry here,” 
she said. “Because of our climate, also 
it is something that can be done year 
round.”

The state also poses challenges, 
including an abundance of wet weather 
and insects that can spread disease. 

Personally, Ms. Bell uses CBD prod-
ucts to control her blood pressure. She 
takes a 500 mg tincture every day, a half 
a dropper full each morning.

“I find it to help me in a way I couldn’t 
get pharmaceuticals to help me,” she said. 
“And it helped with my blood pressure. 
We had tried diet. We had tried exercise. 
We had tried a prescription. And geneti-
cally in my family it happens.”

Ms. Bell sees CBD extraction and 
exporting hemp to other states as just a 
few of many applications and “one more 
diversification tool for a farmer.” 

“We’ve just started to scratch the sur-
face of what we can do with this plant,” 
she said. ■
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VANDY MAJOR / FLORIDA WEEKLY

Fluent Cannabis Care grows, produces, and sells CBD and THC products. Because Fluent is 
licensed to sell products with more than .3 percent THC up to nearly pure THC, it is regulated 
by the Health Department and requires a doctor’s approval to shop here. 

CBD
From page 9

SCOTT SIMMONS / FLORIDA WEEKLY

Kennedy Johnson is a North Palm Beach resident who opened Palm Beach CBD Boutique in September. 
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AWARD 
WINNING 
CBD PRODUCTS  
Made in the USA!
At Palm Beach 
CBD Boutique, our 
mission is to supply 
our customers with the 
very best, award winning, 
all natural CBD products 

pricing. Whether you’re new to 
CBD or have been using it for years, you 
can count on our hemp derived CBD with the purest 
ingredients. Each batch is carefully tested to ensure 
quality, consistency, taste, and authenticity. 

We are a CBD only store, not a smoke or vape shop.

100% Lab Tested 
Pharmaceutical Quality 
CBD & HEMP OIL
No medical card required

NEW CBD BOUTIQUE!

561-805-0036
Come visit us at our store…

® Cafe)

palmbeachcbdboutique.com

$10 
OFF 

for discount. 

AWARD WINNING 
CBD PRODUCTS

Free Consultations

NEWS OF THE WEIRD 
BY THE EDITORS AT ANDREW MCMEEL

Distributed by Universal Press Syndicate

What’s in a name?
Rep. Raul Ruiz, 47, a California Demo-

crat representing the 36th Congressional 
District, may face an unusual opponent 
in the November 2020 election: GOP can-

didate Raul Ruiz, 57, a construction con-
tractor. “I want to give the citizens anoth-
er option,” challenger Ruiz told Politico. 
“I’ll say this. I had the name first.”

Redneck chronicles
Melinda Frye Toney, 44, of Oak Hill, 

W.Va., was charged with wanton endan-
germent on Aug. 22 for brandishing a 
pistol in the parking lot of the New Life 
Apostolic Church on May 11. It seems 
Melinda, wife of Pastor Earl Toney, and 
Lori Haywood, 29, wife of Youth Pas-
tor David Haywood, had an ongoing 
conflict, according to a police spokes-
man. Fayette County Sheriff ’s Detective 
Kevin Willis told the Register-Herald 
of Beckley, W.Va., that the “straw that 

broke the camel’s back” was an argu-
ment over a T-shirt Lori Haywood wore 
to a church event. The two couples met 
at the church that day to try to hash out 
the wives’ differences, but, said Willis, 
“It just made it worse, I think.” Melinda 
Toney left the meeting and went to her 
car, where she retrieved her firearm. 
When Pastor Earl moved to stop his 
wife, the gun discharged. Detective Wil-
lis confirmed that Melinda Toney had a 
concealed weapon permit.

Serving the public
The Sharonville, Ohio, police depart-

ment found a way to turn a resident’s 
misconceptions about marijuana laws 
in Hamilton County into a teaching 
moment on Sept. 3. The department 
posted on its Facebook page a record-
ing of a call received on Aug. 25 from 
“Mr. Marilyn Manson,” who complained 
that “two Sharonville cops ... stole my 
f-ing weed last night.” The angry man 
insisted that anything “under 100 grams 
is cool, right?” but was, in fact, wrong. 
(It is legal to possess up to 100 grams of 
marijuana in the city of Cincinnati, but 

that law does not cover the entire county 
— including Sharonville.) The officers 
who confiscated the weed were arrest-
ing the man’s wife, whom he identified 
as Marilyn Manson during the call, when 
they found the contraband in her purse. 
In a second call to police, the caller also 
complained that the officers had taken 
his carryout order from Red Lobster. “It 
was a fresh meal of Cajun f-ing pasta!” 
he ranted. Fox19 reported that a police 
supervisor later met with the man to 
clarify the laws about marijuana and 
explain what had happened to his dinner.

Repeat offender
Police in Wilton, Conn., told WVIT 

they scored a twofer on Sept. 7, thanks 
to 64-year-old Ellen Needleman-O’Neill. 
The woman was arrested that afternoon 
after a caller alerted police of a driver 
who hit a parked car in a parking lot. Offi-
cers conducted field sobriety tests, which 
they said Needleman-O’Neill failed, and 
she was charged with operating a motor 
vehicle while under the influence of alco-
hol and/or drugs, along with possession 
of a controlled substance (for the Tylenol 

3 found in her bag). Police released her, 
but hours later she was seen driving away 
from a liquor store in her car. Officers 
stopped her again and found her to still 
be under the influence, they said. Police 
also said they learned Needleman-O’Neill 
didn’t have a valid driver’s license, hadn’t 
registered her vehicle, and had lost her 
right to drive after the first offense earlier 
in the day. She was charged with addi-
tional crimes and is scheduled for two 
court appearances on Sept. 17.

Police report
A Texas motorcyclist with the memo-

rable nickname “Baby Jesus” taunted 
Blue Mound police on Aug. 10 as they 
tried to pull him over. Police posted 
dashcam video of Jesus Sebastian Gomez 
doing wheelies and standing on his 
motorcycle while weaving in and out 
of traffic, eventually getting away from 
officers. Fox News reported that wit-
nesses viewing the video helped identify 

the rider, and police issued a statement 
urging Gomez to turn himself in. “You 
need to come speak with us regarding 
this incident or we can come to you. (We 
could have a come to ‘Baby Jesus’ meet-
ing),” they offered. Gomez surrendered 
to the Tarrant County Sheriff’s Office 
on Sept. 4 and was charged with evading 
arrest.

Least competent criminal
Gary Lambe, 54, made the job of 

the Toronto (Canada) Police Service 
easier on Aug. 23 when he allegedly 
made a photocopy of his face during a 
break-in at a commercial property there. 
Police said the suspect “ate some food 
items” and created the picture of his 

face — which he left behind. Fox News 
reported that police eventually arrested 
Lambe, who was already in custody for 
an unrelated incident, and charged him 
with breaking and entering and failing 
to comply with probation.

Most competent criminal
Yusuke Taniguchi, 34, a shopping 

mall clerk in Koto City, Japan, was 
arrested earlier this year for using his 
superpower — a photographic mem-
ory — for apparent evil. According to 
police, Taniguchi was able to memo-
rize more than 1,300 numbers from 
credit cards as people used them at his 
shop register, SoraNews reported. He 
admitted to investigators that he would 

remember the name, card number, expi-
ration date and security code, then write 
the information down as the customer 
walked away, later using the accounts 
to make online purchases of items he 
would then sell. Police, who tracked him 
to his address by using orders for two 
expensive handbags, found a notebook 
with hundreds of accounts listed. ■
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23 In-house Expert Engineers

Functional, Effi cient and Cost-
Effective Design

684 Highly Skilled and Trained 
Professionals

Extensive Knowledge and 
Experience Based Performance 

Over 1,500 Satisfi ed Customers

Reliable and Proactive HVAC and 
Refrigeration Maintenance

We take pride in managing projects 
from preconstruction to completion 
as well as serving your long-term 

maintenance needs from our 
locations throughout Florida.

FORT MYERS | TAMARAC

PLAN IT BUILD IT MAINTAIN IT

STANDING STRONG SINCE 1960

LEARN MORE

SARASOTA | TAMPA

Grandma’s Place plans luncheon
To raise money, the organization will 

hold its fifth annual luncheon at The 
Sailfish Club in Palm Beach on Tuesday, 
Nov. 19.  

Dina Rubio and Manda Galin are 
cochairing the event; Herme De Wyman 
Miro is the international honorary chair 
and Elayne Flamm is the honorary chair. 
Committee members include Missy 
Agnello, Margaret Donnelley, Patti Had-
den, Barbara Hollender, Eleanor Jones, 
Mary Lewis Moews, Adreana Moss, Joan 
O’Connell, Toni O’Brien, Debbie Pincus, 
Amy Quattlebaum, Jodie Schmitz, Donna 
Scully, Marcie Singer, Valerie Seifert, 
George Swan Jr. and Jamie Wulkan 

The luncheon starts at 11:30 a.m. with 

a wine reception and a silent auction. 
This year’s event is again in memory 
of Lou Ann Wilson-Swan, founder and 
previous chair of the luncheon.  

Proceeds benefit Grandma’s Place, 
which provides shelter and care to children 
who have suffered abuse or neglect and 
have been removed from their homes, and 
also provides respite care for young chil-
dren with disabilities and offers support to 
parents/caregivers of children with special 
needs to maximize each child’s safety and 
success. 

Tickets are $175 per person. Call Rox-
anne Jacobs at 561-753-2226, e-mail rox-
anne@grandmasplacepb.org or visit www.
grandmasplacepb.org. ■

Dress Collection to host fundraiser
for Busch Wildlife Sanctuary

Busch Wildlife Sanctuary and the 
Dress Collection plan a Sip & Shop 
event.

For that event, set for 3-6 p.m. Oct. 
10, guests can enjoy refreshments, raf-
fles and animals at the Dress Collec-
tion’s store in Jupiter. 

While shopping, 
guests can meet ani-
mal ambassadors 
from the Busch Wild-
life Sanctuary. Ten per-
cent of all sales from the 
event will go to benefit the 
sanctuary. The store is in the center 

back of the Driftwood Plaza, 2127 
S. U.S. 1, Jupiter.

Visit www.BuschWildlife.org to 
donate and learn more about the pro-

grams and services or how you can get 
involved. ■
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When it comes to surgical outcomes, the 

right team makes all the difference. At 

Good Samaritan Medical Center, the team  

of highly-skilled surgeons along with 

the micro-precision of robotic surgical 

technology work together to provide you 

with the best results possible. With robotic 

surgery, you can experience smaller 
incisions, less pain and a shorter 
recovery time.

Colorectal  /  Gynecology  /  

General Surgery  /  Thoracic  /  Urology

To find a doctor specializing in robotic surgery, please call 833.256.6007 or visit goodsamaritanmc.com

PALM BEACH LAKES BLVD. AT FLAGLER DR.

Remarkable 
team.
Remarkable
results.

THE ROBOTIC SURGICAL INSTITUTE 
AT GOOD SAMARITAN MEDICAL CENTER

561-413-0011
3181 MILITARY TRAIL, LAKE WORTH, FL 33463
OPEN 9AM TO 5PM M TO F LICENSE NUMBER OS8874WWW.CMMDR.COM

GAIL V. HAINES / FLORIDA WEEKLY

Musician and author Stuart Jacobson recently performed for patients and staff at Palm Beach 
Children’s Hospital.  Mr. Jacobson recently wrote a new book titled “I Like To Be Liked, 12 
Things To Do All Of The Time To Be Liked.” Mr. Jacobson donates his shows to schools, librar-
ies, charity events and hospitals to promote his message for kids to be kind, positive and read.
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1309 N Flagler Dr  |  West Palm Beach  |  GoodSamaritanMC.com

RESERVATIONS ARE REQUIRED, CALL

844.790.7315

Community
CONNECTIONS

Blood Cancer Support Group
3rd Wednesday of the month @ 10:30am
Good Samaritan Medical Center 
1309 N. Flagler Dr., West Palm Beach
To register, please visit www.lls.org/palm-beach-area 
or call 561-623-4568.

Melanoma: It’s Not Just Skin
Tuesday, September 24th • Noon
Kimmerle Cohen, MD – Surgeon

Good Samaritan Medical Center – HR Classroom 
1309 N Flagler Dr., West Palm Beach

Women’s Wellness Fair
Wednesday, September 25th • 11am-3pm
Palm Beach Outlets 
1751 Palm Beach Lakes Blvd., West Palm Beach
In honor of National Women’s Health and Fitness 

Day, join us to learn about several of our women’s 

services and benefit from free health screenings!

Breast Cancer: 
Managing Your Risk
Tuesday, October 1st • Noon
Elena Rehl, MD – Breast Surgeon

Good Samaritan Medical Center – HR Classroom 
1309 N. Flagler Dr., West Palm Beach

Restoring Your Bladder Health
Tuesday, October 22nd • Noon
Angelo Gousse, MD – Urologist

Good Samaritan Medical Center – HR Classroom 
1309 N. Flagler Dr., West Palm Beach

AngioScreen®
Tuesday, October 29th • 9am-1pm
Emergency Center West Palm Beach 
5028 Okeechobee Blvd., West Palm Beach 
(intersection of Haverhill Rd. and Okeechobee Blvd.)
Test Your Vascular Health in 6 Minutes or Less with 

AngioScreen® 

Cost: $50 for a Basic Screening (additional $30 with 
optional abdominal aortic aneurysm screening)
Cash, check or credit card accepted; payment taken 

at the time of your appointment.

Lung Cancer Screenings
Thursday, November 7th • Noon
Thomas Klein, MD – Radiation Oncologist

Good Samaritan Medical Center – HR Classroom 
1309 N. Flagler Dr., West Palm Beach

Plant-Based Diet
Tuesday, November 12th • 12:30pm
Katherine Yi, RD

YMCA of the Palm Beaches 
2085 S. Congress Ave., Palm Springs

With friends like these, 
who needs, uh, enemas?

COLLECTOR’S CORNER

Found: West Palm Beach Antiques 
Festival, South Florida Fairgrounds. 
Next show is Oct. 4-6. Info at www.
wpbaf.com.

The skinny: My antiques dealer 
friends gave these cufflinks to me when 
I chuckled at the images depicted on 
them. They were part of an estate from 
northern Florida.

My friend, food journalist and Florida 
Weekly contributor Jan Norris, an 
expert on antique buttons, knew these 

scenes well, and said she’s seen the 
metal in a variety of finishes. 

The patent date for the sterling 
cufflink attachments is 1949, so these 
buttons probably were made into 
jewelry in the ’50s or ’60s.

Love them or hate them, there’s 
nothing buttoned down about their 
humor.  ■

— Note: This column fi rst appeared 
in some editions in February 2017.

THE FIND:

King Louis XIV may have been 
known as the Sun King.

But the French monarch had a 
penchant for putting things where the 
sun doesn’t shine.

In other words, he liked his enemas.
His court at Versailles set the 

standards for fashion.
The aristocracy did as the king did, 

so it became the fashion to ply the 
princely posteriors of Europe with 
purgatives laced with scented and 
colored water.

And it became enough of a joke that 
the great playwright Molière penned 
“The Imaginary Invalid,” a work 
inspired by the practice.

Hence the buttons on my cufflinks.
But it didn’t began with Louis.
The practice of infusing one’s innards 

with water and other substances began 
in ancient times — the Egyptians even 
did it.

And more than a century before King 

Louis’s regular lavements, Britain’s 
King Henry VIII also required the 
treatments. 

His groom of the stool — that’s 
Tudor English for the royal heinie 
washer — related “when His Grace rose 
to go upon his stool which, with the 
working of the pills and the enema, His 
Highness had taken before, had a very 
fair siege.”

