
Six commercial cultivators highlight their favorite strain to grow

VOL 4 • ISSUE 9 • October 2017

$12.95

Experimental grow space
Startup lessons

Using speedy strains
Creating a 5-Star experience

+

A diverse background helped Chanda Macias build  
a successful dispensary in the nation’s capital

Renaissance

 WOMAN



IF YOU’RE NOT MESSAGING YOUR CUSTOMERS,
THEN SOMEBODY ELSE IS!

A 420 sending number to increase 
brand effectiveness.

UP TO 240 CHARACTERS PER MESSAGE 
(50% more than others). More info to 
your customers means more sales. 

Picture messaging (MMS) available. 

90%
OF SMS ARE READ WITHIN

3 MINUTES OF RECEIPT. 
YOU CAN’T AFFORD

NOT TO USE
NORTHTEXT. 

Reliable delivery. No blocking.  

Excellent customer service.
Need help building your opt in list? 
We got you covered. 

Great prices. Discounts for
higher volumes. 

No contracts or setup fees. 

WWW.NORTHTEXT.COM/DISPENSARY  |  312.869.9070 In business since 2007

312.869.9070

SMS messaging expertise 
tailored specifi cally to the 
Dispensary market

Dispensary now

4 20
Thursday, April 20

SMS is the best and most effective way to increase your daily store traffi c.
Our clients say a blast brings in 10-50 incremental customers (per 1000 messaged).

MESSAGING PAYS FOR ITSELF 10 TIMES OVER!





SUCCESSNUTRIENTS.COM

HIGHER QUALITY • INCREASED YIELDS
LOWER OPERATING COSTS

WELCOME TO OUR FAMILY OF BRANDS

Seminars & Private Consultations

License Application Support

Facility Planning & Design Services
Operating Plans & Procedures

Cultivation Max™ Services

MedicineManTechnologies.com
OTC Markets, Symbol: MDCL • 303.371.0387

S

S

FLAME
FLAME

FLAME

INDUSTRY LEADING CULTIVATION
& DISPENSARY CONSULTING



SUCCESSNUTRIENTS.COM

HIGHER QUALITY • INCREASED YIELDS
LOWER OPERATING COSTS

WELCOME TO OUR FAMILY OF BRANDS

Seminars & Private Consultations

License Application Support

Facility Planning & Design Services
Operating Plans & Procedures

Cultivation Max™ Services

MedicineManTechnologies.com
OTC Markets, Symbol: MDCL • 303.371.0387

S

S

FLAME
FLAME

FLAME

INDUSTRY LEADING CULTIVATION
& DISPENSARY CONSULTING



Who’s Behind This Magazine?	 President and CEO	 Cassandra Farrington 
		  CassandraF@MJBizDaily.com
	Vice President of Editorial	 Chris Walsh 
		  ChrisW@MJBizDaily.com
	 Senior Editors	 Roger Fillion 
		  RogerF@MJBizDaily.com 
		  Kevin Huhn 
		  KevinH@MJBizDaily.com
	 Staff Writers	 Matt Lamers 
		  MattL@MJBizDaily.com 
		  Kristen Nichols 
		  KristenN@MJBizDaily.com 
		  Omar Sacirbey 
		  OmarS@MJBizDaily.com 
		  Bart Schaneman 
		  BartS@MJBizDaily.com  
		  John Schroyer 
		  JohnS@MJBizDaily.com
	 Data and Charts	 Eli McVey 
		  EliM@MJBizDaily.com
	 Contributors	 Margaret Jackson, John Rebchook, 	
		  Essdras M Suarez 
	 Sales	 Mary Pemberton 
		  MaryP@MJBizDaily.com  
		  Molly Ford 
		  MollyF@MJBizDaily.com 
		  Angela Toney 
		  AngelaT@MJBizDaily.com 
		  Brooke Moore 
		  BrookeM@MJBizDaily.com
	 Marketing	 Christopher Day  
		  Kendra Branch-Brett 
		  Andrea Evers 
		  Seth Mitchell
	 Technology 	 Amy Davis, Jeff Farrington 
		  Laura Femino
	 Graphic Design	 Brian Gilbert
	 Subscriber Services	 Lisa Burstein
	 Customer Service	 CustomerService@MJBizDaily.com 
		  401.354.7555 ext. 1
	 Co-founder	 Anne Holland

To start/change/cancel your subscription, visit  
MJBizMagazine.com, call us at 401.354.7555 x1 or email us at 
CustomerService@MJBizDaily.com. Marijuana Business Magazine 
subscriptions are currently free to qualified US cannabusiness 
professionals and investors age 21 and over only.

To advertise with us, email Sales@MJBizDaily.com or call us at 
401.354.7555 x 2.

Marijuana Business Magazine, Volume 4, lssue 9, October 2017

lSSN 2376-7375 (print); lSSN 2376-7391 (online) 

Marijuana Business Magazine is currently published ten times per year by 
Marijuana Business Daily™, a division of Anne Holland Ventures Inc.  
POSTMASTER: Please send address changes to: Marijuana Business Daily, 
2750 S. Wadsworth Blvd., Suite D200, Denver, CO 80227.

Copyright 2017 by Marijuana Business Daily, a division of Anne Holland 
Ventures lnc. All rights reserved. Materials may not be reproduced in whole 
or in part without written permission. For reprints of any article, please 
contact Customer Service. 

http://MJBizMagazine.com

Our 5
Core

Values

Integrity
Unbiased information 
without paid influence 

delivers the highest 
value to all 

participants.

Responsiveness
Serving the industry’s 

rapidly changing 
needs requires 
listening and 

adapting.

Quality
Sound business 

decisions are driven by 
reliable news, data 

and insights.

Professionalism
Mainstream 

acceptance hinges on 
elevating the 

industry’s business 
practices.

Inclusiveness
Connecting the 
entirety of the 

cannabis community is 
the foundation of the 

industry’s success.

Founded in early 2011, Marijuana Business Daily™ focuses solely 
on cannabis businesses and the investors who back them.

If you are leading or financing a cannabis-related company, we 
help you prosper via trusted information services and 
exceptional events.

Our publications have the highest business readership in the 
industry. Our events are sellouts, year a�er year a�er year. 
And, we’ve been cited everywhere from Harvard Business 
Review and the Wall Street Journal to Forbes, Fortune and 
Fast Company. 

Do you need practical information, real-life data or industry 
connections to help your business grow? You’ll find what you 
need in one of our publications or at our national events.

We are here to help the multibillion-dollar cannabis industry 
prosper. Let us know how we can serve you.

A division of Anne Holland Ventures Inc. 
Marijuana Business Daily Headquarters 2750 S. Wadsworth Blvd. Suite D200, Denver, CO 80227
CustomerService@MJBizMedia.com • Phone: 401.354.7555 x1
Twitter: @MJBizDaily • www.MJBizDaily.com

mailto:CassandraF@mjbizdaily.com
mailto:ChrisW@mjbizdaily.com
mailto:RogerF@mjbizdaily.com
mailto:KevinH@mjbizdaily.com
mailto:MattL@mjbizdaily.com
mailto:KristenN@mjbizdaily.com
mailto:OmarS@mjbizdaily.com
mailto:BartS@mjbizdaily.com
mailto:JohnS@mjbizdaily.com
mailto:EliM@mjbizdaily.com
mailto:MaryP@mjbizdaily.com
mailto:MollyF@mjbizdaily.com
mailto:AngelaT@mjbizdaily.com
mailto:BrookeM@mjbizdaily.com
mailto:CustomerService@mjbizdaily.com
mailto:CustomerService@mjbizdaily.com
mailto:Sales@mjbizdaily.com
http://mjbizmagazine.com/
mailto:CustomerService@mjbizmedia.com
http://www.mjbizdaily.com/




ln This lssue

54

FEATURES

80

54 Renaissance Woman 
Washington DC dispensary owner Chanda Macias used her scientific and business know-how  

to land a license and launch a successful company.

COVER PHOTO by Essdras M Suarez

36 Speedy Strains 
Growers in competitive markets aim to gain an edge by using strains that mature more quickly  

and can be harvested sooner.

70 Balancing Act 
Ancillary companies serving marijuana clients and mainstream customers must tread carefully 

 and take steps to prevent potential snafus.

44

44 Room to Tinker
To stay ahead of rivals, set aside space in your grow to experiment with new cultivation  

methods and technologies.

80 Cannabis Crossover
Hemp farmers mulling a move into marijuana need to know the differences in regulations  

and growing techniques. 

6 • Marijuana Business Magazine • October 2017



DEPARTMENTS

96 Hire Learning:  
Bud Trimmer

How to find, train and successfully manage the right 
person to be a bud trimmer for your cultivation facility.

90 Retail Business 
Strategies: A 5-Star 

Experience
Florida medical marijuana company Trulieve  

concentrates on personalized service and cultivating  
doctor relationships to stay on top.

10 Cannabusiness  
by the Numbers: MMJ 
Dispensaries Per Capita
The number of dispensaries in a state depends on many 
factors, although some of the most successful medical 

marijuana programs have a high number of dispensaries 
relative to their adult populations. 

Marijuana Business
               Factbook 2017

Marijuana
Business Daily®

Marijuana 
Business
Factbook 2017
Exclusive Financial Data 
For Cannabusinesses 
& Major lnvestors

$24900

All-new research from 
the editors of Marijuana 
Business Daily

Order now at
MJBizFactbook.com

or call 401.354.7555 x1

PRlNT +

PDF DOWNLOAD

From the CEO's Desk............................................... 8
lnvesting & Funding Corner................................ 12
My Favorite Things................................................ 14
Five Questions with Neil Closner .................... 16
lndustry Developments........................................ 18
Trends and Hot Topics..........................................32
Company News...................................................... 114
Movers & Shakers................................................. 120
Market at a Glance: Illinois..............................125
Advertiser lndex....................................................126
lnsightful lndustry Observations................... 128

104 In Focus: Nutrient  
and Soil Companies  

The cannabis nutrient and soil industry is exploding, as 
the number of legal growers skyrockets and the demand 

for quality and potency increaes among consumers.

http://mjbizfactbook.com/


FROM THE CEO'S DESK

N ext month, cannabis professionals will gather for what is arguably the 
most important week of the year for advancing the business side of this 
remarkable industry: MJBizCon in Las Vegas, which runs from Nov. 15-17. 

MJBizCon has evolved from a noteworthy gathering of 400 people in Denver 
in 2012 to a can’t-miss annual event expected to draw 14,000-plus attendees 
this year in its new home: the Las Vegas Convention Center. Those who have 
been involved and engaged along the way recognize how the team here at 
MJBizDaily has constantly evolved this event to meet the ever-changing needs 
of the cannabis industry’s executives, investors and entrepreneurs. 

As we move to our new venue, new possibilities open up, and traditions 
must evolve. One of those evolutions will be evident next month with the 
MJBizCon Mixer. 

The Mixer has long been a great addition to the MJBizCon experience, where 
the business side of the industry could connect and engage with the legali-
zation advocates advancing cannabis causes in the halls of Congress and in 
statehouses around the country. Fundraising, networking and celebration of 
the industry’s advancements took over the conference venue.  

For the upcoming event, we’ve decided to engage the entire MJBizCon audi-
ence in this worthwhile effort. To that end, the Mixer will be held on the exhibit 
hall floor and is open to everyone, with no additional registration or donation 
required to participate.

Also evolving: the focal point for donations. As the industry has pro-
gressed and international legalization takes root, we recognize that continued 
advancement of the industry relies not just on legalization of the plant in 
the United States. The future of the cannabis industry rests on presenting a 
responsible, professional face to the world – and collectively developing an 
industry that is engaged with its communities and the environment. 

So, what about our donations to those great causes? Rather than raising 
money through ticket sales, MJBizDaily will provide a direct contribution to 
causes that support and advance the business interest of the market: Legali-
zation Advocacy, Professional Development and Inclusion, and Sustainabil-
ity and Community Development. 

I encourage all of you to join me in selecting the causes that speak to you 
and support your own business interests … and contributing alongside me.  

I'm excited to see all of you in Las Vegas next month! Let’s move this indus-
try forward – again. 

All the best,
Cassandra Farrington
President & CEO

Getting Together and Giving Back
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CANNABUS¬NESS BY THE NUMBERS

T he number of medical marijuana dispensaries in 
any given state depends on many factors. However, 
some of the most successful medical cannabis pro-

grams in the nation – such as Colorado, New Mexico and 
Arizona – have a high number of dispensaries relative to 
their adult populations.

More dispensaries per capita typically is a reflection of 
– rather than a precursor to – a successful MMJ program. 

In fact, new medical cannabis programs appear to be 
borrowing a page from their successful counterparts. 
To wit: Many state programs set to come online in the 
coming months are placing comparatively high caps on 
the number of dispensaries allowed to operate, which will 
increase access to MMJ and boost patient enrollment.

With that in mind, here are some figures tied to dispensa-
ries per capita across the industry and in specific states:

Number of MMJ  
Dispensaries Per Capita

1.65 1.39

12.33

Average number of operating  
dispensaries per 100,000 residents 

age 18 or older in states where MMJ 
programs are up and running. Excluding 

Colorado, this number drops to 1.05.

Average number of dispensaries – per 100,000 
18-plus residents – that will be allowed in states 
where MMJ programs have yet to come online, 

including Arkansas, Hawaii, Louisiana, Maryland, 
North Dakota, Ohio, Pennsylvania and West Virginia.

Number of dispensaries per 100,000 
18-plus residents in Colorado, the 
most of any state MMJ program.

0.07
Number of dispensaries per 100,000 
18-plus residents in New Jersey, the 

least of any state MMJ program.
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Note: California, Michigan and Montana are excluded from these figures because they do not currently license dispensaries at the state level 

Sources: MMJ program websites, U.S. Census Bureau 2015 population estimates
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¬ n December 2016, Innovative Industrial Properties – a cannabis-focused real estate investment trust (REIT) – 
became the first marijuana-related company to trade on the New York Stock Exchange. Marijuana business owners 
and advocates celebrated the San Diego company’s listing, which trades under the ticker symbol IIPR, as another 

milestone in the cannabis industry’s march toward mainstream acceptance.
But the stock’s performance has been sluggish – down more than 7% this year through Aug. 11. Mainstream investors 

have been put off by the perceived risk of investing in a marijuana business, as well as Innovative Industrial Properties’ 
relatively small size and status as the new REIT on the block.

However, the stock has soundly outperformed an index of 12 marijuana stocks that trade on over-the-counter mar-
kets. And certain investors are bullish on the stock’s long-term prospects.

Here’s a closer look at Innovative Industrial Properties’ stock performance through the first half of 2017:

¬nnovative ¬ndustrial Properties’ 
Stock Performance in 2017
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S&P 500:
Up 8.1% as of 8/11/17

Innovative Industrial Properties:
Down 7.3% as of 8/11/17

12 Marijuana Stocks:
Down 32.4% as of 8/11/17

Innovative Industrial Properties Stock Price:
Performance Vs. S&P 500 & 12 Marijuana Stocks in 2017

Note: MJ stocks are: AMMJ, AXIM, CANN, CBDS, CNAB, CVSI, KSHB, MSRT, SRNA, TRTC, VAPE, XXII
Source: Yahoo! Finance
© 2017 Marijuana Business Daily, a division of Anne Holland Ventures Inc. All rights reserved.

Innovative Industrial Properties Marijuana Stocks S&P 500

Innovative Industrial Properties Stock Price:
Performance Vs. S&P 500 & 12 Marijuana Stocks in 2017
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MATT TONKOVICH   Chief Growing Consultant, Green Growers Technology Alliance
Three Rivers, Michigan  |  Pick: Mikey Kush
My favorite strain to grow is the Mikey Kush: the way it grows, the bud structure and the strain itself. 
Its high-in-CBG content works perfectly for myself as a Purple Heart veteran.

JIM PARCO   Founder and Co-Owner, Mesa Organics
Pueblo, Colorado  |  Pick: Ghost of Lee Roy
Ghost of Lee Roy is a strain we came across last year. Our customers and budtenders agree, hands 
down, it’s among the best strains we’ve come across. It’s an ideal strain to grow, extract and con-
sume. It’s a Rare Dankness genetic as a Ghost OG x Lee Roy. But as an indica-dominant hybrid, 
nothing else can quite compare in our collective opinion. We’re growing it now and looking forward 
to a harvest this fall.

SIOBAHN DARWISH   Owner, Blessed Coast Farms
Carlotta, California  |  Pick: Harle-Tsu
We love our Harle-Tsu. This strain is not only happy to grow, but happy to produce. Created here in 
Humboldt County, she is a high-in-CBD hybrid cross between Harlequin and Sour Tsunami. With her 
CBD content 20 times higher than her THC content, Harle-Tsu brings relief to pain and inflammation 
without the psychoactivity.

MATTHEW AIKEN   CEO and Founder, Sweet Leaf
Denver  |  Pick: Sour Diesel
Clearly the pungent kerosene-smelling buds turn out amazing, but it's the cultivation that sets it 
apart. It's a difficult plant to grow, especially in veg, so the end result being “fire” makes it that much 
more special.

PETE GENDRON   Cultivator and Board Member of Oregon SunGrown Growers’ Guild
Sunny Valley, Oregon  |  Pick: Too close to call
Some of my all-time faves as a grower include the Original Oregon Big Buds all around, and frosty 
Black Domina indoors, with banging Kush Hybrids doing the best as outdoor crops. For robust flavor 
it's hard to argue with a Blueberry Kush or Pineapple Kush, the latter of which is also great for mul-
tiple sclerosis patients. Headband produces a great yield and is disease resistant as well. I still love 
the old AK-47, San Fernando Valley 818 (and daughters) and Northern Lights for clear, predictable 
effects and consistent yields. 

MATTHEW WOOLLEY   Executive Director, Legion of Bloom
Oakland, California  |  Pick: Nina Limone
My current personal favorite is Nina Limone, a sativa-dominant hybrid that is a cross of Super 
Lemon Haze and Rebel God Smoke. The flowers are sparkling with trichomes, and the high is uplift-
ing and playful. The sweet-citrus flavor is dominant with a hint of underlying musk. Perfect for day-
time use or evening relaxation. It’s a beautiful plant that responds well to our organic and sustain-
able cultivation practices.