Bless his poor plugged-up heart. I’m 
sure he felt better after that, but what 
did he expect from a diet that consisted 
of nothing but meat and sweets?

That was the reality of a world in 
which vegetables were viewed as the 
food of the poor.

The buttons mounted on my cufflinks 
also are of that world.

Some experts actually believe the 
buttons, made of silver-plated brass 
sometime after 1700, depict Louis XIV 
himself, receiving an enema from a 
gigantic syringe, then relieving himself 
on the pot as the physician stands by.

The detail in the medals is gorgeous, 
right down to the fleur de lis on the 
walls.

This disproves the notion that people 
were prudes back in the day.

The physician smiles and so do we. 

A pair of cufflinks made from 
18th century buttons.

SCOTT SIMMONS / FLORIDA WEEKLY

The 18th century buttons that form these cufflinks measure just over 1 inch in diameter.

Scott SIMMONS
s s i m m o n s @ f l o r i d a w e e k l y . c o m

The city of Palm Beach Gardens is 
seeking crafters to participate in the 
36th annual Gardens Holiday Bazaar.

 This popular event, set for Friday and 
Saturday, Dec. 6-7,  at the Burns Road 
Community Center, 4404 Burns Road, is 
a Palm Beach Gardens holiday tradition 
with 100 booths of handcrafted and gift 

items, baked goods and more.
The application deadline is Sept. 30. 
Applications are available online at 

www.pbgfl.com/741/Holiday-Bazaar. 
Call Catherine Kollar-Dye at 561-630-
1119 for more information, or email 
cdye@pbgfl.com. ■

City seeks crafters for 
Palm Beach Gardens holiday bazaar



NEW LUXURY HOMES IN CENTRAL PALM BEACH GARDENS
PointeMidtown is a sophisticated boutique enclave providing a coveted 

live-shop-dine-walk destination   - Mainstreet at Midtown.

From the High $400s

4925 PGA BOULEVARD, just west of Military Trail  ·  PALM BEACH GARDENS, FL 33418

PRICE, TERMS AND AVAILABILITY ARE SUBJECT TO CHANGE AND RETRACTION WITHOUT NOTICE. OFFER EXPIRES OCTOBER 31ST, 2019.

PHASE ONE NEARING SELL OUT - NEW HOME SITES JUST RELEASED

SHOPPING & DINING WITHOUT 
LEAVING YOUR 
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 ORAL REPRESENTATIONS CANNOT BE RELIED UPON AS CORRECTLY STATING THE REPRESENTATIONS OF THE DEVELOPER. FOR CORRECT REPRESENTATIONS, REFERENCE SHOULD BE MADE TO THE PROSPECTUS AND ITS ATTACHMENTS REQUIRED BY SECTION 718.503, 
FLORIDA STATUTES  This offering is made only by the Prospectus for the condominium and no statement should be relied upon if not made in the Prospectus. All dimensions are approximate and may vary with actual construction, and all floor plans, prices, 
features, amenities, and development plans are subject to change. The seller reserves the absolute right, in its sole judgment and direction, to substitute appliances, materials, fixtures, and equipment of equal or greater quality or value for those specified.

Sales Center Open Daily 10am-6pm  |  Visit Us Online at AmritOcean.com  |  (561) 515-5944  |  Delivery Early 2020
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Imagine living in a peaceful haven devoted to mindful living and wellness – located on a quiet stretch of pristine Atlantic Ocean 

shoreline on picturesque Singer Island. Welcome to Amrit Ocean Resort & Residences, where Eastern principles meet Western 

refinement, giving you the opportunity to embark on your own personal journey to greater physical and mental well-being.
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W I T H  T H E  I D E A L  A M R I T  O C E A N F R O N T  L O C A T I O N     |    F R O M  $ 1  M I L L I O N   
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Get More
website traffic

Find out how we can help your business today with a  

FREE Print and Digital audit!
561.904.6470

W HETHER OR NOT YOU HETHER OR NOT YOU 
realize it, brand is realize it, brand is 
tremendously impor-tremendously impor-
tant to every aspect tant to every aspect 
of your business. A of your business. A 
well-crafted and well-well-crafted and well-

executed brand strategy can cut through executed brand strategy can cut through 
the noise of a million messages, articu-the noise of a million messages, articu-

late your promise to the customer, set late your promise to the customer, set 
you apart from the competition, scale you apart from the competition, scale 
your business and establish you as a your business and establish you as a 
leader in the space.leader in the space.

Problem is, most leaders underes-Problem is, most leaders underes-
timate and neglect their brand. Even timate and neglect their brand. Even 
those who think they know brand inside those who think they know brand inside 
and out often have big misconceptionsand out often have big misconceptions 

SEESEE OOPS, A20  OOPS, A20 

Eleven notable brand mistakesEleven notable brand mistakes
companies regularly makecompanies regularly make

SPECIAL TO FLORIDA WEEKLY_________________________

Oops!Oops!
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or serious flaws in their strategy — and 
in this case, what they don’t know can 
hurt them.

“Misunderstanding brand leads to 
costly mistakes,” says Lindsay Pedersen, 
author of “Forging an Ironclad Brand: A 
Leader’s Guide” (Lioncrest Publishing, 
April 2019).

Only by recognizing common mis-
steps and avoiding them can you fully 
realize the power of a strong brand and 
put your business ahead of the competi-
tion, Ms. Pedersen says.

Brand, she adds, should be a compa-
ny’s North Star, guiding every decision 
you make.

Forging what she calls an ironclad 
brand lets you occupy the best position 
in the hearts and minds of your custom-
ers. When you pinpoint this optimal 
position, you’ll be able to create value, 
maximize scale and lead with purpose.

On the other hand, a poorly crafted 
and executed brand position can seri-
ously cost you. Read on for a list of mis-
takes that too many companies regularly 
make:

■ Mistake No. 1: You don’t claim your 
brand position at all; instead, you let the 
market do it for you — Position happens 
whether or not you are driving it. If you 
allow yourself to be positioned by the 
market, it most likely will not be your 
optimal brand position for growth. So, 
the No. 1 mistake is to underestimate 
the importance of brand positioning by 
not intentionally claiming your brand 
position at all.

“Don’t be an accidental brand,” Ms. 
Pedersen says. “It’s too important. Your 
brand can either unleash your competi-
tive advantage or thwart it.”

■ Mistake No. 2: You delay on brand 
strategy — Ironclad brand strategy is not 
just for established businesses with trac-
tion. It’s also for start-ups. The sooner 
you have a brand strategy, the sooner 
you’ll have both your North Star and 
your rudder. Know your purpose now; 
you can always revisit it later as your 
product gains market fit and momentum.

■ Mistake No. 3: You don’t recognize 
the vastness of brand – Many people 
misunderstand brand because a lot of 
different components and tactics make 

up brand. Logos, advertising, TV and 
social media, the product itself, custom-
er experience, tagline, SEO, font, your 
business’s personality, even the color of 
your employees’ uniforms all are part 
of your brand. But none of these are, by 
themselves, brand. Brand is the inter-
connected web of what your business 
means and how you deliver that mean-
ing, all made possible by your special 
position in your customer’s universe.

“To conflate brand with one of its 
many manifestations is to miss its 
power,” Ms. Pedersen says.

■ Mistake No. 4: You don’t choose a 
focus — Brand strategy includes choos-
ing what you are NOT going to focus 
on. By choosing what falls inside your 
brand purpose, you are also choosing 
what falls out of it. Focus is how you 
win. This is the heavy lifting strategic 
work, Ms. Pedersen says.

“Choose to stand for something — 
one thing,” she says, adding that in 
choosing your “yes,” you necessarily 
choose many “noes.”

■ Mistake No. 5: You fail to get the 
customer’s attention – A customer can 
engage with your business only when 
she knows it exists. That means you 
must make it easy for her to notice you. 
The solution isn’t to shout loudly; the 
solution instead is to speak with brac-
ing clarity (which most businesses fail 
to do). Be crystal clear about what your 
business is and why that matters to cus-
tomers.

Ms. Pedersen offers the example of 
a Pilates studio near her office:  “Its 
windows featured women clad in fleece 
tunics, and the signage was vague and 
New Age-y with an obscure tagline. I 
assumed it was a place that sold crystals 
and incense … I practice Pilates and am 
in the middle of this business’ target 
customer profile. 

“But this studio failed to make itself 
easy for me to see, so I did not see it. I 
didn’t become a customer because they 
didn’t make it easy for me to do so.”

■ Mistake No. 6: You forget to consider 
the customer’s frame of reference — A 
frame of reference is that thing your 
customer would be using if your prod-
uct or service didn’t exist. It’s what they 
would buy instead of your offering. 

Businesses tend to think about their 
frame of reference from the business’ 
perspective, instead of from the custom-
er’s perspective. This is a huge missed 
opportunity.

“Your target is evaluating your offer-
ing in the context of other competi-
tive options, both direct competitors and 
more elusive ‘substitutes,’” Ms. Pedersen 
says. “Therefore, it’s important to consid-
er your brand positioning with respect 
to all other options your customer might 
choose, including direct competitors, 
indirect competitors and options com-
pletely outside of your space.”

For example, when it came out in 1975, 
Atari sold zero units at a toy industry 
trade show because it was priced at 
$79, an astronomical price point for the 
frame of reference of “toys.” It wasn’t 
until they contacted Sears, which sold 
a very successful home pinball machine 
for $200, that Atari sold 175,000 units 
by the end of the year. By distributing 
their console as a home sporting good, 
they were in a useful context for the 
customer (and they had a compelling 
price point).

■ Mistake No. 7: Your brand doesn’t 
have teeth — Your brand strategy must 
be demonstrably true. It must have the 
power to make people believe it, trust 
it and follow it because it offers com-
pelling proof that it will live up to its 
promise. In other words, it has teeth. 
Those teeth can be an attribute, a fea-
ture, a fact, a guarantee, an ingredient 
— any special thing the brand offers and 
follows through with that provides its 
promise. The less debatable, the better.

Ms. Pedersen suggests looking at 
Zappos, a brand that represents best-
in-class customer service. That is no 
squishy promise, because specifics back 
it up. For example, Zappos displays its 
phone number on every page of its web-
site. And when you call it, a live person 
answers and seems genuinely glad you 
called. The Zappos promise of customer 
service has teeth.

■ Mistake No. 8: You fail to narrow 
down your target customer — Your 
target customers are the people you are 
most able to delight because of your 
distinctive strengths. You want more of 
them. But most businesses characterize 
them in a superficial way and end up 
describing little of their inner world.

“Picture your customers as sprinkled 
across a dartboard,” Ms. Pedersen says. 
“You sell to the whole dartboard. The 
bull’s-eye is your target, the customers 
you must aim to please the most. The 
target customers in the middle will 
ideally influence the customers on the 
outer circles of the dartboard.”

■ Mistake No. 9: You wind up too low 
or too high on the benefit ladder – A 
benefit ladder spells out the layers of 
your benefits from product features and 
specifications at the bottom, to func-
tional benefits in the middle, to emo-
tional benefits at the top. Savvy leaders 
choose to shine the spotlight on the 
rung of the ladder that is as high as their 
customer currently permits them to go, 
but no higher. The higher the better, 
until it is too high. The common errors 
here are choosing emphasis on the lad-
der that is either too low (features and 
product attributes) or too high (the 
intangible, ethereal benefits).

If you are too low on the ladder, Ms. 
Pedersen says, features will not create 
high enough value for your customer 
that she will be moved to buy and pay 
meaningfully for your offering. When 
your focus is too high on the ladder, 
you are not providing accessible scaf-
folding for the customer to believe your 
promise. The linchpin of a ladder is its 
middle, low enough to be accessible to 
the customer. It’s where you can deliver 
substantial value, gain a sizeable and 
defensible position and appeal to emo-
tions.

■ Mistake No. 10: You try to reach all 
customers with one-size-fits-all mes-
saging — Ms. Pedersen describes five 
stages of a customer’s journey with 
your brand: Unaware, Aware, Consider, 
Purchase and Loyal. Your goal should 
be to craft a messaging hierarchy for 
customers at every stage of the journey. 
Unfortunately, many people are tempt-
ed to develop a sentence or paragraph 
so great that it will serve all stages of 
the journey. 

Take your fences one at a time, Ms. 
Pedersen says.

“It’s never too late to brush up on brand 
and start making better choices for your 
business,” she concludes. “Don’t let past 
mistakes derail your future success. Even 
if you recognize yourself or your product 
or service in every common mistake, you 
can still turn things around by making 
changes that will help you thrive starting 
today.” ■

— Lindsay Pedersen is a brand strat-
egist, board adviser, coach, speaker 
and teacher known for her scientific 
approach to brand building. She has 
worked with Starbucks, Clorox, Zulily, 
T-Mobile, and IMDb, as well as many 
burgeoning startups.   
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MONEY & INVESTING

Cannabis stocks look attractive, but it’s buyer beware

2018 proved to be a watershed year 
for the cannabis industry with the legal-
ization of recreational marijuana use in 
Canada as well as medical marijuana 
use in several U.S. states. One of the big-
gest beneficiaries of this environment 
was Canopy Growth Corp., based in 
Canada. This cannabis company soared 
to a market capitalization of almost $15 
billion in the first half of this year as 
investors rushed to buy into this fast-
growing industry. But since that time, 
Canopy Growth and many of its peers 
have struggled, with many of these com-
pany’s stock prices falling 50 percent or 
more. So, is now the time to buy into 
Canopy Growth or is there more pain 
ahead for this fallen angel of the mari-
juana world?

Canopy Growth was founded in 2013 
in Ontario, Canada, to produce can-
nabis for medical use. The next year, it 

became the first publicly traded mari-
juana company when it began trading 
on the Toronto Stock Exchange. And by 
early 2018, the company was listed on 
the New York Stock Exchange and grew 
to be the largest producer of cannabis in 
the world. But it wasn’t until August of 
that year when U.S. beer and wine pro-
ducer Constellation Brands announced 
that it was taking a 35 percent equity 
stake in the company that the company’s 
stock really skyrocketed.

Today Canopy Growth remains the 
largest cannabis company in the world, 
but it faces both internal and external 
headwinds, which have resulted in a 
plummeting stock price. First, the com-
pany’s longtime CEO was ousted from 
the company in July. Second, investors 
are becoming impatient with the dra-
matic losses that Canopy Growth has 
experienced over the last couple of 
quarters. In the latest quarter, the com-
pany posted $90.5 million (Canadian 
dollars) in sales but its earnings before 
interest, taxes and depreciation were 
a staggering negative $92 million. And 
the company continues to expand its 
workforce and make acquisitions, dra-

matically increasing its expenses going 
forward with the goal of increasing its 
sales and market share.

But what is most worrisome to Cano-
py Growth investors is that as the com-
pany is rapidly expanding, the demand 
for marijuana is not increasing along 
with it. After the explosive growth of 
recreational marijuana use in Canada 
after its legalization, 2019 has seen can-
nabis demand level out and even decline 
in some areas. This lack of demand 
could not have come at a worse time 
for companies like Canopy Growth who 
dramatically expanded their production 
facilities over the past year in anticipa-
tion of a greater demand for marijuana. 
As a result, selling prices for cannabis 
products have fallen by around 12 per-
cent this year and are anticipated to 
fall further heading into 2020 as more 
producers enter the market and existing 
producers expand.