E ach month we survey a group of marijuana industry execu-
tives, asking them to name a favorite item – such as a trimmer, 
extraction technology or edibles ingredient. We welcome your 

suggestions for topics. Email us at editorial@mjbizdaily.com.
This month we’ve asked six growers to share their favorite strain 

to grow: 
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Q&A

Five Questions with Neil Closner, CEO of MedReleaf

MedReleaf is locked, loaded and ready to grow. 
The Ontario company is flush with money as it 

prepares for the anticipated rollout of Canada’s 
recreational marijuana market next summer and the major 
changes sweeping through the nation’s cannabis industry.

MedReleaf – based in the city of Markham – recently 
raised 100 million Canadian dollars ($79.5 million) 
through an initial public offering and a secondary offer-
ing of its shares.

The company is taking steps to put the money to 
productive use. MedReleaf, for starters, plans to expand 
its local production capacity more than fivefold to meet 
demand for both the medical and adult-use markets. It 
also plans to expand internationally.

In an interview with Marijuana Business Magazine, CEO 
Neil Closner discussed consolidation within Canada’s 
cannabis industry, how he is positioning MedReleaf to 
capitalize on the medical and adult-use sectors, and 
whether the recent flood of capital raises among MJ com-
panies is sustainable.

Do you foresee industry consolidation, with smaller 
growers getting purchased by more established 
companies?

If they struggle, then there will be an opportunity for 
consolidation and for assets that will be on the market. 

Preparing  
for a Sea 
Change  
in Canada
by Matt Lamers

This is not an easy industry. It’s not easy to service 
patients, to grow high-quality product. It’s a difficult 
business.

But there’s no doubt that some of them will figure this 
out. Some of them will be formidable competitors. Given 
that there’s likely going to be dozens if not hundreds of new 
license holders, there’s no doubt that some will stumble.

How do you balance the opportunity between  
medical and rec from a business standpoint?

The question really is about how we balance inventory 
and product availability. That’s the question all produc-
ers are going to have to wrestle with to one degree or 
another.

We recently went public and raised CA$100 mil-
lion. Those dollars are now being allocated to build out 
capacity.

We’re hoping to have substantially more capacity com-
ing a year from now. We’re hoping that will enable us to 
serve both markets. It will all depend on how quickly the 
adult-use market ramps up in terms of our ability, as well 
as our industry overall, to satisfy that demand.

Right now we are very committed to the medical mar-
ket. Any excess capacity we do have, as long as it doesn’t 
come at the expense of serving our medical patients, 
we’ll find a way to allocate to the adult-use market.
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Capital raises in Canada rose about 1,700% in  
the first half of 2017. Is that sustainable?

As the business evolves and grows and as certain 
companies emerge as leaders, they might need to raise 
hundreds of millions of dollars to continue to grow – 
whether that’s here in Canada or even internationally.

I think the concern and the question is the number 
of companies that have been able to raise substantial 
dollars, meaning CA$10 million, CA$20 million, CA$30 
million. Is that sustainable? I think that’s the big question. 
My personal opinion is that’s not sustainable.

Can you offer advice for young companies? 
We’re building a business, and we’re helping to build an 

industry at the same time. That’s really hard to do suc-
cessfully. You need to find good people. Without that, any 
company will fail. 

Specifically in this space, there are a lot of complexi-
ties – dealing with regulators, dealing with growing live 
plants, dealing with production process issues. You really 
need to trust and rely on your people. Otherwise you get 
tripped up. So anyone starting out should make sure they 
have the right complements of skills and staff. 

The provinces are working on regulatory structures 
for the rec industry. Do you have a preference in 
terms of taxes and distribution?

We would like to see a federal excise tax on the prod-
uct rather than a sales tax, because that will help allevi-
ate a lot of the challenges, especially in Canada, that we 
see with the sale of contraband tobacco. 

From a retail standpoint, we have a number of 
thoughts on that both from MedReleaf and the industry 
overall. We’d really like to see that producers will not be 
prevented from operating in the retail space on our own 
directly with the patient. Having that direct relationship 
with our patients has been invaluable. 

At a physical retail level, we’d like to be able to be 
participants in that. Our preference is not for a govern-
ment, province-by-province monopoly on retail. That 
seems to be the way some of the provinces will go. We 
just don’t think government should be in the business of 

retailing products. ◆



¬NDUSTRY DEVELOPMENTS

National & ¬nternational News Developments

What’s 
Happening: 

Task Force Tells Sessions to Keep  
Status Quo for Legal Cannabis

A task force assembled by U.S. Attor-
ney General Jeff Sessions is giving him no 
ammunition to go after the legal marijuana 
industry, according to documents obtained 
by The Associated Press.

The Task Force on Crime Reduction and 
Public Safety offered no new policy recom-
mendations to advance the attorney gen-
eral’s aggressively anti-marijuana views. The 
group’s report largely reiterates the current 
Department of Justice’s policy on marijuana.

The task force encourages officials to 
keep studying whether to change or rescind 
the Obama administration’s hands-off 
approach to enforcement – a stance that’s 
allowed the nation’s experiment with legal 
cannabis to flourish.

Marijuana Cultivators Up Nearly 25% in Canada  
After Licensing System Revamped 

The number of licensed medical marijuana producers in Canada has 
jumped nearly 25% over the past few months after the nation’s 
top regulator dedicated more resources to processing cultiva-
tor applications to meet growing demand for cannabis.

Since revamping and streamlining the application process in 
late May, Health Canada awarded another 11 licenses through 
late August, bringing the number of licensed producers (LPs) 
to 56. Health Canada had issued six licenses in the 
previous five months.

The increase in cultivators has positioned the 
industry to better meet the nation’s growing 
demand for medical marijuana. The jump in culti-
vators also comes as Canadian marijuana grow-
ers prepare for the planned rollout of the nation’s 
recreational cannabis market next summer. LPs 
are scrambling to build new capacity amid concerns 
about a potential supply shortfall.

Banking Troubles for Uruguay’s Rec Cannabis Businesses
It didn’t take long for recreational marijuana businesses in Uruguay 

to encounter a key challenge that hinders U.S. cannabis companies: 
banking.

Uruguayan pharmacies began selling adult-use cannabis July 19, but the 
South American nation’s banks are refusing to do business with compa-
nies tied to marijuana.

A government official – speaking on the condition of anonymity – 
said Uruguayan banks that deal with companies that sell adult-use 
marijuana risk running afoul of international finance laws. U.S. financial 
institutions, meanwhile, are hesitant to bank marijuana businesses 
because cannabis remains illegal at the federal level.
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State News Developments

Alaska
Regulators plan to take public comment through Oct. 27 
on a proposal that would allow authorized recreational 
marijuana shops to provide a place for people to con-
sume the cannabis products they buy. Alaska’s Marijuana 
Control Board has gone back and forth on whether to 
allow onsite consumption but agreed once again to 
seek comment on draft rules. The proposed regulations 
include giving local governments the right to protest a 
store’s application for onsite use.

Arkansas
Regulators received their first application for a medical 
marijuana dispensary license. The application was sub-
mitted in mid-August, and regulators anticipated more 
applications to arrive by the Sept. 18 submission dead-
line. Arkansas began accepting MMJ business applica-
tions June 30 for five cultivation facilities and  
32 dispensaries.
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California
To ensure they can meet their January 2018 deadline to 
establish a new regulatory system for medical and rec-
reational marijuana businesses, legislators have estab-
lished an “emergency rulemaking process” that won’t 
include a normal public comment period. Lawmakers fear 
that going through a typical comment period would pre-
vent the state from issuing marijuana business licenses 
beginning Jan. 2. Missing that mandated deadline would 
also delay the launch of the state’s recreational industry. 
The new emergency regulations for the state’s medical 
cannabis market are expected sometime this fall.

Share your buds... NOT the germs.

Because we care about your 
customer’s health

BudBarDisplays.com

Colorado
Colorado Gov. John Hickenlooper defended his state's 
cannabis regulatory regime and pushed back against the 
possibility of federal intervention, joining his counterparts 
in Alaska, Oregon and Washington state. Hickenlooper 
is the last of the four governors – each received letters 
from U.S. Attorney General Jeff Sessions in July express-
ing concern about the effects of marijuana legalization 
– to respond to Sessions. Hickenlooper made it clear 
he believes Colorado has “worked diligently to … build a 
comprehensive regulatory and enforcement system that 
prioritizes public safety and public health.”
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Hawaii
The state’s first two operating medical marijuana dispen-
saries ran out of product just days after opening. Maui 
Grown Therapies and Aloha Green couldn’t move flower 
quickly enough through the state’s testing bottleneck. 
With 17,000 registered patients waiting for medical 
cannabis, demand has quickly outpaced supply. Maui 
Grown Therapies sold out of its supply just five days after 
becoming the first dispensary to open in Hawaii. Aloha 
Green sold out of its initial stock three days after begin-
ning operations.

Louisiana
Three Louisiana companies have been chosen as final-
ists to operate Southern University’s medical marijuana 
program. Advanced Biomedics and Med Louisiana from 
Lafayette as well as Southern Roots Therapeutics from 
Baton Rouge remain the three firms in the running. 
Southern’s Agricultural Research and Extension Center 
estimates the cost for running the business will initially 
range from $5 million to $7 million. The company that 
gets the winning bid will pay that cost.