But despite the near term negative out-
look for Canopy Growth, many analysts 
are recommending buying this stock. 
First, they point to Canopy Growth’s 
position as market leader in this expand-
ing space. This company has the greatest 

economy of scale, financial solvency, and 
expertise in the industry and is poised 
to be the beneficiary as lesser competi-
tors are forced out of the sector. Second, 
many analysts believe that it is just a mat-
ter of time until more countries legalize 
recreational marijuana and the demand 
skyrockets. This would be especially 
true if the U.S. legalizes the product. And 
finally, Canopy Growth has spent a large 
amount of capital in R&D developing 
“Cannabis 2.0” products including choc-
olates, beverages and vaping products 
containing cannabis. The launch of these 
products could dramatically increase 
sales and profitability.

For me, I would recommend staying 
away from Canopy Growth and its peers 
until the sector can control its expenses 
and grow revenues. Even after the fall 
in stock prices, cannabis companies still 
have very expensive valuations. But I 
do believe that marijuana is here to stay 
and will become more popular in the 
years to come. Canopy Growth is the 
best positioned company to capitalize 
on this trend, so there should be a time 
in the next couple of years to buy into 
this company. Just not today. ■

Eric BRETAN
e s t a t e r i c k @ g m a i l . c o m



PALM BEACH FLORIDA WEEKLY    www.FloridaWeekly.com WEEK OF SEPTEMBER 19-25, 2019    BUSINESS & REAL ESTATE    A21

BEHIND THE WHEEL

Nissan celebrates a half-century of the Z-car

“Its heart is Japan and its soul is Amer-
ica.” 

Those words by a car company presi-
dent launched a revolution nearly half a 
century ago.  Next month marks the 50th 
anniversary the Datsun 240Z was first 
previewed in New York and Los Angeles.  
It was a preview of the 1970 model year 
cars coming to showrooms in the fall.

The 240Z put Datsun (later Nissan) 
on a new path in the USA.  Japanese cars 
were in their infancy as part of main-
stream America, and for the first time, 
this made them sellers of a true exotic.  

The lines borrowed the extra long hood 
and short sloping rear that were popular 
on cars like the Chevrolet Corvette and 
Jaguar E-type.  Even the headlights were 
cut into the design like the Jag.  This was 
no commuter appliance; the 240Z was 
built for fun.

Nissan is celebrating its half-century 
milestone with a special edition of the 
successor.  

The 370Z 50th Anniversary is built to 
be instantly recognizable.  Its Pearl White 
and Solid Red two-tone resembles the 
celebrated racecars from the Datsun BRE 
team.  The pinstriping and side marker 
light surrounds are decals, but pieces like 
the hood, trunk, and pillars are painted 
elements.  That means the main com-
ponents were not coming through the 

assembly line at the same time, and that 
can be expensive to produce.

There is also a white and gray ver-
sion.  The subtler color combo actually 
makes the special 50th Anniversary red-
line wheels stand out even more.  Still, the 
full white/red seems like a better choice 
for Z-car fans who want to celebrate this 
milestone as boldly as possible.

The package continues inside with one 
of the coolest sets of sport seats around.  
These are black leather buckets with red 
piping and red stitching.  In the middle 
is a suede-like insert with a discreet red 
background and an offset wreath pattern 
Z-car logo.  Anniversary cars also get red 
stitching around the interior, a special 
shift knob, and gauges with badging to 
always remind that this is a special edi-
tion.

These special coupes don’t get any 
special treatment in the engine bay.  Nis-
san has not changed its 3.7-liter V6 in the 
last few years, but there’s been no real 
need to do so.  The multivalve DOHC unit 
makes 332 horsepower and a large 270 
lb-ft of torque.  It’s a very flexible motor 
that develops low end power at stoplights 
and has plenty left in reserve for highway 
passing.

There’s a seven-speed automatic trans-
mission available for $1,250, but the six-
speed manual is built for real driver fun.  
It comes standard with a SynchroRev 
Match feature that matches engine revs 
for optimal upshifts and downshift brak-
ing.

One of the most impressive parts of the 
package is that Nissan is not treating its 
legacy as a cash cow.  

There’s a tendency for companies to 
make a commemorative edition priced 
like a privilege.  It can feel like tax of a 
few thousand dollars above the top trim 
level just to have a dash plaque with an 
individual number on it.  However, Nissan 
seems to be conscious that the original 
Z-car was targeted for a mass audience.

The base price for the 2020 Nissan 370Z 
is $30,985.  The next rung up the ladder is 
the $34,715 Sport trim that includes a lim-
ited slip rear differential, larger wheels, 
larger brakes, a Bose stereo, and active 
noise cancellation.  The 50th Anniversary 
car starts at $37,315.  It’s an offshoot of the 
Sport, and so it gets all of those features, 
plus the unique commemorative edition 

touches and a few more premium features 
such as power adjustable heated seats.

Paying $2,600 over a midlevel trim 
feels like a reasonable proposition. Espe-
cially since there are the $40,385 Sport 
Touring and $46,685 NISMO versions 
above the 50th Anniversary car.  It means 
the Nissan’s golden celebration doesn’t 
get all the comfort features available or a 
slightly hotter version of the V6.  That’s 
just fine.

The 50th Anniversary 370Z is a small 
indulgence that’s a blast to drive and can 
instill plenty of passion just by the way it 
looks.  Isn’t that exactly what a sleek Dat-
sun did for us half a century ago? ■

Myles
KORNBLATT

m k @ a u t o m i n d e d . c o m

EARL ON CARS

11 red flags to watch for when buying a car 

1. The Big Sale Event. If you look in 
today’s newspaper, you will find that most 
car dealers in your area are having a sale 
of some kind. It may be because of a cur-
rent holiday, “too large an inventory” of 
cars, to “reduce their taxes,” “the manager 
is out of town,” or some other nefarious 
lure. Advertising 101 says that you should 
give the prospective buyer a “motive to 
act.” Most car dealers don’t sell their cars 
for less during “sales events.” So don’t 
rush your buying decision. 

2. This is the out-the-door price, 
plus FEES. Every car dealer I know of 
(except me) raises the price he gives you 
by tacking on multiple PHONY FEES, dis-
guised as government fees. Many buyers 
never realize that the total price includes 
an average of over $1,000 in hidden added 
profit to the dealer. Customers don’t 
know this because the paperwork you 
sign when you think you’re buying the car 
is not a legal document (vehicle buyer’s 
order), but a worksheet. You sign the 
legal documents in the F&I or business 
office when the law requires disclosure of 
nongovernment fees. These are hidden in 
the fine print along with lots of other fine 
print that nobody reads. 

3. “The price I’m giving you is only 
good for today.” If a salesman or sales 
manager tells you that, it is probably only 
a tactic to push you into buying the car. 
The only exception would be the expira-

tion of a factory rebate. This is a tactic 
to push you into buying before you have 
a chance to do your comparative price 
shopping.

4.  “Take the car home tonight and 
see how you like it.” There are two 
reasons the car salesman offers this. One 
is that you must leave the vehicle you 
might be trading in with the car dealer. 
This means that you cannot shop prices 
with other dealers. The second is the 
psychological impact of parking that new 
car in your driveway where your family 
and neighbors can see it and you fall in 
love with it. 

5. “You must give me a deposit 
before I can give you a price.”  Many 
people succumb to this, allowing  the 
salesman an element of control — you 
can’t leave until they give you your money 
back. If confronted with this ultimatum, 
walk away. “Are you ready to buy a car 
today”? Often, if you say no to this ques-
tion, the salesman will tell you to come 
back when you are ready to buy. He will 
tell you to shop around and come back 
with your best price so that he can beat it. 
The salesman is afraid that, if he does give 
you his best price, you will go somewhere 
else and that salesman will beat it. 

6. “Make me an offer and I will take 
it to my manager for approval.” This is 
part of the negotiating game. No matter 
what price you offer, the manager will ask 
you for more money. Even if you offered 
a high price that would be a very large 
profit for the dealer, the manager would 
ask you for more money. The psychol-
ogy behind this is that if you suddenly 
accepted the offer, you may frighten the 
customer by thinking he had offered too 
much. When you negotiate, you must be 

well versed on what is a good price for 
that car. Start out below the best price 
you think you can buy it for. If you cannot 
negotiate a price close to your best price, 
leave. 

7. The “really big” discount. A friend 
showed me a direct mail advertising piece 
from a new car dealer with a coupon 
good for $2,000 discount on any car in his 
inventory. Federal law requires new cars 
to have a price sticker on the window 
named the Monroney label. A discount 
from this suggested retail price gives 
you a fair basis for comparison. Most 
car dealers today increase the suggested 
retail price substantially with the use of 
an addendum to the Monroney sticker 
often referred to as a “Market Adjustment 
Addendum.” Be sure you know what the 
asking price is for the car when you have 
been offered a “big discount.” 

8. The ”really big” trade-in allow-
ance. It’s very easy to offer you more 
for your trade-in than it’s truly worth by 
simply inflating the price of the car you’re 
buying with hidden fees, dealer installed 
accessories or by simply inflating the 
MSRP. 

9. The “very low” monthly pay-
ment. Everybody is a “sucker” for a low 

monthly payment. We budget all our 
spending around our weekly or monthly 
salaries. It’s easy for us to overlook the 
fact that it’s not only the amount of the 
monthly payment, but the total number 
of payments and the down payment hid-
den in the fine print that counts. 

10. Just $100 above “dealer 
invoice.” Webster defines “Invoice” as 
the price the buyer pays to the seller. It 
should be ILLEGAL for manufacturers 
and car dealers to label the document 

that they send car dealers when they 
sell them a new vehicle as an invoice. 
THE INVOICE IS NOT THE SELLING 
PRICE BY THE MANUFACTURER TO 
THE DEALER. The invoice conceals mul-
tiple hidden kickbacks to the dealer with 
innocuous names like holdback, dealer 
incentive, advertising fee, floorplan assis-
tance, etc. A car dealer averages thou-
sands of dollars of kickbacks on each 
vehicle invoice he buys. 

11. “We want to buy your used 
car.” Car dealers do like to buy used cars 
from the public; it’s not always a ruse to 
sell you a new car. Dealers like to buy 
used cars from you because they can buy 
them for much less than they must pay at 
the auto auction where other car dealers 
are competing to buy the same vehicle. 
However, most advertisements that you 
see are just trying to trick you into coming 
into the dealership, so they can sell you 
another new or used car. 

The best protection from all the above 
is to find a car dealer that you can trust. 
Ask friends about their experiences 
with dealers and call the Better Business 
Bureau and the County Office of Con-
sumer Affairs. Check the dealers’ Google 
rankings.  ■

Earl STEWART
e a r l s @ e s t o y o t a . c o m
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The Water Club is one of the newest, 
most spectacular waterfront condo develop-
ments in all of Palm Beach County.  Coastal 
contemporary architecture directly on the 
Intracoastal (Big Lake Worth), with the lat-
est advances in design, engineering & life-
style technologies and sophistication. This 
manned guard, gated community features 
two, 22-story towers and 20 townhomes 
along the water, with a third tower under 
construction.  

All units have a two-car garage or covered 
parking garage spaces & storage.  

Each building has 24/7 concierge ser-
vices and security, private elevator lobbies 
that open to your private foyer.  Luxurious 
resort-style amenities feature pool and spa, 
lap pool and two firepits by the Water Club 
private beach area, both overlooking the 
intracoastal.  The 5,000-square-foot club-
house features casually elegant gathering 
areas, fully equipped fitness center, yoga/
Pilates and spin movement studio, sauna 
& steam room.  The Water Club also has a 

private marina with boat day dock.
This newly constructed (2016) Brandeis 

featured model showcases high-end con-
temporary finishes and boasts stunning 
Intracoastal views from the main living 
areas, master bedroom as well as from the 
wraparound southeast corner balcony.  You 
also will get beautiful sunset views from the 
back terrace balcony.  This condo also fea-
tures a lot of custom upgrades and improve-
ments that far exceed what the developers 
offered.  With over 2,000 square feet of 
living area, including the two balconies this 
condo is very spacious and open in the main 
living areas, and has two bedroom suites, 
plus a nice den/office area.  

With floor to ceiling windows, this condo 
is stunning in both, day and night, with great 
views all around you. 

Lang Realty has this contemporary coast-
al beauty offered at $1,088,000.

For more information and to schedule 
your private showing, please contact Ash-
ley Cooper at 908-451-0152, tacooper70@
gmail.com or Marc Schafler at 561-531-2004, 
mschafler1970@yahoo.com. ■
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DariusLCochran@gmail.com
DariusCochran@aol.com

www.DariusCochran.com

LAND   SALE!FOR
CHARLOTTE COUNTY  30 ACRES AT CORNER OF I-75 & HWY 17 $2,900,000

FORT MYERS  4 ACRES AT COLONIAL BLVD. @ SUPER WALMART $2,750,000

FORT MYERS  13 ACRES AT I-75 AT BAYSHORE RD $1,950,000 

FORT LAUDERDALE  2 ACRES @ HWY 7 (441)  $1,900,000

FORT MYERS  2.5 ACRES @ N. 41 @ SUPER WALMART $1,525,000 

ALVA  55 ACRES ON PALM BEACH BLVD @ COUNTY LINE $1,500,000

FORT MYERS 5 ACRES AT N.41 & JUDD RD. BY SUPER WALMART $1,325,000

LABELLE  35 ACRES PALM BEACH BLVD. (HWY 80) $990,000

FORT MYERS  2.5 ACRES I-75 AT BAYSHORE RD (78) $890,000

FORT MYERS  20 ACRES PALM BEACH BLVD. (HWY 80) $598,000

FORT MYERS  35 ACRES NFM RICH RD. @ SLATER $595,000

FORT MYERS  1.3 ACRES CPD I-75 @ BAYSHORE RD $595,000

FORT MYERS  1.25 ACRES C1-A I-75 @ BAYSHORE RD $495,000

FORT MYERS  10 ACRES NFM RICH RD. @ SLATER $279,000

FORT MYERS  5 ACRES NFM RICH RD. @ SLATER $139,000

FORT MYERS  3 ACRES AT 19200 SLATER RD. SOLD TO LEE COUNTY $100,000 

IF YOU WANT IT SOLD CALL 239-872-7653

OWNER AGENT

Premier Brokers International 9123 N. Military Trail Suite 104, Palm Beach Gardens Florida 33410

When you want a SOLD sign CALL 561-876-8135

ATRIUM OF PALM BEACH
Palm Beach living at its finest in this fabulous oceanfront building 
featuring  3 spacious bedrooms, 3 full bathrooms, updated kitchen, 
full size washer and dryer, a 96 ft. wraparound balcony with 
Intracoastal and ocean views and 1 garage space. Also, offered for lease 
furnished. Call 561-370-5736 for details.

 This home is offered furnished for $1,100,000

PALM BEACH LIFE

For Every Move You Make
DANANDDAWN.COM

6830 SPARROW HAWK DRIVE, WEST PALM BEACH
This fabulous home features master suite on the first floor plus den, 3 
bedrooms with en-suite bathrooms and loft area upstairs, chef ’s kitchen 
with gas cooktop, private pool and spa and so much more! Everything 
you want is within the Country Club Community of Ibis! Start enjoying 
this home as soon as you close as the beautiful furniture is negotiable!  
Call 561-876-8135 for your private showing. Unbelievable Price!

STUNNING & JUST LISTED!

Dan and Dawn are Evergrene Residents 
and have been helping Evergrene sellers 

and buyers since 2006! 
To have your Evergrene home SOLD 

call 561-876-8135. Ready to buy a new 
home visit DanAndDawn.com

EVERGRENE
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106 SHERWOOD CIRCLE #2D
Jupiter Charming 2 Bedroom, 2 Full Bathrooms all on one floor 
farmhouse style townhouse in the heart of Jupiter. Fabulous entertaining 
spaces inside and out. Be prepared to be wowed! Call 561-876-8135 to 
schedule your personal tour. 

 Offered for $217,948

SOLD!

3310 MERIDIAN WAY S, APT C, PALM BEACH GARDENS
Updated 2 bedroom/2 bathroom courtyard home in the heart of 
Palm Beach Gardens. Be the first to see this awesome townhome on 
Saturday from 12-2:30. Priced to Sell! 

12385 SW ELSINORE DRIVE, PORT SAINT LUCIE
BUYER REPRESENTATION

SOLD!

OPEN HOUSE SATURDAY 12-2:30PM

the Countdown 2 Zero initiative was 
launched in 2014, its goal was to prevent 
adoptable animals from being euthanized 
at the local government-run shelter.

In 2008, ACC euthanized more than 
18,300 animals. Ten years later, in 2018, 
that number was cut to fewer than 
2,900, a decrease of 84 percent. That’s 
significant. “As a community we are 
getting closer and closer to solving the 
pet overpopulation problem in Palm 
Beach County. In fact, we are well on 
our way to achieving our goal of saving 
every adoptable animal in Palm Beach 
County by 2024,” he said. 

“Each and every day there are at least 
2,000 dogs, cats, puppies and kittens 
waiting at local shelters and rescues to 
be adopted,” Mr. Anderson said.

That means there’s something for 
everyone.   

“I think they might be surprised at 
the wide variety available.  Plus, people 
who adopt will often save a lot of money 
because most shelter pets are healthy, 
have already been spayed or neutered, 
and been microchipped and vaccinated,” 
Mr. Anderson said. Many of the rescue 
groups will be offering special discounts 
and adoption incentives. 

And there’s some serious swag to 
go with the wag: All new pet families 
get a bag full of special gifts, includ-
ing rabies tags, compliments of Palm 
Beach County Animal Care & Control. 
The Petco Foundation and BOBS from 
Skechers have supported C2Z events in 
the past and it’s very appreciated, Mr. 
Anderson said. 

Bottom line: If you’ve been planning 
for a pet, this is a great place to start to 
start your search. These passionate pet 
people can’t wait to talk to you. ■
 

COUNTDOWN
From page 1

The sixth annual 
Countdown 2 Zero
Adoption Event 
»  When: 10 a.m.-4 p.m. Saturday, 

Sept. 28 

»  Where: South Florida Fairgrounds, 
9067 Southern Blvd., West Palm 
Beach. 

»  Info: www.countdown2zero.
org; 561-530-6057; email info@
countdown2zero.org;

In the KNOW
 

“Each and every day 
there are at least 2,000 
dogs, cats, puppies and 
kittens waiting at local 
shelters and rescues to 
be adopted.” 

—  Rich Anderson, 
Peggy Adams ARL director 

and CEO



BY JANIS FONTAINE 
pbnews@fl oridaweekly.com 

Respectable Street, the go-to destina-
tion for cutting-edge live music, cel-
ebrates a remarkable 32 years in busi-
ness this year. While other venues come 
and go, Respectables remains.  

Consider this your invitation to Party 
at Ground Zero — Ground Zero in 
this case is known as the 500 block of 
Clematis Street — which kicks off at 
8 p.m. Saturday, Sept. 21, with an open 
bar (until 9 p.m.) and free pizza (while 
it lasts).  

A blast of bands, including Fishbone, 
Cold Cave and 30 others will kick it on 
seven stages all night Saturday and into 
Sunday morning. 

Fishbone, called “one of the most 
distinctive and eclectic alternative 
rock bands of the late ’80s” has played 
Respectable Street before: Yeah, 18 
years ago! Come see what’s changed 
besides their hair and clothes. Cold 
Cave (dark-wave synth wizard)  also 
will perform. Other bands include The 
Ordinary Boys, Lavola and the Grey 8s. 

Admission is free, but you cele-
brate like a VIP with an open bar all 
night, a free buffet at the Ground Zero 
hospitality tent, a commemorative anni-
versary T-shirt and priority entry into 
all venues, because you’re a VIP. Tick-
ets are available at www.eventbrite.
com. For more information, visit the 
Facebook page. ■
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L IVING IN PARADISE FULL TIME IS A 
dream come true 364 days out 
of the year, but sometimes it 
feels necessary to change up 
the usual routine in favor of 

something less … Key Westy. And 
while it’s practically vulgar to com-
plain about the particular strain of 
bourgeois malaise that comes from 
having too much access to the finer 
things in life — caviar at The Roost, 
briny oysters at Thirsty Mermaid, 
small-batch ice cream from Flamingo 

SEE FOOD CRAWL, A34 

BY LAURA RICHARDSON

laura.richardson@fl oridaweekly.com

The surf and turf at Ziggie & Mad Dog’s is the perfect way to cap off your road trip.

FOOD
up the Keys

Try this

CRAWL

You should plan on arriving ready to gorge 

yourself at Bobalu’s, a down-home favorite.

How 
Respectable:

32 years
of music

SEE HAPPENINGS, A25 

HAPPENINGS

BY JANIS FONTAINE 

pbnews@fl oridaweekly.com

You could say of our beloved coun-
ty, “It’s all about the arts,” and you’d 
be right. 

News releases are pouring in as 
we prepare for the 2019-20 season, 
and it’s packed even tighter with 
opportunities. If it’s true that com-
petition makes for good business, 
business in PBC is booming from 
Boca to Tequesta. Here are some 
highlights of art events — some fine, 
some fun — taking place over the 
next few weeks: 

Feeling creative? Wine and 
Paint — 6 to 9 p.m. Friday, Sept. 27. 
Lighthouse ArtCenter, 373 Teques-
ta Drive, Tequesta. Create an origi-
nal masterpiece with step-by-step 
instruction from Randall Scott in a 
casual, relaxed atmosphere. Bring 
your own favorite beverage. This DIY 
offering is for age 21 and older. $40. 
Reservations required. 561-746-3101; 
www.lighthousearts.org.

Artist plus artist. Drew Tucker, a 
musician, educator and activist, will 
perform an original score to accom-
pany the classic film “Caught in the 
Cabaret,” starring Charlie Chaplin, 
at 7 p.m. Sept. 27. The concert/film 
mashup is part of the Norton Muse-
um of Art’s ongoing exhibition “Com-
ing Soon,” a collection of 200 movie 
posters. The Norton is at 1450 S. Dixie 
Highway, West Palm Beach. The con-
cert is part of Art After Dark, from 5 
to 10 p.m. each Friday. Admission is 
free. Free parking is available across 
the street at 1501 S. Dixie Highway. 
561-832-5196; www.norton.org.

Art out in the open. Boynton’s 
Art Walk Summer Bash 2019 is an 
annual celebration of the creative 
process. From 6 to 9 p.m. Sept. 21, 
artists will be welcoming guests 
into their creative spaces and work-
ing art studios in the Boynton Beach 
Art District, 410-422 W. Industrial 
Ave. This collaboration of up-and-
coming painters, graffiti artists, 
handcrafted art and music is hosted 
by the Florida Arts Association. 
Resident artists include Rolando 
Chang Barrero, Heather Leake, Jon-

Over a month
of the arts across
the Palm Beaches

JACEK PHOTO

Drew Tucker will perform an original 
score to accompany the classic film 
“Caught in the Cabaret,” starring Charlie 
Chaplin, at 7 p.m. Sept. 27 at the Norton 
Museum of Art.

COURTESY PHOTO
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• Eat at one of our amazing restaurants

• Share your photo on social media

• Be entered to win a $250 gift card*

#PGACommonsEats Photo Contest

pgacommons.com
4510–5100 PGA Boulevard | Palm Beach Gardens, FL 33418

E AT,  S H A R E ,  A N D  W I N 
A  $ 2 5 0  G I F T  C A R D !

* Visit participating restaurants listed above for full entry rules. 
The top photo from each restaurant will be selected on 
October 1, 2019. The winning photographers will each receive 
a $250 gift card from the restaurant where the photo was taken 
and have their photos featured in Florida Weekly.

JL MODERN GALLERY

Stephen Wilkes’ “Tunnel View Yosemite 
National Park Day to Night, 2014” is part of 
the exhibition “Expanding Horizons: Nontradi-
tional Approaches to Photography,” opening 
Oct. 2 at Ann Norton Sculpture Gardens.

athon Dvoretz, Ron Pacacha, Jordan Pet-
tigill, Diane Slobotkin, Jehana Zell, John 
“Toby” Jones, Doug Barnard, Doreen 
Cott and Rob Barravechio. Free tickets 
at www.eventbrite.com.

Socially conscious art. On Sept. 28, 
the Box Gallery, 811 Belvedere Road, West 
Palm Beach, will open “ConstitutionX: 
Our Human Rights Exhibition,” which 
brings together 23 international artists 
and two organizations who work for 
social justice.  An opening reception will 
be held at 7 p.m. Sept. 28. A $5 donation 
is requested at the door. RSVP at www.
eventbrite.com. Open through Nov. 6. 

Expanding art. The Ann Norton 
Sculpture Gardens, 253 Barcelona Road, 
West Palm Beach, reopens on Oct. 2 with 
a new exhibition: “Expanding Horizons: 
Nontraditional Approaches to Photogra-
phy.” Held in Partnership with JL Mod-
ern Gallery, the exhibition features Kim-
iko Yoshida, Bernard Faucon and Steven 
Wilkes. An artist talk is planned for Oct. 
12. The exhibit is on display through Nov. 
18. Admission is free for members, $15 for 
nonmember adults, $10 for seniors (age 
65 and older), $7 for students and free for 
kids younger than 5. www.ansg.org or call 
561-832-5328. 

Family-friendly art. At 10:30 a.m. 
Saturdays through December, Harold’s 
Coffee Lounge, 509 Northwood Road, 
West Palm Beach, hosts family art activi-
ties with instruction by local artist Steve 
Brouse. The program is ideal for ages 
5-12, along with their family members. 
Art supplies provided. The event is free, 
but you can reserve your space at www.
eventbrite.com.

Just opened: An exhibition by the 
Palm Beach State College faculty will run 
through Nov. 8 at the Cultural Council 
of the Palm Beaches, 601 Lake Ave., Lake 
Worth Beach. The gallery is open Tues-
day through Saturday from 10 a.m. to 5 
p.m. Admission is free. 561-471-2901; www.
palmbeachculture.com.

Just opened, too, but hurry: “New 
and Now,” an exhibition of the work of 
the Armory Art Center’s 2019-20 artists-
in-residence, is only on display through 
Oct. 25. The Armory Art Center at 811 
Park Place in West Palm Beach is open 
from 10 a.m. to 5 p.m. Monday-Friday 
and 10 a.m. to 3:30 p.m. Saturday. Admis-
sion is free. 561-832-1776 or visit www.
armoryart.org.

Fashionart should be a word. The 
Flagler Museum, 1 Whitehall Way, Palm 
Beach, will open “Inside Out: Women’s 
Fashion from Foundation to Silhouette,” 
an exhibition at more than 140 pieces of 
fashion that uses women’s undergarments 
as a jumping off point. See fashion designs 
by Traina-Norell, Geoffrey Beane and Bob 
Mackie and the iconic costumes of Cher 
and Lady Gaga. The exhibition opens Oct. 
15. 561-655-2833; www.flaglermuseum.com. 

Teen-friendly art. The galleries of the 
Morikami Museum and Japanese Gardens 
in Delray Beach have been closed in prep-
aration for the opening of an exhibition 
your kids will love. “Anime Architecture,” 
which opens Nov. 9, “traces the architec-
tural world-building process of Japan’s 
most influential animated science fiction 
films,” according to a press release. Cura-
tor Stefan Riekeles of Berlin spent years 
compiling these works, and the Morikami 
Museum & Japanese Gardens is the only 
U.S. venue hosting this special exhibition. 
On view through April 3. 561-495-0233; 
www.morikami.org 

Art in the spotlight. The Cornell Art 
Museum in Delray Beach will present 
a spotlight gallery exhibit called “Sink-
ing Tides,” an educational and historic 
exhibition including the artist’s original 
prints, sculptures, and paintings com-
bined with recycled materials and every-
day found objects Oct. 4-5. Also planned 
is Delray’s First Friday Art Walk from 
6 to 9 p.m. Enjoy a self-guided tour 
through myriad styles of art, photogra-
phy, furnishings and live entertainment, 
many themed around climate change 
and the rising tides. Both events are 
designed to call attention to the City’s 
“Rise: Climate and Art Weekend,” held 
each October. The event’s goal is climate 
education outreach to raise awareness 
about the impacts of climate changes. 
www.oldschoolsquare.org.

Art at the salon. Art salons don’t 
have anything to do with your hair or 
nails. Instead, these opportunities allow 
art lovers — artists, colleagues, friends, 
curators, collectors and anyone who 
wants to know more about local art — to 
meet for a couple of hours each month. 
During these meetings, the group will 
explore the practical side of being an 
artist along with suggestions to enhance 
professional development. Participants 
will also share useful resources, and 
network with other artists. Salons meet 
from 630 to 8:30 p.m. the first Tuesday 
of the month in the media room at the 
Armory Art Center, 811 Park Place, West 
Palm Beach. The first meeting takes 
place Nov. 5. The program: Martin Casu-
so “Revisiting the (Pre)occupations of an 
Un-married Uncle” (Miami).  (October’s 
meeting was cancelled.) A $10 donation 
is requested. www.armoryart.org/salon. 
561-832-1776. ■

HAPPENINGS
From page 24

PUZZLE ANSWERS
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Please send calendar listings to calendar 
editor Janis Fontaine at pbnewsfw@
gmail.com. 

THURSDAY9/19
Nonmember registration is open 
— For lectures and courses beginning 
Oct. 15 at Osher Lifelong Learning Insti-
tute at FAU, 5353 Parkside Drive, Jupi-
ter. 561-799-8547; 561-799-8667; www.fau.
edu/osherjupiter.

■ One-Time Lectures: More than 
30 lectures are offered between Oct. 15 
and Dec. 12. Fees are $20-$30 for mem-
bers, $20-$35 nonmembers. Add $5 to 
register the day of the event. Lectures 
include “The Interesting and Tragic Life 
of Mark Twain” on Oct. 15, “Dramawise: 
“A Streetcar Named Desire” on Oct. 16, 
“Rethinking Education: Earth Smarts for 
a More Challenging World” on Oct. 22. 

■ Fall courses cost from $90 to 
$130 for nonmembers, or for $15, 
attend a single class session without tak-
ing the entire course. Courses include 
U.S. National Security, American For-
eign Policy, From West 44th Street to 
the Sunset Strip: The Algonquin Round 
Table Goes Hollywood and 12 others. 

Clematis By Night — 6-9 p.m. 
Thursdays at the Palm Stage at the 
Waterfront, 100 Clematis St. Food, 
drinks, vendors, live music and the sun-
set. www.clematisbynight.net. 

Sept. 19: Rockin’ Jake (High energy 
and low-down funky blues). www.rock-
injake.com

FRIDAY9/20
Food Truck Fun at Palm Beach 
Outlets — 5 to 8 p.m. Sept. 20, Palm 
Beach Outlets, 1751 Palm Beach Lakes 
Blvd., West Palm Beach. Themed cui-
sine from exotic destinations around the 
world. This month, it’s Latin-inspired 
bites, entertainment and shopping. Food 
trucks include Churrasco Grill, Tacos 
Vera Cruz, Curbside Gourmet and Moop 
Pops. 561-515-4400; www.palmbeachout-
lets.com.  

Art After Dark — 5-7 p.m. Sept. 20, 
Norton Museum of Art, 1450 S. Dixie 
Highway, West Palm Beach. Free admis-
sion and free parking is available across 
the street at 1501 S. Dixie Highway. 561-
832-5196; www.norton.org.