Maine
Maine officials say the state won’t be able to meet its 
February deadline to allow recreational marijuana sales. 
Republican State Sen. Roger Katz said the agencies 
responsible for the recreational market rollout don’t have 
sufficient time before the deadline to perform such tasks 
as licensing growers, writing departmental rules and 
hiring new inspectors. The president of Legalize Maine 
estimates the delay means adult-use business licenses 
won’t be issued until summer 2018.

Maryland 
At least two of Maryland’s 15 licensed medical marijuana 
producers have started growing their plants, giving some 
badly needed good news to the state’s embattled MMJ 
program. ForwardGro has posted photos of its plants on 
Instagram, and Curio Wellness has also planted seeds. 
The developments came shortly after MMJ regulators 
approved licenses for three more cultivators, two proces-
sors and one testing lab.
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Massachusetts
Massachusetts has finalized its Cannabis Control Com-
mission (CCC), and four of the appointees to the five-
member panel voted against recreational marijuana 
legalization. 

Michigan
A second – and competing – campaign to legalize 
recreational marijuana has gotten the green light to 
begin collecting signatures in a bid to make the 2018 
ballot. The campaign, Abrogate Prohibition Michigan, 
was approved by the state board of canvassers to move 
ahead with its goal of 315,654 signatures. An exist-
ing campaign, the Coalition to Regulate Marijuana Like 
Alcohol, has collected more than 100,000 of the 252,523 
signatures it needs. The Marijuana Policy Project sup-
ports the coalition.



Minnesota
At least one Native American tribe – on the White Earth 
reservation in northwestern Minnesota – has decided to 
enter the hemp business. The tribe has spent $100,000 
on just a few acres of the crop but is hoping it will be 
enough to bolster the reservation’s economy. It’s one of 
many tribes that developed an interest in the broader 
cannabis business after the Department of Justice issued 
a memo in 2014 that appeared to give Native Americans 
the go-ahead to grow and sell marijuana and hemp.

Montana
The number of registered medical cannabis patients 
in Montana has continued its steady upward pace this 
year, with the number of program enrollees more than 
doubling between December and July. As of July, 17,819 
patients had registered with the state to purchase MMJ, 
up from just over 8,000 at the end of 2016. The trend 
equates to about 1,300 new medical marijuana cardhold-
ers a month.

Tested Child Resistant Exit Bags
 - Made To Order
 - Low Minimums

- Choose Your Color
- Choose Your Size



Nevada
The 50 dispensaries licensed to sell recreational mari-
juana experienced a 20%-30% decline in sales since an 
initial burst of activity on July 1, according to a report by 
the Nevada Department of Taxation. The department said 
the drop in sales stemmed from the dispensaries’ inabil-
ity to meet demand. The dispensaries – which are selling 
adult-use cannabis under the state’s early start program 
– have seen the supply of marijuana goods they can offer 
shrink by more than 50% because of Nevada’s ongoing 
distribution problems.

New Hampshire
The state’s four medical marijuana dispensaries were 
ramping up for an expected boost in both patient regis-
trations and the resulting uptick in sales, thanks to new 
qualifying MMJ conditions that went into effect in August. 
New Hampshire updated its MMJ law in July to allow 
those suffering from chronic pain and post-traumatic 
stress disorder to purchase medical marijuana.
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New Jersey
The Medicinal Marijuana Review Panel has recommended 
that the state’s health department add 43 conditions to 
the list of illnesses that would qualify patients to receive 
medical cannabis cards. Many of the suggested additions 
are variations of the same condition. For example, there 
are several categories of chronic pain, anxiety, migraines 
and fibromyalgia, among others. Other conditions recom-
mended by the panel include arthritis, autism, asthma, 
opiate-use disorder and irritable bowel syndrome.

New York
New York’s medical marijuana dispensaries have been 
given permission to sell ointments, lozenges and chew-
able tablets. The proposed regulations are intended to 
expand a program that’s been limited by its restrictions 
on allowable forms of cannabis – no smokable flower, for 
example – and a small patient pool. Regulators also hope 
to increase the number of participating physicians by 
cutting in half – to two hours – the time it takes a doctor 
to become registered to recommend MMJ. The new rules 
were expected to be in place as soon as September.

North Dakota
The state is in the market for a testing laboratory for its 
nascent medical marijuana program. The chosen lab will 
be responsible for collecting and testing samples from 
in-state marijuana cultivators. North Dakota’s medical 
marijuana program is expected to be up and running by 
mid-2018.

Ohio
Regulators don’t expect to issue the state’s first medi-
cal marijuana cultivator licenses until around Novem-
ber, at least a month later than growers expected. The 
new timeline could delay the startup of the state’s MMJ 
program beyond the planned September 2018 launch 
date. The state Department of Commerce’s announce-
ment drew concern from the National Cannabis Industry 
Association of Ohio. The association’s president said Ohio 
cultivators will face difficulties getting the necessary 
local zoning approvals under the adjusted timeline.

Washington state
A dozen marijuana retail businesses in Washington 
state are employing an unusual strategy on the mergers 
and acquisitions front: package their assets together for 
a combination sale. In a move that’s being described as 
“unprecedented,” Seattle-based investment bank GRN 
Funds is asking $60 million-$70 million for the 12 retail 
cannabis firms.

– Roger Fillion

Note: Entries sourced from Marijuana Business Daily and other 

national and local news outlets. These developments occurred 

before this magazine’s September publication deadline, so 

some situations may have changed.
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TRENDS AND HOT TOP¬CS

As a for-profit endeavor, Women 
Grow expanded incred-
ibly quickly during its first 18 

months in existence, growing from a 
Colorado startup in 2014 to a network 
of 44 chapters across North America.

But things went south over the next 
year and a half. Flaws in the company’s 
business model surfaced, and Women 
Grow – created to empower female 
marijuana professionals through 

5 Lessons Learned 
From Women 
Grow’s Stumbles
Company’s troubles offer a valuable case 
study for cannabis entrepreneurs

by John Schroyer

networking, mentoring and business 
support – began to struggle.

Ultimately, many of the problems the 
company encountered can be traced 
back to its origins as well as a general 
lack of planning and several mis-
steps that cost Women Grow goodwill 
throughout the cannabis industry. 
Those same issues could affect its abil-
ity to survive in the long term.

Following are five business lessons 

learned from Women Grow’s dif-
ficulties – information that cannabis 
entrepreneurs can use when launch-
ing or growing their own ventures.

1. Don’t Overreach
Perhaps the first mistake made by 

Women Grow was its willingness to 
open chapters in nearly every city 
where it found an enthusiastic sup-
porter of the company’s vision.

By founder Jane West’s account, 
multiple women across the country 
had contacted her by August 2014, 
when the inaugural Women Grow 
meeting was held in Denver. Those 
contacts followed a TV report the 
previous month that had looked at 
West’s plans for a company.

West thinks things have ultimately 
worked out and that Women Grow 
learned a lot through trial and error 
along the way. But there’s no denying 

EXECUTIVE SUMMARY

As a for-profit venture, Women 
Grow expanded quickly initially 
but then began to struggle. The 
company’s experience offers five 
business lessons:

• �Don’t overreach – other companies 
looking to aggressively expand 
should be careful not to let their 
exuberance override careful 
planning.

• �Have a business plan from the 
outset so you know how your 
company will create a revenue 
stream and grow it over time.

• �Make it clear whether you’re a 
for-profit or a nonprofit, especially 
if your company is mission-driven 
– otherwise, you’ll risk alienating 
those in your company who have a 
mistaken understanding.

• �Build morale and a sense of 
company to retain good personnel 
and develop a reputation as a good 
place to work. 

• �Make sure your business partners 
know exactly where they stand with 
you, communicate with them and 
be clear about your expectations 
and limitations.

Women Grow 
founder Jane 

West admits her 
company made 
some mistakes 
as it dealt with 

rapid growth.
Photo courtesy of 

JaneWest.com
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that Women Grow’s hypergrowth – 
which occurred without controls on 
who could operate a local chapter 
and how it should be done – created 
problems for the company.

Other companies looking to 
aggressively expand should be care-
ful not to let their exuberance over-
ride careful planning.

2. Have a Business Plan  
From the Get-Go

Coupled with the company’s willing-
ness to bless new but mostly unguided 
chapters was a lack of a business plan: 
West had no concept for how Women 
Grow would create a revenue stream 
from the outset and grow it over time.

Asked what her original business 
plan in 2014 was, West said, “Maybe 
we’ll become a job board. Maybe we’ll 
become the LinkedIn of marijuana. I 
wasn’t sure what would happen, like 
what the network would need.”

As a result, dozens of Women Grow 
chapters across the nation oper-
ated independently and under their 
own protocols. Moreover, confusion 
reigned at the top and among the 
local chapters over how profits were 
supposed to be generated. Ulti-
mately, many chapters shuttered. 

Women Grow eventually issued a 
new licensing agreement in May 2017, 
nearly three years after the company 
was founded.

Several years of turbulence could 
have been avoided if Women Grow had 
developed a business plan from the 
outset to ensure the company was at 
least stable – if not profitable – and 
had a roadmap of what it wanted to be. 

3. Make It Clear Whether You’re 
For-Profit or a Nonprofit

Another common complaint from 
multiple former chapter chairs and 
volunteers: They didn’t realize Women 
Grow was structured as a for-profit 
limited liability corporation.