SATURDAY9/21
League of Women Voters Orien-
tation Meeting — 9:30 a.m. to 12:30 
p.m. Sept. 21, at PBSC Lake Worth in the 
Center for Bachelors’ Programs Build-
ing, Room CBP-103. This is a meeting 
for prospective members who want to 
learn about important political issues 
like immigration, the environment, 
the census, health care, voting rights, 
national popular vote, gun safety, afford-
able housing and other issues. Registra-
tion opens at 9 a.m. RSVP to Darlene 
Kostrub at dkostrub@aol.com or 561-
852-0496.

Family Art & Fun — 10:30 a.m. 
Saturdays through December, Harold's 
Coffee Lounge, 509 Northwood Road, 
West Palm Beach. Instruction by local 
artist Steve Brouse. Best for ages 5-12 
with their family members. Art supplies 
provided. Free. Reserve your space at 
www.eventbrite.com.

The Rust Market — Sept. 21, Kelsey 
Theater, 700 Park Ave., Lake Park. 561-
328-7481; www.thekelseytheater.com.

MONDAY9/23
Spread the Love — 9:30 p.m. Mon-
days, Copper Blues Rock Pub & Kitch-
en and Blue Martini Lounge, Rosemary 
Square, S. Rosemary Ave., West Palm 
Beach. Live music, lively games and con-
tests. www.rosemarysquarewpb.com. 

TUESDAY9/24
Christival — Sept. 24-26, DeSantis 
Family Chapel, 300 Okeechobee Blvd., 
West Palm Beach. A traditional praise, 
worship and learning weekend with Dr. 
Eric Mason, founder and lead pastor of 
Epiphany Fellowship in Philadelphia. 
www.pba.edu/christian-life/chapel/
christival.html.

“Facing the Crisis: Recovery 
is Happening in Palm Beach 
County” — 12:30 p.m. Tuesday, Sept. 
24, Riviera Beach Marina Event Center, 
190 E. 13th St., Riviera Beach. The forum 
is presented by Palm Beach County 
Community Services Department and 
will include a report on the progress on 
Palm Beach County’s Opioid Response 
Plan and the efforts of stakeholders 
throughout the county to address the 
opioid epidemic and other substance 
use disorders. The event is free and 
open to the public. Attendees can regis-
ter at www.eventbrite.com/e/2nd-annu-
al-facing-the-crisis-tickets-65041550027

WEDNESDAY9/25
Paper Source: Washi Tape Card 
Making — 6-8 p.m. Sept. 25 and 1-3 p.m. 
Sept. 28, Paper Source at Rosemary 
Square, 700 S. Rosemary Ave., West 
Palm Beach. Learn new ways to use 
decorative washi tape into your DIYs. 
www.papersource.com; 561-650-0057. 

Presentation: “Why Affordable and 
Reliable Energy is Important to Busi-
ness Community” — 6-8 p.m. Sept. 25, 
The Box Gallery, West Palm Beach. The 
Consumer Energy Alliance, a U.S. con-
sumer advocate in support of affordable, 
reliable energy will speak about sen-
sible energy policies for all consumers. 
RSVP at www.eventbrite.com.

Free class: “A Taste of Juda-
ism… Are You Curious?” — 7 to 9 
p.m. Wednesday Sept. 25, Temple Israel, 
1901 N. Flagler Drive, West Palm Beach. 
The final installment of this modern, 
interactive look at Jewish spirituality, val-
ues and community, which also features 
a chance to ask the rabbi questions. Part 
two of a three-part event. RSVP at 561-
833-8421; www.temple-israel.com.

ONGOING
Gratitude stories wanted — 
Donna Carbone, the moderator of 
Tongues a’Wagging community sto-
rytelling, is accepting submissions for 
a Thanksgiving/Veterans Day storytell-
ing event. Stories should focus on the 
reasons people feel grateful, including 
stories about veterans. Submit a 1,200-
word essay by Nov. 2 to be considered. 
Ten stories will be chosen by a jury 
selection process. The essays must be 
true. For complete rules and regulations, 
email write4you@comcast.net with 
“SUBMISSION: Tongues A’wagging” in 
the subject line. Tickets for Tongues 
a’Wagging, the storytelling event, which 
will be held Nov. 16 and 17, at the Burt 
Reynolds Institute in North Palm Beach, 
are available by phone at 561-385-1584 or 
email write4you@comcast.net.

#PGACommonsEats Social 

Media Photo Contest — Win a 
$250 gift card by sharing your photos on 
social media of these sites: The Cooper, 
Kabuki Sushi-Thai-Tapas, Prosecco Café, 
and Spoto's Oyster Bar. Post your photo 
on Facebook or Instagram, tag or check 
in at the restaurant, tag PGA Commons 
including the hashtag #PGACommon-
sEats. The deadline is Sept. 30. The top 
photos will be selected on Oct. 1. The 
winning photographers will receive a 
$250 gift card from the restaurant where 
the photo was taken. Winning photos 
will be featured in Palm Beach Florida 
Weekly. Visit PGA Commons’ Facebook 
page for details. 

“Man of La Mancha” — Through 
Sept. 29 at the Kravis Center, 701 
Okeechobee Blvd., West Palm Beach. 
This production, MNM Theatre Com-
pany’s fall show, was written by Dale 
Wasserman, with music by Mitch Leigh 
and lyrics by Joe Darion. $65. www.kra-
vis.org; 561-832-7469.

“The Rocky Horror Show” — 
Through Sept. 22, in the Field House at 
Old School Square, 51 N. Swinton Ave., 
Delray Beach. VIP tables $45, $25-$35 
adults, $15 students. 561-243-7922; www.
oldschoolsquare.org; www.entracteth-
eatrix.com.

Kickboxing Classes — 5:30-6:15 
p.m. Fridays, YMCA of the Palm Beach-
es, 2085 S. Congress Ave., West Palm 
Beach. Learn to kick, punch and defend 
yourself. $5 members, $8 nonmembers. 
Ages 12 and older. 561-968-9622; www.
ymcapalmbeaches.org. 

A Sunday Kinda Blues — 2-4:30 
p.m. every other Sunday at the Brew-
house Gallery, 720 Park Ave, Lake Park. 
Check with the venue at 561-469-8930 or 
www.brewhousegallery.com.

Seniors and Technology classes 
— TDM Technologies, 2000 PGA Blvd., 
Suite 4440, Palm Beach Gardens. 561-
344-5188; www.tdmtechpc.com.

Mah-Jongg & Canasta — 1:30-4 
p.m. Thursdays, Temple Emanu-El of 
Palm Beach, 190 N. County Road, Palm 
Beach. BYO sets if you have one. $5 cash 
only includes snacks. RSVP required at 
561-832-0804.

LOOKING AHEAD 
Clematis By Night — 6-9 p.m. 
Thursdays at the Palm Stage at the 
Waterfront, 100 Clematis St. Food, 
drinks, vendors, live music and the sun-
set. www.clematisbynight.net. 

■ Sept. 26: Dante Vargas & The Cat 
Band (Latin). www.dantevargas.com

Culture of Change Yoga benefit-
ing Quantum House — 6:30 p.m. 
Sept. 26, Rosemary Square, 700 S. Rose-
mary Ave., West Palm Beach. Jennifer 
Martin leads an all-levels 75-minute Vin-
yasa class held on the Hibiscus Garage 
Rooftop. A suggested minimum dona-
tion of $10 benefits Quantum House. 
www.rosemarysquarewpb.com/west-
palm-beach-events/cultureofchange/. 

Elevate Your Eq: A 1-Day Work-
shop — 10 a.m.-4 p.m. Sept. 28, 313 
Datura St., Suite 200, West Palm Beach. 
Melissa Landis teaches entrepreneurs, 
businesspeople, parents, students, 
teachers, and administrators how to 
apply Emotional Intelligence (EQ) skills 
more purposely in four core areas that 
will help you more confidently, effec-
tively, and efficiently create connections 
with clients, colleagues, friends, family, 
even strangers. Registration required. 
$105-$130 at bit.ly/elevate-eq

Hispanic Heritage Festival Con-
certs — Piano Duo Gastesi-Bezer-
ra will perform 7:30 p.m. Sept. 28 and 
Jonathan Borja and Lindsay Garritson 
perform Latin American Music for Flute 
and Piano at 3 p.m. Sunday, Sept. 29, in 
the Helen K. Persson Recital Hall of 
Vera Lea Rinker Hall, 328 Acacia Road, 
West Palm Beach. $10. Email ticket_cen-
tral@pba.edu; 561-803-2970.

AT CORAL SKY 
Coral Sky Amphitheatre — 601-7 
Sansbury’s Way, West Palm Beach. 561-
795-8883; www.westpalmbeachamphi-
theatre.com or www.livenation.com.

■ Game of Thrones Live Con-
cert Experience — Sept. 21.

■ Meek Mill & Future — Sept. 24. 

■ Chris Stapleton — Oct. 12. 

■ Zac Brown Band — Oct. 18-19.

■ ZZ Top — Oct. 20.

AT DOLLY HAND 
Dolly Hand Cultural Arts Center 
— PBSC’s Belle Glade Campus. 1977 
College Drive, Belle Glade. 561-993-1160; 
www.palmbeachstate.edu/theatre/dol-
lyhand

■ Jack and the Beanstalk — 
Sept. 28.

AT THE DUNCAN 
THEATRE 
Palm Beach State College, 4200 
Congress Ave., Lake Worth. 561-868-
3309; www.palmbeachstate.edu/theatre/
duncan-theatre.

Dino-Light — 11 a.m. Nov. 2. 
$15  

“The Nutcracker” — 7 p.m. Dec. 6. 
$20.   

AT THE EISSEY 
PBSC, 11051 Campus Drive 
off PGA Blvd, Palm Beach Gardens. 
Tickets: 207-5900; www.eisseycampus
theatre.org.

The Symphonic Band of the 
Palm Beaches — 7:30 p.m. Oct. 19. 
$20. 561-832-3115.

AT DRAMAWORKS
Palm Beach Dramaworks — The 
Don and Ann Brown Theatre, 201 Clem-
atis St., West Palm Beach. 561-514-4042, 
Ext 1; www.palmbeachdramaworks.org. 

Single tickets for the 2019/2020 
season are on sale now. Shows 
include: 

■ “A Streetcar Named Desire” 
— Oct. 11-Nov. 2

■ “Ordinary Americans” — Dec. 
6-29

■ “Skylight” — Feb. 7-March 1

■ “The Light in the Piazza” — 
April 3-26 

■ “Lobby Hero” — May 22-June 7.

AT THE IMPROV 
Palm Beach Improv — Rosemary 
Square, 550 S. Rosemary Ave., Suite 

CALENDAR
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250, West Palm Beach. Check website 
for updates. 561-833-1812; www.palm-
beachimprov.com.

■ Dusty Slay — Sept. 19. 

■ Flip Orley — Sept. 20. 

■ Jason Nash — Sept. 21. 

■ Dusty Slay — Sept. 22. 

■ New Faces of Comedy — Sept. 
25.

■ Josh Wolf — Sept. 26-28.

■ New Faces of Comedy — Sept. 
29. 

AT THE KELSEY 
Kelsey Theater — 700 Park Ave., 
Lake Park. 561-328-7481; www.thekelsey-
theater.com.

■ The Rust Market — Sept. 21.

■ Disbarred: Songs in Tribute 
To Matt Fiorello — Sept. 21

AT THE KRAVIS 
The Kravis Center — 701 
Okeechobee Blvd., West Palm Beach. 
832-7469; www.Kravis.org. 

“Man of La Mancha” — Through 
Sept. 29. Presented by MNM Theatre 
Company.

BélO — Oct. 12. 

AT LAKE WORTH 
PLAYHOUSE
Lake Worth Playhouse — 713 Lake 
Ave., Lake Worth Beach. 561-586-6410; 
www.lakeworthplayhouse.org.

Season tickets are on sale now 
for: 

■ “Sister Act” — (Oct. 3-20).

■ “Inspecting Carol”  — (Nov. 
14-Dec. 1).

■ “Gypsy” — (Jan. 16-Feb. 2).

■ “Witness For the Prosecu-
tion” — (Feb. 27-March 15).

■ “Annie” — (April 9-26).

Films in the Stonzek Theatre — 
$9, $7 Monday matinees. 561-296-9382.

■ “Asako I & II” – Sept. 19.

■ “Becoming Nobody”  —  Sept. 
19.

■ “The Nightingale”  —  Sept. 
20-26.

■ “Fiddlin’” — Sept. 20-26.

■ “Honeyland” — Sept. 27-Oct. 3.

■ “Raise Hell: The Life & Times 
Of Molly Ivins” — Sept. 27-Oct. 3.

AT THE 
LIGHTHOUSE
Jupiter Lighthouse and Muse-
um — Lighthouse Park, 500 Captain 
Armour’s Way, Jupiter. 561-747-8380, Ext. 
101; www.jupiterlighthouse.org.

Lighthouse Sunset Tours — 
Spectacular sunset views and an inside 
look at the nuts & bolts of a working 
lighthouse watchroom. $15 members, 
$20 nonmembers. RSVP required. 

Lighthouse Moonrise Tour — See 

the moon rise over the lighthouse. $20 
members, $25 nonmembers. 

Twilight Yoga at the Light — 7-8 
p.m. Mondays. By donation.

AT MACARTHUR 
BEACH 
John D. MacArthur Beach State 
Park — 10900 Jack Nicklaus Drive, 
North Palm Beach. Reservations rec-
ommended for programs. 561-624-6952. 
www.macarthurbeach.org.

■ International Coastal Cleanup 
— 8 a.m.-noon Sept. 21.

■ Intro to Snorkeling — 11 a.m.-
noon Sept. 21.

■ Birding — 8:30-9:30 a.m. Sept. 22.

■ Bluegrass music with Jack-
sonian Music Factory — 1-3 p.m. 
Sept. 22.

■ National Public Lands Day — 8 

a.m.-noon Sept. 28.

■ Butterfly Walk & Talk — 11 a.m.-
noon Sept. 28.

AT THE MALTZ
Maltz Jupiter Theatre — 1001 E. 
Indiantown Road. Jupiter. 561-575-2223; 
www.jupitertheatre.org. 

Single tickets are on sale now 
for this season: 

■ “The Curious Case of the 
Curse of Count Dracula” — Oct. 
27-Nov. 10.

■ “The Mystery of Edwin Drood” 
— Dec. 3-19.

■ “Chicago” — Jan. 14-Feb. 2. 

■ “Brighton Beach Memoirs” — 
Feb. 23-March 8.

■ “How to Succeed in Business 
Without Really Trying” — March 
17-April 5. 

AT GALLERIES, 
GARDENS AND 
MUSEUMS
Adelson Cavalier Galleries — 
318 Worth Ave., Palm Beach. 10 a.m.-6 
p.m. Sunday-Tuesday and 10 a.m.-8 p.m. 
Thursday-Saturday. 561-720-2079; www.
adelsoncavalier.com. 

Ann Norton Sculpture Garden — 
253 Barcelona Road, West Palm Beach. 
By appointment only through Oct. 1. 
Regular hours resume Oct. 2. Admis-
sion: Free for members, $15 nonmem-
bers, $10 age 65 and older, $7 for stu-
dents, free for younger than 5. www.
ansg.org or call 561-832-5328.

Armory Art Center — 811 Park 
Place, West Palm Beach. Gallery hours: 
10 a.m. -5 p.m. Monday-Friday, 10 a.m.-
3:30 p.m. Saturday. Free. 561-832-1776; 
www.armoryart.org. 