While there’s nothing inherently 
wrong with choosing a for-profit model 
over a nonprofit, it’s clear Women Grow 
failed to effectively communicate to 
supporters, members and volunteers 

that it’s actually a company and not 
just a philanthropic cause. 

Many women volunteered their time 
believing it was a nonprofit. 

Making sure that everyone was 
aware of its business structure almost 
certainly would have prevented unnec-
essary ill will.

4. Support Your Team
Another common complaint among 

former Women Grow chapter chairs and 
volunteers: The national company didn’t 
really support them with a positive work 
environment or overall message.

“I definitely felt like they did 
not appreciate the effort that was 
involved,” said former Denver Women 
Grow chapter Chair Anne Marie Doyle. 
“They didn’t really offer any positivity. 
The only time you heard from them 
was when stuff wasn’t going right or 
if you weren’t doing enough.”

Jackie Subeck, a former vice chair 
of the Los Angeles Women Grow 
chapter, said another such example 
was when West expected her and 
other volunteers to pay to attend the 
annual Women Grow leadership sum-
mit, as well as other company events.

“They were happy to give away 
tickets to the leadership conference 
to our guests, but not to us,” Subeck 
said, adding that such a company “is 
never going to work if they don’t take 
care of the people who continue to 
build their network and their brand.”

Building morale and a sense of cama-
raderie – especially with a decentralized 
company like Women Grow, which relies 
on licensed contractors spread out 
nationwide – can be key in both retain-
ing good personnel and developing a 
reputation as a good place to work.

5. Communicate
A lack of communication probably 

ties together all of Women Grow's 
problems and is perhaps the most 
obvious takeaway for entrepreneurs.

Aside from confusion over its 
business structure as a for-profit, 
Women Grow failed to communicate 
to chapter chairs that it didn’t exactly 
have a plan for the venture. It also 
didn’t effectively inform chairs how 
they could help the company become 
a sustainable, profitable venture. 

This lack of communication caused 
significant problems and damaged 
Women Grow’s reputation with many 
female cannabis entrepreneurs.

The lesson may sound simple, 
but it’s easier said than done: Know 
exactly where you stand and make 
sure your business partners know 
exactly where they stand with you. 
Communicate. Be clear about both 
your expectations and limitations. 

Anything else is a recipe for serious 
misunderstandings, which can create 
a host of negative business reper-
cussions – as the Women Grow case 

study demonstrates. ◆

Women Grow failed to 
effectively communicate to 
supporters, members and 
volunteers that it’s actually 
a company and not just a 
philanthropic cause.

34 • Marijuana Business Magazine • October 2017



In 2014, when cannabis was legalized for recreational use in Colorado...visionary engineers and cultivators 
joined forces to develop gPod – a single environmental control unit with multiple functions and benefits.
Now, three years later, gPod is the industry leader with an incredible feature set, all contained in one unit 
that can be monitored via internet and controlled via laptop, smartphone or tablet:

The solution is simple – set it to maintain the optimum environment for your grow rooms – whether the 
lights are on or off – and watch your plants grow to their full potential.
Cannabis growers love the precision control and performance – and the bigger/better yields. 
Owners love reducing energy costs while increasing output and profits.

gPOD BY DATA AIRE… WHAT’S NOT TO LOVE?

CONTACT A DATA AIRE EXPERT TODAY TO LEARN HOW TO OPTIMIZE YOUR YIELDS AND PROFITS.

 dataaire.com/gpod    800.347.2473    sales@dataaire.com

THE ALL-IN-ONE 
CLIMATE CONTROL 

SOLUTION TO 
OPTIMIZE  

YOUR GROW

EVERYBODY LOVES

GROWERMONEY DUDE

Precision cooling 
& dehumidification 
with energy cost 
savings

Temperature, 
humidity & CO2 
set-point control 
for lights on/off

CO2 distribution, 
monitoring & 
control



SPEEDY
STRA¬NS



T ime is money in any business. 
And the marijuana business is 
no different – particularly when 

it comes to cultivation.
In large, competitive markets with 

many licensees, some growers are find-
ing an edge with plants that mature 
more quickly than others. Such strains 
allow these growers to squeeze in more 
harvests per year versus cultivators who 
stick to varieties that take longer to 
mature into the flowering stage. More 
harvests can translate into more money.

Compared to most traditional strains, 
which usually take 11 or 12 weeks to 
reach maturity, these faster-growing 
strains take closer to nine, eight or even 
seven weeks.

“What you’re seeing is a move 
toward phenotypes that finish quicker 
so you can have more harvests in the 
course of a year,” said Ryan Haub, 
chief cultivator at Skydweller Farms in 
Norco, California.

But speedy strains may not be for 
all growers. And special steps must be 
taken – by way of feeding and lighting – 
when growing these varieties.

Growers in competitive markets are turning to strains  
that mature more quickly and can be harvested sooner

by Omar Sacirbey

SPEEDY Left to right: An 
Orange Cookies test 
crop at Skydweller 
Farms, No Quarter in 
early flower phase 
at Skydweller Farms, 
Orange Cookies in 
flower phase at 
Skydweller Farms.  
Photos courtesy of 
Ryan Haub
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More Harvests, More Revenue
In Norco, most of the more tradi-

tional strains Haub grows require nine 
to 12 weeks, such as the five OG Kush 
varieties that take 65-70 days before 
they are ready for harvest. 

But Haub has also started growing 
newly developed strains that can mature 
in less than seven weeks. For example, 
Haub just finished a test batch of a strain 
called Orange Cookies that he said took 
47 days. He is also trying another fast-
maturing strain, No Quarter.

“If you’re growing in a ‘light dep’ 
greenhouse and can finish in 45 days 
versus 70 days, you can see how much 
more productivity you’d get in a year,” 
Haub said of a facility that uses light 
deprivation to force plants to flower.

Autumn Karcey, a longtime grower 
and now president of Cultivo, a can-
nabis cultivation consulting firm in Los 
Angeles, agreed.

“If you’re looking at economics, and 
you have a 12-week strain, like many 
Sour Diesels, you’re pulling four har-
vests per year. But if you have an eight- 
or nine-week strain, you’ll get more 
harvests,” said Karcey, who noted these 
strains have been around for at least 10 
years. “Unless it was something that was 
in incredibly high demand, I wouldn’t 
grow strains that take 12 weeks. Losing 

a cycle throughout the course of a year 
is substantial.”

Fast-maturing strains that are popular 
with clients that she’s worked with 
include Mimosa, Do-Si-Dos and Skittlz.

Abbreviated Regimens
To get the most out of these accel-

erated strains, you must adjust your 
regular feeding and lighting practices to 
the shorter time frame.

“If I’m feeding something at week 
eight on a 70-day plant, I would be 
feeding it at week five if it were a 
47-day-cycle plant,” said Haub, who 
uses Mad Farmer’s Mother of All 
Blooms nutrient mix.

“If you know that you’re coming 
close to the ripening of the flower in 
week seven of a short-cycle-strain plant, 
then you would treat it like you would 
a regular-cycle plant that is ripening in 
week 10,” Haub explained.

Shorter-cycle plants also require 
less lighting, Haub said. For example, 
Haub uses Gavita’s 1000-watt E-Series 
automated lights. He doesn’t run them 
full blast the whole time. Rather, with 
his regular-cycle plants, he’ll run them 
at about 400 watts at the beginning of 
the cycle, 750 watts midway through 
the cycle, then up to 1,000 watts for the 
penultimate two or three weeks, fol-
lowed by up to 1,250 watts for the final 
“maximum bloom” phase.

But if you are growing speedier 
strains such as No Quarter or Orange 
Cookies, you don’t need to bring the 
wattage up to 1,250 watts for the final 
week of the cycle, according to Haub, 
who said 1,000 watts is sufficient.

These strains can also perform out-
doors, said Haub, who in August was 
running a trial outdoor grow of Orange 
Cookies that had just “full on” entered 
their flowering phase.

“The plants know genetically when 
to start flowering. As we head to a 12 
(hours of light)-12 (hours of darkness) 
cycle, these plants are already pushing 
for the finish line,” Haub said.

Cautions
Knowing what strains run shorter 

cycles and finding them can be dif-
ficult, Karcey said. For example, while 
many Sour Diesels will typically take 12 
weeks to hit full flower, some can take 
as few as eight weeks. “It just depends 
on the gestation period of that strain for 
flowering cycle,” Karcey said.

EXECUTIVE SUMMARY

In large, competitive markets with 
many licensees, some cannabis 
growers are finding an edge with 
plants that mature more quickly 
than others. These strains are 
gradually becoming more popular. If 
you’re thinking of trying one, keep 
in mind that:

• �Some growers are increasingly 
using strains that take as little as 
seven, eight or nine weeks to grow 
versus, say, 12 weeks.

• �By growing strains that have 
shorter cycles, growers can harvest 
one or two more cycles per year, 
generating additional revenue.

• �Growers that choose shorter-cycle 
strains must adjust their feeding 
and lighting regimens accordingly.

• �Some growers believe breeders 
exaggerate claims of how fast a 
certain phenotype will mature, 
and it is better to let these strains 
mature for another week or two to 
get the maximum yield.
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Autumn Karcey, president of Cultivo.
Photo courtesy of Autumn Karcey

Ryan Haub, chief cultivator at Skydweller 
Farms. Photo courtesy of Ryan Haub
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According to Karcey, how long these 
strains actually take to mature will 
depend on several factors, including:

• �How much water they take up.

• �The types of nutrients they receive.

• �The amount of sunlight they get.

And while shorter-cycle strains have 
clear advantages, they aren’t always the 
answer. In markets with limited licenses, 
like New York, Minnesota, Connecticut 
and Delaware – where growers enjoy 
near-monopoly status – there is less 
competition and therefore less need to 
grow faster-maturing plants.

Cultivators should also know what’s 
popular in their market before accepting 
or rejecting a strain that takes longer to 
grow. In some markets, strains that take 
12 weeks to grow may be wildly popular, 
and to leave them out of your rotation 
because they take a few weeks longer 
would be a mistake, Karcey said.

“To stay competitive in consumer-
driven markets, it’s important to know 
what market demands and saturation 
points are,” Karcey said.

And not everybody believes that 
shorter-cycle strains can really hit full 
maturity after only seven weeks.

“It’s more of a marketing ploy on 
the seller’s end,” said Joshua Haupt, a 

growing consultant with Medicine Man 
Technologies in Denver. He doesn’t dis-
avow shorter-cycle strains but lets them 
grow between 60 days and 70 days. 
Waiting longer with such strains can 
provide growers with up to 20% more 
yield, Haupt said.

“That way we make sure we don’t cheat 
ourselves on our yield,” Haupt added. ◆
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HIGHER YIELDS THROUGH 'SCHWAZZING'

While cultivating faster-yielding strains is one 
way to increase your grow’s productivity, using 

techniques that increase yields is another option.
One way to grow stronger plants is by “stressing 

them” – putting them through moderate stresses such 
as less watering, pruning or added wind generated 
by fans.

Joshua Haupt’s favorite method is deleafing, or what 
the grow consultant from Medicine Man Technologies 
in Denver dubs “schwazzing.”

Schwazzing involves clipping away the fan leaves, a 
stress technique that induces regeneration, resulting 
in greater plant growth. But deleafing also allows more 
light to hit the actual flower, which not only increases 
size but brings out the terpenes that give flowers their 
unique tastes. 

“You want to schwazz when your focus is on getting 
the plants as big and tall as possible, and pushing out 
as many roots as possible,” Haupt said.

Timing is also important when you deleaf your plant, 
Haupt said. In his view, plants flower in three stages, 
each 20-25 days. Haupt starts on the first day of the 
flowering phase and then follows up just before the 
end of the initial flowering phase. 

“We’ll cut off every single plant leaf from the plant,” 
Haupt said.

The initial phase of flowering is the best time to 
deleaf because the plant is pushing roots out and is 
able to repair itself quickly, Haupt said. You never want 
to deleaf after the first phase of flower. In the second 
phase, the plant is mostly focused on fruit develop-
ment; in the third phase, it is focused exclusively on 
fruit development. Therefore, you want all the plant’s 
energy to go to fruit generation – not leaf regeneration.

“In phases two and three, schwazzing is more harm-
ful than helpful,” Haupt said.

But an important caution: Plants absorb micro- 
nutrients from fan leaves. To ensure your plants aren’t 
deprived of their normal micronutrient intake, it’s 
important to add them back in during your regular 
feedings.

“If you don’t replace those micronutrients by adding 
them to the water, you’re shooting yourself in the foot,” 
Haupt said. “Your plants need those micronutrients to 
reach their full potential.” 

– Omar Sacirbey

 To stay competitive in 
consumer-driven markets, 

it’s important to know 
what market demands and 

saturation points are. 
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W ith technology and cultivation 
techniques developing all the 
time, it’s imperative for canna-

bis growers to experiment with new grow-
ing methods to stay ahead of competitors. 

But you don’t want to risk your entire crop 
by introducing something new all at once. 
Instead, consider setting aside a room or a 
section of your facility to try out different 
growing methods and technologies.

Experimenting with new techniques 
on small samples of plants can lead to 
increased production, better efficiency and 
lower costs – all without risking the health 
of your entire crop.

Rooms can be set up to experiment with 
nearly all parts of the cultivation process, 
including:

• Nutrient mixes

• Lighting

• Plant arrangements 

• Different strains

• CO2 levels

Just remember that not every test will 
produce successful results. And experimen-
tation takes time and money. 

ROOMto  
T¬NKER

by Bart Schaneman

To remain competitive, 
set aside space in your 
grow to experiment with 
new cultivation methods 
and technologies
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Tim Cullen, CEO of Colorado 
Harvest Company, inspects 
plants at his grow facility. 
Photo courtesy of Colorado 

Harvest Company
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However, even occasional success can 
be a boon to your company’s long-term 
health.

“Without this research-and-devel-
opment mentality, you run the risk of 
going out of business because your other 
competitors are pushing the envelope 
and you’re left in the dust,” said Jona-
than Cachat, CEO of Cleveland-based 
CCV Research, which develops new 
indoor cultivation techniques.

It’s also something many cultivators 
are simply naturally interested in. 

Gary Mancini, co-founder of San 
Diego-based Innovative Solutions, said 
that even though his company offers 
case studies and data when providing air 
purification and sanitization equipment 
to cultivators, growers still want to try 
out the new gear.

“With the value of a crop it makes 
sense to me that before (a cultivator) 
makes any major change in the process 
that they would test it on a smaller scale 
somehow,” he said.

Tim Cullen – CEO of Colorado 
Harvest Company, a vertically inte-
grated cultivation and retail business in 
Denver – noted that new technology 
is entering the market constantly. And 
while not all of it is something his com-
pany wants to pursue, “some of it is,” he 
said. “And the only way to really test it 
is to run an experiment with it.”

He has set aside a 2,500-square-foot 
room with 22 lights for experimentation.

“(That’s) enough of a sample size to 
make it valid,” Cullen added. “To be 
able to look at different aspects of plant 
production.”

EXECUTIVE SUMMARY

Setting aside space to experiment 
and try new techniques is an essen-
tial part of any forward-thinking 
cultivation operation. When experi-
menting at your cultivation facility, 
keep in mind that:

• �It pays to innovate with different 
lighting, strains, nutrient mixes 
and other variables to remain 
competitive.

• �Experimenting with lighting can 
lead to significant gains in yield.

• �The cost of experimentation 
is worth it, even if it causes a 
temporary loss of yield.

• �You should limit your experiments 
to one variable at a time to better 
understand the changes that are 
occurring.

• �Experimentation takes time and 
patience.

 A cultivation facility at Colorado Harvest 
Company in Denver. Photo courtesy of 
Colorado Harvest Company
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Putting Lights Under the Spotlight
At Colorado Harvest Company, a 

recent experiment involved double-
ended Gavita lights. 

Cullen said the initial test resulted in 
yields of an extra half a pound per light. 
A second test produced the same out-
come, so Colorado Harvest Company 
applied the results to its entire opera-
tion, resulting in a purchase of more 
than $200,000.

Cachat also recommends that cultiva-
tors try out new lights before making a 
major purchase.

“Switching lights is a huge considera-
tion for any operation because you don’t 
know how it’s going to affect yields or 
product quality,” he said.

If you’re drastically changing your 
types of light – from high-intensity dis-
charge (HID) to light-emitting diodes 
(LEDs), for example – you must funda-
mentally approach growing differently.

“So, it makes sense to test first,” 
Cachat said.

Changing lights can create different 
gains – more phenotypes, lower electri-
cal bills or larger yields.

Cachat would like to see more light 
experimentation to develop cannabinoid 
synthesis.

“Some people say it’s UVB that 
increases cannabinoids,” he said, refer-
ring to a type of ultraviolet ray. “Some 
people say it’s UVA. Ultimately we’re 
not going to know until there’s a series 
of controlled experiments wherein 
there’s measured differences there.”

To Cachat, that’s the next frontier in 
marijuana production.

“To stay relevant in this rapidly normal-
izing and expanding industry, it’s going to 
take much more than to just be the next 
Skittlz or the next Tangie,” he said. “It’s 
can you get the new cannabinoids? Can 
you get CBG? Can you get THCV?”

Cullen’s current experiment is based 
on a book, “Three A Light,” whose title 
references a yield of 3 pounds of can-
nabis per light. The gold standard has 
been trying to get to 2 pounds per light, 
he added.

SMART EXPERIMENTS

While it’s important to take risks in your experimentation room, it’s 
also crucial to be smart about any undertaking.

At Denver-based Colorado Harvest Company, CEO Tim Cullen 
approaches his experiments from a financial standpoint, carefully 
selecting the right project.

“We would never run an experiment where we leave half the lights 
off to see how that impacts our electricity costs versus costs of pro-
duction,” he said. 

Even if it was cheaper to do it that way, he knows it wouldn’t help 
him reach his cultivation goals.

Cullen’s main goal when experimenting is to increase quality and 
production.

“It’s maybe not as truly experimental because we’re trying things 
that we think we know the outcome of already,” Cullen added. “It’s just 
a question of, ‘Did we see the results we wanted?’”

He pointed out that his vertically integrated operation pays close 
attention to the data from the cultivation side, something he often 
doesn’t see at other similarly structured companies. Most vertically 
integrated businesses track retail and sales data but don’t focus as 
much on the cultivation data, according to Cullen.