■ “New & Now” — Through Oct. 
25 in the East and Greenfield Galleries. 

■ Meek Mill & Future — Sept. 24, Coral Sky 
Amphitheatre. 561-795-8883

— www.westpalmbeachamphitheatre.com
— www.livenation.com

#PRETTY
■ Exotic Plants & Orchids 
Sale — Sept. 21-22, Mounts 
Botanical Garden. Free for 
members. $10 nonmembers. 
561-233-1757

— www.mounts.org

TOP
PICKS

#SFL

■
S
B
m
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■ Shop + Chomp — 5-8 p.m. Sept. 20, Palm 
Beach Outlets. 561-515-4400

— www.palmbeachoutlets.com

■ “Man of La Mancha” — 
Through Sept. 29 at the Kravis 
Center, 561-832-7469

— www.kravis.org

9.24
9.2

0

#IMPOSSIBLE

CALENDAR
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The Palm Beach Gardens GreenMarket has gotten a little cooler now that 
it is under cover at STORE Self Storage & Wine Storage for the Summer! 
Come shop for fresh produce, breads, seafood, cheeses, sauces, honey, 

handmade crafts and more under the large breezeway. 

Sit and enjoy prepared food and drink items while listening to live music each Sunday.

For Vendor Information, visit  PBGFL.COM/GREENMARKET  

SUNDAYS 
9am-1pm

MAY 12th
 

SEPTEMBER 29th 11010 N. MILITARY TRAIL
PALM BEACH GARDENS, FL 33410

561.630.1100

The Box Gallery — 811 Belvedere 
Road, West Palm Beach. www.TheBox-
Gallery.info.

■ West Palm Beach Pride Exhi-
bition 2019 — Open. 

The Cultural Council of the 
Palm Beaches — 601 Lake Ave., 
Lake Worth Beach. Free and open to 
the public Tuesday through Saturday, 
10 a.m. to 5 p.m. 561-471-2901; www.palm
beachculture.com.

■ Palm Beach State College 
Faculty — Through Nov. 8.

Flagler Museum — 1 Whitehall 
Way, Palm Beach. Hours: 10 a.m.-5 p.m. 
Tuesday through Saturday, noon-5 p.m. 
Sunday. Admission: $18 adults, $10 youth 
ages 13-17, $3 ages 6-12, free for younger 
than 6. 561-655-2833; www.flaglermuse-
um.us.

The Richard and Pat Johnson 
History Museum — 300 N. Dixie 
Highway, West Palm Beach. Part of the 
Historical Society of Palm Beach Coun-
ty. 561-832-4164; www.hspbc.org.

Lighthouse ArtCenter Gallery — 
373 Tequesta Drive, Tequesta. Free for 
members, $5 nonmembers. 561-746-3101; 
www.lighthousearts.org.

■ “TATTOO: The Renaissance of 
Body Art — Through Nov. 2. 

The Morikami Museum and 
Mounts Botanical Garden — 531 
S. Military Trail, West Palm Beach. 561-
233-1757; www.mounts.org. 

■ On display: “Cutting Cor-
ners: A Stickwork Exhibition” 
— Through summer. 

Upcoming programs: 

■ Exotic Plants & Orchids Sale 
— Sept. 21-22. Free for members. $10 
nonmembers.

■ Fabulous Crotons of Florida 
— 10-11 a.m. Sept. 28. $45 members; $55 
nonmembers. Presenter: Mark Peters, 
Peters Crotons & Cordylines. Fees 
include garden admission ($10 adults, 
$5 age 5-12.) Free admission for PBC 
residents on Thursdays through Sept. 26 
and for kids age 12 and younger on the 
second Sunday of the month.

Norton Museum of Art — 1450 
S. Dixie Highway, West Palm Beach. 
Free admission for members, children 
younger than 12, and teachers and edu-
cators and active duty military (and 
immediate families) with valid ID. Free 
admission to all Friday and Saturday. 
Regular admission is $18 adults; $15 
seniors, and $5 for students with valid 
ID. 561-832-5196; www.norton.org.

■ Art After Dark: 5-10 p.m. Fridays. 
Entertainment, tours, talks, art activities 
and film screenings. Admission is free.

Exhibitions:

■ “Posters by Toulouse-Lau-
trec” — Through Dec. 10. Toulouse-
Lautrec’s printed works from the 1890s. 

■ “Coming Soon” — Film posters 
from the Dwight M. Cleveland Collec-
tion

■ “See and Be Seen: Picturing 
Notoriety” — Through Oct. 22.

■ “WHO? A Brief History of Pho-
tography through Portraiture” 
— Through Nov. 26.

Osher Lifelong Learning Insti-
tute at FAU — 5353 Parkside Drive, 
Jupiter. Registration is open now for 
classes and lectures start on Oct. 15. An 
annual membership is $60. 561-799-8547; 
561-799-8667; www.fau.edu/osherjupiter.

The Palm Beach Photographic 
Centre — 415 Clematis St., West Palm 
Beach. 561-243-3200; www.workshop.
org. 

■ Members Show 2019 — 
Through Oct. 26.

The Palm Beach Zoo & Con-
servation Society — 1301 Summit 
Blvd., West Palm Beach. Hours: 9 a.m.-5 
p.m. every day, except Thanksgiving and 
Christmas. Tickets: $18.95 adults; $16.95 
seniors, $12.95 age 3-12, free for younger 
than 3. Info: 561-533-0887; www.palm-
beachzoo.org.

The Society of the Four Arts — 
100 Four Arts Plaza, Palm Beach. The 
library and gardens are open through 
summer. 561-655-7226; www.fourarts.org.

The South Florida Science Cen-
ter and Aquarium — 4801 Dreher 
Park Road, West Palm Beach. Hours: 
9 a.m.-5 p.m. Monday-Friday, 10 a.m.-6 
p.m. Saturday and Sunday. Info: 561-832-
1988; www.sfsciencecenter.org.

■ Journey through the Human 

Brain — A 2,500-square-foot exhibi-
tion exploring the human brain. 

At Royal Poinciana Plaza — 340 
Royal Poinciana Way, Palm Beach. www.
theroyalpoincianaplaza.com. 

■ Summer Social — 2-5 p.m. Sun-
days in the courtyard. Games including 
checkers, chess and backgammon. 

■ Summer Cinema — 8:30 p.m. the 
second Sunday of the month. Next date: 
Sept. Feature al fresco film screenings in 
the courtyard. BYO blankets and chairs. 

■ Courtyard Concert Series — 
4-6 p.m. the last Saturday of the month. 

AT THE MARKETS
Singer Island Green & Artisan 
Market — 10 a.m.-2 p.m. Fridays, Sing-
er Island’s Ocean Walk, 2401 Ocean Ave. 
along scenic A1A. Pet and kid friendly. 
www.singerislandgreenmarket.com.

District Farmer's Market — 9 
a.m.-2 p.m. Saturdays, Grandview Mar-
ket, 1401 Clare Ave., West Palm Beach. 
www.grandviewpublic.com.

Tiki Market — 4-7 p.m. Sundays at 
the Rivera Beach Marina, 190 E. 13th St., 
West Palm Beach. Food and Caribbean 
merchandise. 561-844-3408.

Palm Beach Gardens Summer 
Greenmarket — 9 a.m.-1 p.m. Sun-
days through Sept. 29, Store Self Stor-
age and Wine Storage, 11010 N. Military 
Trail, Palm Beach Gardens. Info: www.
pbgfl.com. ■

CALENDAR



Book a trip to Southwest Florida this fall for the 6th Annual Island Hopper Songwriter Fest. Don’t miss a star performance by 

Academy of Country Music Award winner Rodney Atkins, and catch shows from over 80 talented songwriters, including 

Kristian Bush, Gone West and Ryan Hurd, at intimate venues on Captiva Island and Fort Myers Beach and in Downtown Fort Myers.

Enhance your festival experience with the offi  cial Island Hopper mobile app for iOS and Android devices.

Learn more at IslandHopperFest.com | #IslandHopperFest

September 20–29
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PUZZLES
SETTING OUT TO SIEGE

SEE ANSWERS, A25

SEE ANSWERS, A25

▼

▼

By Linda Thistle

SUDOKU
Difficulty level:

★★
Place a number in the empty boxes in such a way that 

each row across, each column down and each small 9-box 
square contains all of the numbers from one to nine.

HOROSCOPES
VIRGO (August 23 to Septem-

ber 22) Money matters are dominant 
this week. Recheck your accounts and 
make sure they’re up-to-date. Also, 
pay more attention to personal issues 
before they become major problems.

LIBRA (September 23 to Octo-
ber 22) You might be tempted to 
employ the same tactics as your 
adversary, but that could backfire. 
Better to use the same balanced 
approach that has worked for you 
before and could again.

SCORPIO (October 23 to 
November 21) A changing work-
place environment could stir up con-
fusion as well as apprehension. Best 
to ignore the rumors and get the 
facts. You could find that the changes 
bring positive elements.

SAGITTARIUS (November 22 
to December 21) Communication is 
easier this week with people ready and 
eager to hear what you have to say. 
Also, check for possible technical prob-
lems before you start your new project.

CAPRICORN (December 22 to 
January 19) Aspects favor change for 
the usually traditional Goat. Opening 
your mind to possibilities you had 
ignored could lead you to make deci-
sions you once considered improbable.

AQUARIUS (January 20 to Feb-
ruary 18) Making personal as well as 
professional adjustments to changing 
conditions might be easier with more 
information explaining the “hows” and 
“whys” of the situations in question.

PISCES (February 19 to March 
20) With a growing tide of positive 
reactions to buoy your confidence, 
this could be the right time to put the 
finishing touches to your new project 
and get it well and truly launched.

ARIES (March 21 to April 19) 
Travel plans could be interrupted by 
the reemergence of a workplace prob-
lem that was never quite fully resolved. 
Deal with it at once, and then take off 
on that well-deserved trip.

TAURUS (April 20 to May 20) 
Aspects favor cultural activities for 

sensuous Bovines. Attend a concert or 
an art show. Better yet, create some-
thing yourself (a poem, perhaps?), and 
dedicate it to someone special.

GEMINI (May 21 to June 20) 
Respect any doubts you might now 
be feeling about a new situation. They 
could be reflecting your inner aware-
ness that some essential information 
might be missing. Check it out.

CANCER (June 21 to July 22) 
It’s important to start the new month 
with as clean a slate as possible. Either 
complete all those unfinished tasks or 
pass them on to others who would be 
more than happy to take them on.

LEO (July 23 to August 22) This 
is a good time to cut down on expens-
es and tame that urge to splurge. 
Applying some financial discipline 
now could help the Big Cat ride out 
a possible monetary crunch later on.

BORN THIS WEEK: You have a 
gift for setting an example of quiet, 
calm reasoning in the midst of cha-
otic conditions. ■

Last chance to do the write thing
2019 Writing Challenge wraps up this week

BY CINDY PIERCE

cpierce@fl oridaweekly.com

This is the final week of the 2019 Flori-
da Weekly Writing Challenge. 

We hope this picture here of a Rolls-
Royce —  parked in the crosswalk on a 
tony street in Naples — inspires your cre-
ative writing juices and motivates you to 
participate. So far we’ve received almost 
200 entries from readers in all parts of 
Florida and as far away as Montana send-
ing their compositions using this and 
three previous photos as prompts. 

Here’s how the challenge it works:
You have until 5 p.m. Tuesday, Sept. 24, 

to craft a short story — no poetry, please 
— inspired by this picture. 

These next points are important:

■ Keep your narrative — that means 
no poetry, please and thank you — to 
no more than 750 words. Those that 
go over will be disqualified; shorter 
entries are welcome.

■ Run your story through spellcheck 
and give it a title (not to be included 
in the word count). 

■ Put your full name, hometown and 
phone number at the end of your 
piece (also not to be included in the 
word count).

■ Attach it as a Word document — no 
fancy fonts and no text files, PDFs 
or offbeat formats — or simply copy 
it into the message of an email and 
send to writing@floridaweekly.com.

We will do our best to acknowledge 

receipt of each entry within a couple of 
days, but please be patient (we take vaca-
tions this time of year, too).

After the final deadline on Sept. 24, we’ll 
divvy up all of the entries we’ve received 
since the challenge started among our 
editors and senior writers and come up 
with first, second and third place winners. 
Those three stories will be published in 
the paper sometime in November. 

First prize for the Florida Weekly Writ-
ing Challenge has always been a ticket to 
the Sanibel Island Writers Conference, 
but the conference is on hiatus this year. 
We’re still thinking about how to reward 
our 2019 winners. You can’t be one of 
them if you don’t start writing, so get 
busy. ■
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Current Market Trends in Various Industries along with Economic Predictions for 2020 in a Candid Q&A Format.

For Advertising Opportunities Contact Your Account Executive at 561.904.6470

ADVERTISING DEADLINE: WEDNESDAY, SEPT. 25, 2019 AT 12PM
PUBLICATION DATE: THURSDAY, OCT. 24, 2019

Looking to learn economic insights  
from the area’s top Businesses?
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What improvements, innovations 

or changes do you foresee in your 

industry?  

Palm Beach County continues to 

grow at a record pace, and Florida is 

one of the largest states in our nation. 

At Loggerhead Marinelife Center, 

we pride ourselves on improving 

our communication with existing 

stakeholders and creating outreach 

materials that are relevant, fun and 

engaging for new stakeholders in our 

community. LMC, like all businesses, 

needs to tailor communications with 

traditional media channels and rapidly 

evolve our content to ensure it aligns 

with our growing digital audiences. 

We look forward to the fast-paced, 

technology-infused relationships we 

have and will develop with our guests 

and supporters; we hope to keep on the 

leading edge of this exciting evolution.

How are you responding to changes 

in the local economy? 

LMC operates two very busy 

campuses in North Palm Beach 

County:  the sea turtle hospital at 

Loggerhead Marinelife Center and 

the Juno Beach Pier. Combined guest 

counts for these two campuses top 

450,000 annually. In 2019 we will break 

ground on our much needed campus 

expansion. Our expansion campaign, 

“Waves of Progress,” will allow us to 

significantly increase our educational 

capacity, double our hospital capacity, 

significantly expand our research 

laboratory and create new programs 

to expand our ability to serve 

underserved and differently served 

segments of our community. As Palm 

Beach County grows, LMC is ready for 

our next chapter together.

Name the top three elements or 

practices that are absolutely critical 

in the success of your organization?

Consistent process improvement.

Telling a unique and proven 

conservation story.

Striving to be the absolute best at 

what we do.

Who is your hero?

The sea turtle. It tells us the health 

of our ocean, and the ocean tells us 

the health of our planet. Sea turtles 

are brilliant ambassadors for ocean 

conservation education. Because of the 

allure and charm of these intriguing 

creatures, our team is able to educate, 

engage and inspire in a way that is 

unique and often unforgettable. Our 

animal ambassador is a most effective 

conservation catalyst.

How are you growing and developing 

your employee skills in 2019?  

LMC is highly unique in that we 

have team members who are highly 

specialized, including scientific 

researchers, hospital staff, educational 

staff and retail experts. Annually we 

work with our department heads 

to identify continuing education 

opportunities that allow our team 

members to acquire new skills 

and evolve their career path with 

our organization. One of the most 

exciting professional development 

opportunities we are working on is 

an intensive management consulting 

session lead by the DeVos Institute for 

Arts Management at the University 

of Maryland. This extraordinary 

opportunity will help us ensure 

we are building the needed fiscal 

capacity to run our campus when 

we complete our capital expansion. 

This consulting will help our team 

build best-in-class practices around 

governance, leadership, fundraising 

and communications. We are humbled 

to have the opportunity to work with 

the team from DeVos.