“I think every commercial production facility should have some way 
to measure their success by changing a few variables,” Cullen said. 
“Anyone who’s been to a trade show knows there are new develop-
ments all the time, and new ways to do things.”

His cultivation operation is also careful when it takes on new strains.
“We’re looking for the same thing any farmer is looking for,” Cullen 

said. “We want fast-growing, high-yielding, disease-resistant, easy-
to-work-with plants. And most plants don’t meet all those production 
characteristics.”

He’s trying to maximize what his plants can do.
“The goal of plant production has changed,” Cullen added. “I think 

plant production is at a point now where it’s possible to reach the 
genetic potential within any individual strain.”

— Bart Schaneman

Plants at Colorado Harvest Company in Denver. 
Photo courtesy of Colorado Harvest Company
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After the book came out in 2015, 
Cullen’s team read it and incorporated 
the recommendations. But before Cul-
len and his team changed everything in 
the production facility, they decided to 
run the new system in the experimental 
room for two harvests.

“If we can get an extra pound per 
light it’s absolutely worth it to go 
through that experiment,” Cullen said.

About one in four of Colorado 
Harvest Company’s experiments end up 
working so that the company incorpo-
rates the new technique or equipment 
into its operation.

One at a Time
Both Cachat and Cullen emphasized 

the importance of altering only one 
variable per experiment.

“Don’t increase your CO2 and your 
nutrients and your light spectrum, 
because you’re never going to know 
what was what,” Cachat said. “It’s very 
important for you to understand what 
happens when you change one variable 
at a time.

“But you have to know that you’re 
going to try new genetics and new 

technologies that are coming out and that 
are worth putting the time in to explore.”

Sticking to one variable can take 
patience. One experiment can take two 
months, and Cullen, a former high 
school biology teacher, likes to run each 
experiment twice.

“One of the most difficult parts of the 
experimental room is trying to convince 
everyone there’s enough time to run all 
of the experiments,” he said.

He’s caught his staff changing nutri-
ents in the experimental room while at 
the same time testing different lights.

“You just can’t do that,” Cullen said. 
“You need to have one variable that 
you’re testing.”

Experimentation Isn’t Cheap
Cachat recommended that busi-

ness owners anticipate a decrease in 
yield when trying out new lights or 
other experiments, so separating the 
experimental space from the main grow 
operation is important.

“As a grower, your primary concern 
is to consistently produce the same 
amount of cannabis over and over again 
so your revenue is pretty steady,” he said. 

“By setting aside that R&D space, you 
don’t have to justify to the financial guys 
or the investors, ‘I’m cutting production 
here to try and experiment.’”

Cullen hasn’t ever lost the entire 
crop in the experimental space, but he’s 
been forced to deal with issues from 
experimenting.

He’s tried LED lighting that didn’t 
produce optimal results, for example. In 
the case of poorer quality flower, he’ll 
flash freeze it and send it to extraction 
for use as hash oil.

“So, we never really have a total loss,” 
Cullen said. “But we do suffer lower 
yields because of those experiments.”

In the end, the experiments that 
result in a boost to production, such as 
the Gavita light test, make it worth it 
and add to the bottom line.

“That made up for several experi-
ments that did not produce,” Cullen 
said. “If we came to the table with the 
mindset that what we do is the abso-
lutely best way to do it and there’s no 
room for improvement, I think you 
become stagnant. Improvement and 
streamlining that process is what gives 
you a competitive advantage.” ◆

A cultivation facility at 
Colorado Harvest Company 
in Denver. Photo courtesy of 

Colorado Harvest Company
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by Omar Sacirbey   |    photography by Essdras M Suarez

DC dispensary owner Chanda Macias used her  
scientific and business know-how to land a license  

and launch a successful company

WOMAN
RENA¬SSANCE 
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T ake a peek at Chanda Macias’ 
diverse educational and 
professional background, and 
it’s easy to see why she’s been 

able to build a thriving medical mari-
juana business in Washington DC.

In fact, one could argue that eve-
rything she did up until starting her 
dispensary, National Holistic Healing 
Center, prepared her for success as an 
entrepreneur in the MMJ industry:

• �She earned a Ph.D. in cell biology at 
Howard University in 2001, immers-
ing herself in the study of can-
nabis along the way and building a 
comprehensive understanding of the 
plant and how it can help patients.

• �That same year, she transitioned into 
the business world, landing a gig 
as a research scientist at Colgate-
Palmolive, a Fortune 500 corporation 
known for toothpaste and dishwash-
ing soap. During her time there, she 
deepened her knowledge of cannabis 
and also learned how companies run.

• �In 2006, she left Colgate and 
spent a year at the U.S. Patent and 
Trademark Office before taking a 

position in 2008 as director of Sci-
ence, Technology, Engineering and 
Mathematic (STEM) Education  
at Howard, where she honed her 
scientific knowledge and developed 
her management practices. She 
also mentored students – a skill 
she would eventually parlay into 
an informative and comforting 
approach with patients.

•� A few years later, while keeping her 
Howard post, she enrolled in the 
MBA program at Rutgers University 
in New Jersey, specializing in supply-
chain management. That experience 
helped round out a powerful arsenal 
of scientific and business know-how.

Macias’ background in these areas 
helped her land a hotly competitive dis-
pensary license in the nation’s capital and 
navigate a challenging business environ-
ment with stiff black-market competition. 
It also has helped her overcome several 
hurdles, including suspected discrimina-
tion she has faced as an African-Ameri-
can woman, skittish business neighbors, 
price-gouging growers and an issue with 
key software her dispensary uses. 

EXECUTIVE SUMMARY

Chanda Macias, owner of the 
National Holistic Healing Center 
dispensary in Washington DC, 
has overcome a challenging local 
market to establish a thriving 
business. Her task was made all the 
more difficult by being an African-
American woman in an industry 
dominated by white males. Macias 
succeeded because she:

• �Used her experience as a trained 
scientist and her business 
background to land a license in 
Washington DC’s limited medical 
marijuana market.

• �Cultivates good relations with 
growers to ensure a steady supply 
of product at an affordable price.

• �Keeps a lid on costs by purchasing 
ancillary products such as 
packaging and glassware in bulk.

• �Collects a trove of data detailing 
her customers’ needs and how 
many out-of-state medical 
marijuana patients inquire about 
reciprocity.

• �Records her dispensary’s daily 
transactions and relevant 
customer data on Excel 
spreadsheets to serve as a backup 
in the event the automated system 
malfunctions or crashes.
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Macias’ story shows that investing in 
a scientific and medical education pays 
off by helping cannabis entrepreneurs 
build trusting relationships and reputa-
tions that keep patients coming back. 
Moreover, it highlights how a business 
education and professional experience 
can lay the groundwork for dodging 
unexpected bullets.

 Today, National Holistic – which 
launched in 2015 – is a thriving dispen-
sary that Macias says accounts for more 
than 25% of Washington DC’s MMJ 
patients. Additionally, Macias was able 
to parlay her experience into a sought-
after cannabis consultancy, working in 
new markets such as Pennsylvania, Ohio 

and Maryland, where dispensary license 
winners have hired her to help get their 
businesses started.

An overachiever, the 43-year-old 
Macias also:

• �Founded and leads a group of 
mothers who are involved in the 
marijuana business.

• �Leads the Women Grow chapter 
for Maryland and Washington DC.

• �Sits on the advisory board for the 
medical marijuana program at 
Southern University in Louisiana.

The extracurricular activities consume 
valuable time, but they have allowed 
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BEING AN AFRICAN-AMERICAN WOMAN IN CANNABIS

Chanda Macias has had to confront numerous chal-
lenges in her three-year marijuana career. 

One of them stems from her gender and race: Macias 
has often felt alone, given that she’s one of a limited 
number of African-American female business owners in 
a male-dominated industry. 

“As an African-American woman, I have unique chal-
lenges that I face day to day in my community … that 
leave me in an isolated place,” said Macias, the owner of 
National Holistic Healing Center, one of Washington DC’s 
five medical marijuana dispensaries. 

Macias’ answer was to network, seeking out other 
women and African-Americans in the cannabis indus-
try with whom she could commiserate – and even do 
business.  In 2015, she started The Canna Moms Profes-
sional Group, which caters to mothers who own marijuana 
businesses or work in the Washington DC and Maryland 
cannabis industries. She also became head of her local 
Women’s Grow chapter and started serving as a paid 
consultant for entrepreneurs launching their own mari-
juana businesses.

“Consulting with these different groups has helped me 
set up my own support network,” she said. “I’m consult-
ing, and helping build an industry around other cannabis 
businesses that respect – and have actually hired – an 
African-American woman” – as Macias herself has done.

Macias noted she tries to support women- and minor-
ity-owned businesses. But she’s had to seek out such 

businesses, because white males own the vast majority 
of marijuana firms. 

“I have to go find them because everything else is 
done by white America. It’s just the way society is. And 
if someone goes to a dispensary, by default it’s going to 
be a white dispensary,” Macias said. “If I’m going to sup-
port a black person in this industry, I’m going to have to 
find that person. It’s highly unlikely that I’m going to just 
bump into them,” Macias said. 