How are you recruiting new talent 

into your organization?

We recruit team members from a 

wide variety of methods. Word-of-

mouth among our staff, volunteers and 

supporters is one of the most effective 

ways we have expanded our team. 

Professional sites like LinkedIn and 

listing services through our academic 

partnerships have helped us to identify 

highly specialized team members our 

organization requires.

Can you tell us about a new hire 

that will make a positive impact this 

coming year?

Due to our significant growth since 

opening our current campus in 2007 

and based on our exciting expansion 

plans, we have created the new role 

of chief operating officer. This year 

Tim Hannon assumed the position of 

COO, managing and refining LMC’s 

fast-paced day-to-day operations 

and helping our senior leadership 

team focus on building capacity 

and efficiencies in each department 

and across our entire management 

ecosystem.

Who are your mentors?

There are so many. I am humbled by 

the philanthropic generosity of folks 

like Michael Bloomberg, J.K. Rowling 

and Bill and Melinda Gates. I also look 

to many of our board members as my 

mentors. These incredible women and 

men have such passion for our cause 

and lead some of the most successful 

businesses and foundations in Palm 

Beach County and our country. Their 

expertise provides LMC with tremen-

dous perspectives, guidance and sup-

port. 

Promoting conservation of ocean ecosystems

The Gordon and Patricia Gray Veterinary Hospital is a state-of-the-art hospital devoted to 

the care of sea turtles.

Loggerhead Marinelife Center

One of the leading authorities in sea turtle education, research, and rehabilitation
8  1888 1        ER 20BEROB 0CTTOOOCCTO
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WHO WE ARE

COMPANY CEO: Jack E. Lighton

NUMBER OF EMPLOYEES: 50 in South 

Florida

ANNUAL REVENUE: 7,000,000

YEARS IN SOUTH FLORIDA: 30

YEARS IN BUSINESS: 30

PROFESSIONAL SERVICES

Women’s Card Party 

Monday, December 10, 2018 – 10 a.m.

The Hilton, West Palm Beach 

Boutique, auction, luncheon and card play.  

Campaign Kickoff

Tuesday, December 18, 2018 – 7 p.m.

The Breakers, Palm Beach

Featuring: Howie Mandel

Comedian and Television Producer

Chairs: Paula Newmark &  

Joel Yudenfreund and 

Cindy & Allan Schlossberg 

MLK Day of Service 

Monday, January 21, 2019

Multiple locations,  

West Palm Beach   

Rabin Council Luncheon

Tuesday, January 22, 2019 – 11 a.m.

Private Home, Palm Beach 

Exciting featured speaker to be announced soon.

Lion of Judah Luncheon 

Monday, February 4, 2019 – 11 a.m. 

Cohen Pavilion at the Kravis Center  

for the Performing Arts

Featuring: Jodi Kantor

Pulitzer Prize-Winning Journalist

Chairs: Catherine Pollack  

and Lyn M. Ross 

Major Gifts Event:  

Celebrating Philanthropy 

Monday, March 4, 2019 – 6 p.m.

Cohen Pavilion at the Kravis Center 

for the Performing Arts

Featuring:  

Mandy Gonzalez 

Star of Broadway’s Hamilton,  

In the Heights and Wicked

Chairs: Julie & Peter Cummings,

Sydell L. Miller,  

Susan & Ron Pertnoy 

Honoree: William A. Meyer

H. Irwin Levy  

Founders’ Dinner 

Thursday, March 28, 2019 – 6 p.m.

Café Boulud, Palm Beach 

Exciting featured speaker to be announced soon.

Chairs:  Jourdan Levy, 

Stacey K. Levy, Lynn Peseckis  

Honorary Chair: Barbara Kay 

jewishpalmbeach.org/upcoming

philanthropists 
&leaders
Join together with

Jewish Federation’s 2018-2019 signature 

events offer you the opportunity to  

address the causes you are passionate 

about and that reflect Jewish values.

1

10/3/18   10:16 AM
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What is unique about your company? Many don’t know that heart disease is our No. 1 health threat and stroke our No. 5. Both diseases take more lives than all forms of cancer combined. The American Heart Association is one of the oldest voluntary health organizations in the world, dedicated to promoting health and well being for all. Innovation guides our future initiatives as it relates to how we address our health inequalities. By working alongside community volunteers and corporate partners, we have the opportunity to eradicate a disease that takes more lives than any other.

How do you describe your corporate culture?
We are a team of individuals working toward a common goal, to create a world of longer healthier lives. We strive to learn from our community and volunteers, meeting people where they are to drive innovation and excellence in all aspects of the work we do. We empower our employees to believe in the role they play in the process. It is critical that our culture be one that breeds collaboration, inspiration and meaning for those team members who are a part of it.

How do you describe your management style?Participative. It is important to me that my team knows I value their feedback just as much as they do mine. Remaining approachable and creating an environment where open dialogue can be had, guidance can be requested and ideas can be brainstormed is critical to a healthy work environment. Empowering each member of my team to be the expert in their specific field is important to me and allows them to feel they have ownership of their piece of our mission.

Who do you look to for business advice?
I have been lucky enough throughout my career to have a handful of volunteer leaders who I consider my professional mentors. These individuals have always been willing to provide me with their input and guidance on various situations related 

to our business.

What is the most satisfying part of the work you do every day?  Knowing that each day, my work and the work my team and volunteers put forth is making an impact in the health and well being of our community. 
How are you responding to changes in the local economy?The American Heart Association has taken a holistic approach to how we view and impact the overall health and well being of the individuals and the communities we serve. To improve the lives of our community members and thus improve our economy, we 

must focus on aligning efforts with organizations that have similar goals so that we can collectively drive impact and change. We are specifically focused on aligning ourselves with initiatives that will ultimately address and change the social determinants of health.

What will you base your success on for 2019?
Success will be seeing our efforts improve communities through our advocacy and system change initiatives in addition to other community programs. Two years ago, our volunteers worked hard to pass a local policy that requires all high school graduates be trained in hands-only CPR prior to their graduation day. Seeing more youth trained in this life-saving skill is considered a great success for us. We have many community programs in place. For example, our Target Blood Pressure program provides resources to both medical professionals and patients to encourage appropriate monitoring of patients with high blood pressure. Success this year will be for awareness 

to continue to be spread about how we as individuals and a community can prevent a disease that takes far too many lives.

How is social media impacting your industry or business? What’s in store for 2019?
Social media continues to be a key aspect of our year-round marketing and communications strategy. We have seen our engagement numbers quadruple over the last two years. What’s in store for 2019? Video, video and more video. We know, through extensive analytics, that our audience best identifies with our mission and message when told in video. 

How/where do you find inspiration?
I find inspiration when I can speak to someone who has been impacted by our mission. The stories of survival or ones that speak to people being proactive in creating a healthier life for themselves serve as a reminder of the impact we can make. The stories that end with a life lost inspire me to get up each day, as there is more work to be done.  

What about your business excites you the most? 
It is a truly transformational time at the American Heart Association, filled with cultural change that will create stronger and healthier hearts for our community.

What would the title of the book about your life be as it relates to your career or business? “We Can Do Hard Things.” It takes a village of dedicated staff and volunteers, but we can overcome the obstacles and accomplish our goals. This has become our mantra in the office and serves as a reminder each time we come up against a problem. There is always a solution and even more so, a reason why we do what we do. 

Promoting a force that will create longer, healthier lives

American Heart Association of Palm Beach  Building a culture of health in Palm Beach County

HEALTH & WELLNESS

Palm Beach County Fire Rescue teach hands-only CPR.  

WHO WE ARE
COMPANY EXECUTIVE DIRECTOR: Beth Mourelatos
NUMBER OF EMPLOYEES: 3,000ANNUAL REVENUE: 25,000,000YEARS IN SOUTH FLORIDA: 12YEARS IN BUSINESS: 25

PALM BEACH COUNTY
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READ...

OASIS AUCTIONS LLC
Presents a LIVE AUCTION!
 Free to Register   Food Truck Concessions

Hair Salon
Liquidation Auction

Neff Studios
Aveda Products

Sunday, September 29th, 2019
11am - TIL LAST ITEMS SOLD

Auction Site
2481 Del Prado Blvd N Unit 108

Cape Coral, FL
Call for appointment showing

239-313-0652
10% Buyers premium

oasisauctions2019@gmail.com
www.oasisauctions.com

AU4560 - AB3767

AUCTION

VINO

How to buy wine

Since we’re confronted with massive 
wine selections at stores, it’s often tricky 
for novice wine lovers to find reasonably 
priced bottles that will be to their taste.  

Not long ago the advent of enormous 
assortments of wine at big box stores just 
about drove smaller wine merchants to 
extinction. That trend has been reversed, 
and today privately owned “boutique” 
shops are offering interesting selections 
backed up by sales people who really know 
what they’re talking about. Even some of 
the bigger retailers are stocking selections 
curated by people who know their stuff.

A wine shop can be a daunting experi-
ence if you’re new to the appreciation. In 
fact, just a simple understanding of the 
way a wine store displays its inventory can 
go a long way toward helping you shop 
(and buy and enjoy) with more confidence.

There are two types of wine shops:  
those with a license that allows sampling 
in the store (“on premise”), and those that 
are strictly cash and carry (“off premise”).  
Sampling a wine before buying can give 
you more confidence, and can also start 
some interesting conversations with fellow 
samplers.  But stores that can’t offer sam-
ples may still have informed staff members 
who can provide recommendations.  Don’t 
be intimidated.  Ask questions.

It also helps to understand how the 
bottles may be arranged.  Some stores 

display their wines by varietal (all the 
Pinot Noirs over here, the Chardonnays 
over there) while others favor a more 
geographic approach.  This “by-region” 
approach can bring your attention more to 
places than to individual types of grapes.  .

Whether you’re sipping at an in-store 
bar or walking through the aisles, interac-
tion is key. “The best way you can learn 
your way around your local wine shop is 
by engaging with the staff,” says sommelier 
Larissa Dubose on her blog.  “Many people 
are intimidated to ask questions because 
they don’t want to feel embarrassed, but 
the staff is specifically there to help you 
find what you’re looking for.”  Very true.

Geographic organization is a bit more 
intuitive. If you don’t know, for example, 
that Sancerre is a region in France that 
produces Sauvignon Blanc, browsing the 
French wine section might bring that to 
your attention.

Some shops are laid out according to 
the wines’ body, or flavors and aromas:  
sweet wines in one area, full-bodied reds 
in another. That’s OK if you already know 
something about the characteristics of var-
ious wines. Hope this helps. 

Now, here are our latest discoveries.
Ryder Estate Sauvignon Blanc 2016 

Central Coast CA ($17)
California’s Central Coast offers a com-

bination of cool mornings and warm after-
noons perfect for this varietal. Fresh aro-
mas of citrus and grapefruit followed by 
flavors of apple, apricot and yellow fruit 
make for a lively combination.  WW 89.

Mondavi Fumé Blanc Napa 2017 ($11)
Robert Mondavi put California Sauvi-

gnon Blanc on the map by calling it some-

thing else  Today, this French-style blend 
of 85% Sauvignon Blanc and 15% Semillon 
is barrel fermented to enhance the flavors 
of Meyer lemon, peaches and tangerine.  A 
bargain.  WW 89.

Castoro Cellars Tannat Blind Faith 
Vineyard Paso Robles 2016 ($30)

The Tannat grape is, as its name sug-
gests, especially tannic, and often blended 
with other reds to enhance body and 
structure.  As a single varietal it offers 
intense, concentrated, well-balanced fla-
vors of blackberry and black cherry with a 
persistent finish.  WW 90. ■

Jerry
GREENFIELD

v i n o @ f l o r i d a w e e k l y . c o m



Book a trip to Southwest Florida this fall for the 6th Annual Island Hopper Songwriter Fest. Don’t miss a star performance by 

Academy of Country Music Award winner Rodney Atkins, and catch shows from over 80 talented songwriters, including 

Kristian Bush, Gone West and Ryan Hurd, at intimate venues on Captiva Island and Fort Myers Beach and in Downtown Fort Myers.

Enhance your festival experience with the offi  cial Island Hopper mobile app for iOS and Android devices.

Learn more at IslandHopperFest.com | #IslandHopperFest

September 20–29
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(239) 430-4900 | naples.hilton.com 
5111 Tamiami Trail North, Naples, Florida, 34103

Turn your weekends into mini vacations 
with the Long Weekender package. Stay  

Friday and Saturday at the Hilton Naples and  
get up to 50% Off Sunday nights! 

BOOK NOW

naples.hilton.com or call 1-800-HILTONS

MAKE IT A 

3-Day Weekend
at the Hilton Naples and aatt tthhe dd dHHiillttooonn NNaaapppplllees aanndd
save up to 50% off Sunday Nights.
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 1. Bosha Stone 
and Sue Snyder

 2. Fernando Porras 
and Nancy Politsch

 3. Debbie Shipman 
and Elizabeth Dashiell

 4. Janeen Mason 
and Stephen Stone

 5. O’Neal Bardin 
and Susan Bardin

 6. Joan Berberian 
and Pat Benedetto

 7. Nick Murray 
and Mary Murray
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7

Florida Weekly welcomes submissions for the Society pages from charity galas and fundraising events, club meetings and other to-dos around town. 
We need 300-dpi photographs of groups of two or more people, facing the camera and identifi ed by fi rst and last names. Questions? Email ssimmons@fl oridaweekly.com.

SOCIETY

‘Tattoo’ VIP opening, Lighthouse ArtCenter, Tequesta

1. 

2. 

3. 

4. 

5. 

6. 

7. 

2

Chlöe Reynolds, 
Anne Hoffarth, 
Taylor Donnini and 
Marnie Colllins
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Crossing or a Nutella-smothered crepe 
from La Creperie hidden on Petronia 
Street — those of us lucky enough to call 
Key West home, or those in town look-
ing to simply change it up, needn’t look 
too far for a good meal off the island. 
There’s a whole archipelago’s worth of 
delicious divertissement right on the 
other side of the Cow Key Bridge. So 
buckle up: we’re heading up U.S. 1 for the 
day on a Florida Keys foodie road trip — 
hope you brought your appetite.

Stock Island
»Roostica Wood-Fire Pizzeria
    5620 Macdonald Ave.
    Roostica.com

You don’t have to venture far from 
“the rock” to hit our first must-eatery, 
home of what some would argue is the 
best pizza in the Keys. Eating at Roostica, 
owned by husband and wife duo and res-
taurant rainmakers Bobby and Michelle 
Mongelli, is like having Sunday supper 
with your big fat Italian family. The piz-
zas are a study in textural perfection, 
crunchy on the outside and soft and pil-
lowy on the inside and bubbly in all the 
right places from the blaze of the wood-
burning oven, and the ingredients are of 
the highest quality — only San Marzano 
tomatoes and buffalo mozzarella will do 
on a true Neapolitan pie. If you’re not 
much of a pizza eater (do those people 
even exist?), the rest of the menu reads 
like a hit list of Italian favorites. You can’t 
go wrong with the hogfish piccata, the 
chicken parmesan or the veal marsala … 
or anything else, really. 

Big Coppitt
»Bobalu’s 
    301 U.S. 1
    Bobalusrestaurantandbar.com

You should plan on arriving ready to 
gorge yourself at this favorite, where 
owners Tina and Steve DiGiovanni serve 
up family-style (read: enormous) New 
York pizzas with names like Garbage 
Pie (sausage, pepperoni, ham, bacon, 
mushrooms, onions and bell peppers), 
Key West Flare (ham, pineapple, bell 
peppers and onions), or New Haven 
Classic (clams, bacon and garlic, served 
red or white). The vibe is chill, the 
décor modest and the parking plenti-
ful. Homemade desserts and reasonable 
prices make this a choice for families, or 
those who simply enjoy a bargain.

Saddlebunch Keys
»Baby’s Coffee
    3180 U.S. 1
    Babyscoffee.com

Antiestablishment French press fans 
and Starbucks snobs alike will feel at 
home at Baby’s Coffee, a coffee shop and 
minigrocery at mile marker 15, whose 
symbol — a red-rimmed eye, wide 
awake and visibly caffeinated — com-
municates the strength of their famous 
brews. They’ve been doling out caffeine 
fixes to drivers heading to and from 
Key West for decades, but have added 
an increasingly gourmet selection of 
snacks and swag. Load up on treats and 
an iced coffee that will keep you wide 
awake for the rest of your drive.  

Cudjoe Key
»My New Joint
    22668 U.S. 1
    Mynewjoint420lounge.com

For years, legendary Cudjoe Key res-
taurant Square Grouper Bar and Grill has 

drawn huge crowds (and correspondingly 
huge wait times) thanks to its consistently 
incredible menu of excellent food, arti-
sanal beer and wine and friendly, funky 
atmosphere. Those who often found 
themselves twiddling their thumbs in the 
parking lot waiting desperately for a table 
were understandably thrilled when the 
restaurant announced it was opening a 
second location … in the same spot as 
its first. Plunked directly on top of the 
Square Grouper itself, the groovy My 
New Joint is easily accessible, although its 
popularity has (predictably) reached the 
same stratospheric levels as its downstairs 
neighbor. That said, the innovative menu 
of sharable small plates, creative cocktails 
and not one, but two fondue offerings, is 
absolutely worth the wait. 

Big Pine Key
»Big Pine Rooster
    29943 U.S. 1
    Bucktoothrooster.com

If you’re looking for some down home, 
stick-to-your-ribs, comfort food cookin’, 
Big Pine Rooster, formerly Bucktooth 
Rooster, is the spot for you (and we 
hope you brought an army). The menu 
is a smorgasbord of scrupulousness 
from the Rooster Wraps (pulled pork, 
roasted chicken, veggies and cheese 
stuffed into an egg roll wrapper and 
fried until golden) to the World’s Ulti-
mate Lobster Roll (served on a home-
baked hoagie roll) to the six variations 
on a Reuben — and that’s not even a 
fraction of the options available. Come 
hungry and find out why the Big Pine 
Rooster is serving “food worth crowing 
about.”

Big Pine Key 
»Good Food Conspiracy
    30150 U.S. 1
    Goodfoodconspiracy.com

Just down the road from Big Pine 
Rooster is local hippie haven Good 
Food Conspiracy, immediately recog-
nizable from the road by its rainbow 
flag and Technicolor murals. Good 
Food Conspiracy has been in the busi-
ness of selling fresh organic produce, 
juices, dry goods, amenities and raw 
and cooked vegetarian and vegan cui-
sine for over 35 years. It’s the kind of 
place that makes Whole Foods look like 
an Olive Garden. The walls are lined 
from floor to ceiling with all manner of 
wellness-focused pills, potions, exotic 
herbs and tinctures — not to mention 
about a zillion gluten-free products. It’s 
famous for its fresh homemade soups, 
which change daily, and its made-to-
order smoothies. Order one of the veg-

etarian sandwiches, paired with a Car-
rot Colada (carrots blended with fresh 
coconut nectar), and your body will 
thank you. Namaste. 

Marathon
»Keys Fisheries Market & Marina
    3390 Gulfview Ave.
    Keysfi sheries.com

On the north side of the Seven Mile 
Bridge (make sure you wave at Fred the 
Tree as you zoom past!), Keys Fisher-
ies is the kind of shack-chic, authenti-
cally rustic roadside eatery that screams 
“insider secret.” Casual, dockside fried 
fish and fritters, beautiful sunsets and 
a catchy little slogan — Good Fish Isn’t 
Cheap, and Cheap Fish Isn’t Good — 
make this a great place to grab a quick 
no-frills bite, enjoy the view and then 
order some fresh fish to take home with 
you. (It also offers a comprehensive 
online seafood market for those who 
prefer ordering their mahi-mahi filets 
from the privacy of their own home, but 
it’s the unfussy, in-person experience 

that sets this place apart from its imita-
tors.) The much lauded Lobster Reuben, 
loaded with sauerkraut and served via a 
walk-up, to-go window, is by far the most 
popular dish. Eat it while throwing a few 
fries to the tarpon who patiently wait 
beside the docks, hoping for a free meal.

Islamorada
»Bad Boy Burrito
    103 Mastic Street
    Badboyburrito.com

First, they conquered Key West with 
their fresh, flavorful take on Mexican 
standards. Soon, a certain spikey-headed 
Food Network star took notice, all too 
happy to make the trek down to sample 
the restaurant’s Kobe beef burritos and 
locally caught fish tacos. Now, they’re set 
on world domination. First stop: Islamo-
rada. Beloved Key West restaurant Bad 
Boy Burrito, home of the famous thick-
rolled “phatties,” has been churning out 
the island’s best, baddest “Floribbean” 
food for years. But a couple of years ago, 
owners Chris and Erin Otten decided 
the upper Keys were ready for a dose 
of their particular brand of cool-kid 
Mexican food. You can bookend your 
trip with a Key West pink shrimp burrito 
from both the Key West and Islamorada 
locations. Whatever you choose, rest 
assured it will pair particularly with 
whichever fresh juice-based concoction 
is on the menu that day.

Islamorada
»Ziggie & Mad Dog’s
    83000 U.S. 1
    Ziggieandmaddogs.com

At the end of a long drive up the Keys, 
sometimes all you need is a nice glass of 
wine and a good steak to unwind from 
a strenuous day of stomach stretching. 
If that’s the case, Ziggie & Mad Dog’s is 
where you want to nab a reservation for 
dinner. Their wine list is among the best 
on the island chain, from rare Bordeauxs 
to Dom Pèrignon and everything in 
between. Start with the phyllo encrusted 
escargot, dig into a perfectly cooked 
Delmonico and pray they have the Vien-
nese chocolate gateau for dessert — it’s 
absolutely divine. ■

FOOD CRAWL
From page 24

The tuna is always fresh at My New Joint.

Don’t sleep on the tacos at Bad Boy Burrito.
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They’re brewing up a celebration of 
beer at the Eau Palm Beach this week-
end, with the Barley & Hops experience 
at the resort.

It kicks off with a Brewmaster’s Din-
ner at Angle on Friday night, with the 
Barrel of Monks Brewery from Boca 
Raton pairing their beers with the chef’s 
five-course meal. (Guests also can get in 
on National Rum Punch Day at Breeze 
Ocean Kitchen, where $5 rum punch 
specials are on tap.)

The menu includes bangers and mash, 
a composed citrus and prosciutto salad, 
salmon with smoked potato butter and 
Brussels sprouts, a lemon wit granite 
intermezzo, quail with apple, cornbread, 
chanterelles and a dubbel jus; with a finale 
of a baked Alaska. All courses feature a 
beer within the recipes.

The 4th annual Craft Burger & Beer 
Day is the big deal Saturday afternoon, 
when a contest takes place between the 
resort’s chefs and breweries to see who 
can create the best burger-beer pairing.

A number of participating local brew-
eries include Delray Beach’s Saltwater 
Brewery; Boynton Beach’s Due South 
Brewing Co., Copperpoint Brewing and 
NOBO Brewing; the Tequesta Brewing 
Co.; and Lake Worth’s Mathews Brew-
ing. Oceana Coffee of Tequesta will be 
bringing its house-roasted coffee. 

Beer samples and unlimited sliders are 
included in the $75 ticket, and portions go 
to Hurricane Dorian relief efforts.

The weekend ends with the Barley & 
Hops Oceanfront Brunch on Sunday 
starting at 9:30 a.m. An a la carte menu 
and “liquid brunch bar” are part of the 
event at Eau’s Temple Orange. A special 
“Eau Knows: Protecting the Sea Turtle” 
presentation will be made by the Logger-
head Marinelife Center and Saltwater 
Brewery, partners in sea turtle research 
and public awareness campaigns.

For information about the event, and 
special packages at the resort, visit www.
eaupalmbeach.com, or for tickets go to 
www.eventbrite.com and do a search for 
Eau Palm Beach.

Local Dines founder
plans dinner series

Taylor Morgan of Local Dines fame 
has been busy creating her new venture, 
Taste and Travel Dinner Series, which 
launches Sept. 28 at Fresh Nation in Juno 
Beach.

“It’s a new, unique 
take on group din-
ners,” Ms. Morgan 
said. “It’s like a wine 
dinner, or beer din-
ner — this is a travel 
dinner. 

“Each dinner will 
focus on the food and 
drink of a different 
worldwide destina-

tion. The twist is, three guests will win 
complimentary accommodations for two 
at a hotel of their choice at that destina-
tion. So, the first one’s Hawaii.”

Diners will be immersed in the culture 
of the destination from the start at the 
dinners.  At the first one, they’ll be greeted 
with a lei, Hawaiian music and a room 

decorated to evoke the Pacific Islands. 
A multicourse menu inspired by foods 

from the island will be created by chef 
Stefan Afonso of Fresh Nation.

After the dinner, three diners will win 
a six-day, five-night hotel stay in Waikiki. 

While travel restrictions apply, Taste 
and Travel is not associated with time-
shares in any way, Ms. Morgan said.

“Accommodations are complimentary 
at destinations worldwide,” she said.

Ms. Morgan partnered with Redeem-
Vacations to create the dining series, and 
a tie-in to St. Jude’s Hospital means a 
donation for every trip planned.

For information about the first din-
ner, visit the website, www.tasteandtravel
dinners.com.

Swank Farms plans season
of culinary events

Swank Farms owners have announced 
the upcoming season’s lineup of Swank 
Table meals, this year going outside the 
state to showcase noted chefs at the farm.

Chefs from Detroit, New Orleans, 
Raleigh/Durham, Nashville and Maine 
will join chefs from South Florida to 
present their foods to guests in the pole 
barn on the 20-acre farm in Loxahatchee 
Groves. It has communal table settings, 
where interaction with other diners makes 
for a unique experience.

Chefs are joined by mixologists and 
breweries also from the area, and musi-
cians perform on the elevated stage. 

Farm tours are available before the 
meals and guests are encouraged to wan-
der the fields and often can see workers 
in action.

This year’s schedules include new 
events, including Chefs For Sustainable 
Seafood; SHE Feasts — an International 
Women’s Day Celebration; Mambo Ital-
iano; Flock of Lambs; and Tres De Mayo: 
A Mexican Fiesta. The popular White 
Party and Throwback to the ’70s are also 
on the books.

The season starts with a brunch Nov. 
17, and ends May 10 with Mother’s Day 
Brunch. 

For tickets and more information, go to 
www.swankspecialtyproduce.com.

In brief
Salute Market will celebrate its fourth 

anniversary with a party Sept. 28, at 8 
p.m. Wine, cocktails, and food are served. 
Reservations at 561-425-5651. ... A special 
three-course Rosh Hashana dinner is Sept. 
28 at The Cooper in Palm Beach Gardens. 
Cost is $39; reservations suggested. Call 
561-622-0032 for info.  ■

The Dish: Coal 
Oven Roasted Chick-
en Wings

The Place: Antho-
ny’s Coal Fired Pizza, 
PGA Plaza, 2680 PGA 
Blvd., Palm Beach 
Gardens. Also at other 
locations throughout 
the area; www.acfp.
com.

The Price: $8.69 
for 5 wings

The Details: I don’t 
know if it’s the piles 
of caramelized onions or the herbs rubbed onto the wings, but these are the No. 
1 non-Buffalo wings around in my book. No tough outer bits to discard, you get 
every meaty bite off the bones. The smokiness from the coal-fired oven is just 
right, along with the soft onions. They go well with wine, too, though a chalkboard 
brew selection is notable.  ■

— Jan Norris, jnorris@floridaweekly.com

THE DISH: Highlights from local menus 

3 AVOCADO GRILL AT DOWNTOWN AT THE GARDENS 
11701 Lake Victoria Gardens Ave., Palm Beach Gardens. 561-766-2430; www.avo-
cadogrillwpb.com.

We like this for our vegetarian friends. A first course of Japanese eggplant 
with cashews and spicy garlic sauce is terrific, followed by the summer veg-
etable truffle risotto — as its name implies, a medley of vegetables and mush-
rooms over creamy risotto. The chocolate bread pudding or the Nutella avo-
cado mousse to finish — oh, boy, big choice. Pescatarians and carnivores have 
choices here, too, from the $35 dinner menu. ■

— Jan Norris, jnorris@floridaweekly.com

1 CAFE BOULUD
301 Australian Ave., Palm Beach. 561-655-6060; www.cafeboulud.com.

This is a special-occasion restaurant for many, so here’s a chance to do 
a date night or just check it out if you’ve never been. A lovely setting inside 
the Brazilian Court Hotel, the restaurant has fine dining meals on its Flavor 
menus. Pan-seared grouper with white beans, and mole verde, or a classic coq 
au vin are included in the $49 dinner. A three-course brunch is also a good 
deal for $39.

2 KITCHEN
319 Belvedere Road, West Palm Beach. 561-249-2281; www.kitchenpb.com.

An entree of en papillotte salmon with white beans and tomatoes is 
reason alone to try out this eclectic spot along the Dixie Corridor in West 
Palm Beach. Tiger Woods’ former private chef is a good bet for a solid meal 
with Mediterranean overtones. Dinner is $45 for their Flavor menu — a bar-
gain here. 
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Barley & Hops to bring
brewmasters to Eau Palm Beach

JAN NORRIS / FLORIDA WEEKLY

Flavor 
Palm Beach
restaurants 
to try 
A trio worth noting

3JAN’S
THREE 
FOR

COURTESY PHOTO

Avocado Grill at Downtown at the Gardens is a Flavor Palm Beach restaurant.

PHOTO BY NICHOLAS MELE

Beers from a variety of local brewmasters 
will take center stage this weekend at Eau 
Palm Beach Resort & Spa.

Jan NORRIS
j n o r r i s @ f l o r i d a w e e k l y . c o m

MORGAN

The discount program got a slow start because of Dorian. Some are extending 
their menus through Oct. 8 to make up for it. Catch up by checking these out.



LIST WITH A LUXURY LEADER

VINCE MAROTTA
LOCAL LUXURY EXPERT

561.847.5700
vmarotta@marottarealty.com

ADMIRALS COVE, JUPITER

Waterfront Villa I  3BR/4BA I  2,992 SF I  $1.875M

WATER CLUB VILLA 108 N, NPB

“Cobalt” Plan  I   2BR/2.1BA  I   1,959 SF  I   $1.26M

WATER CLUB #702 N, NPB

Gated Community  I  5BR/5.1BA  I 5,607 SF  I  $1.595M

SAN MICHELE, PBG

Amazing Views I  2BR/2.1BA I  1,959 SF I  $1.469M

WATER CLUB #1602 N, NPB

THE RITZ CARLTON TS 7A, SINGER ISLAND THE BEAR’S CLUB, JUPITER

Largest Beach Condo  I  4BR/5.1BA  I  7,445 SF  I  $9.5M 1 Acre + Estate  I  6BR/7.1BA  I  9,685 SF  I  $9.475M

Overlooking Marina  I  3BR/3.1BA I  2,981 SF I  $899K

LAKE POINT TOWER, OLD PORT COVE

Totally Renovated  I  3BR/4.1BA I  3,325 SF  I  $2.395M

FRENCHMAN’S CREEK, PBG