She’ll also tap her network of peers for assistance. For 
example, when Macias needs help filling job openings at 
her business or those of her consulting clients, she calls 
on another minority woman business owner, Shaleen Title, 
CEO of THC Staffing in Boston. And when she needed 
help expanding her patient pool, she sought out another 
African-American businesswoman, Shawnta Hopkins-
Greene, the owner of MyCannX in Columbia, Maryland.

While the networks have proved invaluable, they too 
have their limitations. 

“I get support from groups like Women Grow. But even 
in that realm, it doesn’t address necessarily the issues 
that a black woman would encounter,” Macias said.  

Will these gender and racial disparities ever change? 
Macias responded with her own question and answer. 

“When will it change in mainstream America?” she 
asked. “I’m not a pessimist. I believe it’s a question of 
when. Will I see it in my lifetime? I don’t know. I doubt it, 
but I don’t know.”

by Omar Sacirbey
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Macias to raise her profile in the local and 
national community, resulting in a strong 
business and support network for Macias 
and her cannabis industry colleagues.

For all the value Macias got from her 
education and experience, her success 
would not have been complete without 
healthy doses of perseverance and savvy.

“I know that the people who hire me 
respect my craft and my knowledge,” 
Macias said.

Writing a Winning Application
Macias’ first big challenge was put-

ting together a winning license applica-
tion, one made all the harder because so 
few licenses were available – five were 
on offer in the District in 2014. 

Macias emphasized her scientific 
background. At Howard, for example, 
she performed cancer research and had 
an interest in marijuana’s ability to shrink 
cancerous tumors. When her professors 
nixed the idea of her pursuing that line 
of study, Macias kept learning about 
medical cannabis in her free time.

In addition to her medical research, 
Macias laid out to the District’s MMJ 
regulators how she planned to incorpo-
rate cannabis into her patients’ treatment 
plans. She also explained how, over many 
years of study, she had learned what 
cannabinoids fought tumors, controlled 
muscle spasms or induced sleep. And 
Macias detailed how she had developed a 
treatment methodology called “strain-ail-
ment alignment,” which matches strains 
based on their cannabinoid and terpene 
profiles with the ailments they are best 
suited for, such as cancer, multiple sclero-
sis or insomnia.

In her application, Macias noted that 
her staff would include a clinical engi-
neer whose job would be to examine the 
biochemical composition of the flower, 
record what cannabinoids and terpenes 
it possessed, and then relay the results to 
Macias – who would match the strain 
with the ailment it would be best suited 
to fight.

“So, when patients come in, we have 
this knowledge already recorded, like in 
a library, and we can call up this knowl-
edge and use it to help the patient,” 
Macias explained. 

Drawing from her business background, 
Macias also brought on a lawyer, a business 
operations specialist, and sales and market-
ing talent and other professionals. 

“The key is to show that you under-
stand the regulations, and emphasize 

compliance. To do that, you need to 
have those people on your application: 
the scientists, the medical staff, the 
lawyer, the operations specialist and the 
compliance specialist,” Macias said. “You 
need subject-matter specialists, and 
when you can show that you have these 
people on your team, you show that 
you’re serious.”

The approach worked. Having 
highlighted professionalism and her 

While it’s not clear when Washington DC regulators will implement 
a new regulation allowing medical marijuana cardholders from 

other states to purchase medicine in the city, Chanda Macias plans to 
hit the ground running when it does happen.

For the past year or so, Macias and her staff at the National Holistic 
Healing Center in Washington DC have been collecting data on how 
many out-of-towners with medical marijuana cards either drop by her 
dispensary looking for product or call to see if they can get it during an 
upcoming visit to the District.

“Daily, we have at least five people that come in that are from out 
of town that have medical cards that are looking for a place to provide 
them their medicine,” she said. “In terms of phone calls, it’s unbeliev-
able. It’s like 10 phone calls a day from people traveling to Washington 
DC that are looking for a place to get medicine.”

Macias, who as a scientist instinctively likes to collect data that can 
be used to help her better treat patients and better run her business, 
said the record-keeping will help her dispensary be ready to take in the 
influx of patients when reciprocity does begin.

“Because we’re collecting data now, we can forecast what the reci-
procity numbers might look like,” Macias said. She expects many of the 
reciprocity patients to come from Maryland, where the state’s patient 
registry has opened but the industry has been slow to launch.

“They’re still some time away from having product ready. That being 
said, patients are looking to source their medicine elsewhere, and that 
includes DC,” Macias said.

How else is she getting her business ready for reciprocity?
“The first thing to do is talk to your suppliers, because no matter how 

good your systems are, without supply, you can’t service your patients,” 
Macias said. “You need to get your suppliers to increase their supply.”

Because Macias has cultivated good relations with her growers, she’s 
already spoken with them about increasing supplies.

“They’re on it,” Macias said. “We’re going to be ready.”

– Omar Sacirbey
 

READYING FOR RECIPROCITY
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specific medical treatment plans, Macias 
emerged from a pile of applicants as one 
of the license winners. 

Real Estate Rescue
In a city full of embassies and consu-

lates, Macias is also a skilled diplomat. 
She complements her scientific and 
business know-how with an ability to 
connect with patients and colleagues. 
It’s a skill that also rescued her from 
losing her license – before she had even 
opened her dispensary’s doors.

Before winning her license, Macias 
had leased a spacious, no-nonsense 
office space in the basement of a three-
floor commercial building in 2013 and 
informed the landlord that she was 
hoping to open a medical marijuana 
dispensary if she won a license. The 
landlord said fine, according to Macias. 

But when she won her license in Octo-
ber 2014 and it became known to the 
neighboring business owners, they told 
the landlord to cancel the lease or they 
would move out.

Macias started scouting out a new loca-
tion. The hunt was interrupted when one 

of her former Howard professors offered 
her a temporary post with the National 
Institutes of Health in Ethiopia, where 
she trained students and investigated 
infectious diseases such as malaria. 

That work was interrupted, however, 
when District regulators told Macias 
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in 2015 that she had one month to get 
her dispensary ready for opening – or 
she’d lose the license. Macias returned to 
Washington DC and, with the landlord’s 
permission, met with the other tenants in 
the building to explain her business. 

The views of the tenants – who 
included lawyers, architects and a bagel 

store operator – had progressed in the 
roughly year and a half since she had won 
a license. So, changing minds was easier.

 By emphasizing the medical and 
health aspects of her business, Macias 
disarmed tenants of their prejudices 
against cannabis. Macias also brought 
her security chief with her to answer 

concerns that her dispensary might be a 
target for armed robbery.

“They wanted hard-core facts. I 
gave them research, and let them talk 
with my security chief, who explained 
to them how we keep things secure,” 
Macias said.

The education blitz worked: Macias was 
granted her final license on July 17, 2015.

Shut Out of Supplies 
Macias, however, wasn’t able to open 

right away because she couldn’t source 
any product. At the time, there were 
only four vertically integrated MMJ 
businesses in Washington DC. They all 
had limited product and weren’t eager to 
wholesale to the new solo operator who 
threatened to swipe market share.

Why didn’t she have her own cultiva-
tion operation?

Macias had been interested in 
running a grow with her dispensary. 
But she couldn’t secure the necessary 
capital – at least $500,000 – to pay 
for a grow site. She was well aware 
of studies that suggested banks and 
other lenders discriminate against 
minorities, who are disproportionately 
denied capital more than non-minor-
ity capital seekers, and suspects that 
discrimination played a role in her 
struggle to raise funding. 

“Being a minority, it was hard for me to 
get funding to fund a grow. It was hard to 
find the investors that would help fund a 
grow. It’s hard for minorities to get fund-
ing period. For a grow, it cost at least half 
a million (dollars), and I just couldn’t get 
that kind of investment at that time. So I 
did what was in my capacity,” Macias said.

Macias’ supply troubles changed 
when she was in Colorado on business 
and by chance met Corey Barnette, 
CEO and chief cultivator at District 
Growers, one of DC’s vertically inte-
grated marijuana businesses. Macias 
won him over. Impressed by her science-
driven approach to business, Barnette 
ended up selling a pound of Skywalker 
OG and a pound of Buffalo Soldier 

On top of the day-to-day rigors of running the National Holistic 
Healing Center dispensary in the nation’s capital, Chanda Macias 

has used her business acumen to become a sought-after cannabis 
consultant.

Macias found that people would ask her about the ins and outs of 
operating a dispensary. In response, Macias always seemed to have the 
answers to their questions. Having survived suspected discrimination, 
skittish tenants, price-gouging cultivators and software crashes – and 
having won a license in a limited market like Washington DC – Macias 
figured she could parlay her experience into consulting.

“There was a need in the market. When I started, I couldn’t get 
information from anywhere,” Macias said, recalling fruitless searches 
for standard operating procedures and best practices that she could 
refer to in getting her own business set up. “That meant that I had to 
make them myself.”

She added, “With our success rate and high (patient) retention rate, 
I felt confident about sharing my skills with businesses.”

Being a consultant, she explained, was also a natural extension of 
her previous science-academic life, where she would take younger 
students under her wing.

“The heart of what I do is training people,” Macias said. “I consider 
myself a mentor. As a minority woman in this industry I know what 
obstacles there are to face.” She also knew there would be several 
minority clients in Maryland, and wanted to help.

Now, Macias – whose consulting business goes by the name of 
National Holistic – is working with eight license winners in Maryland, 
advised one client in Pennsylvania who was ultimately unsuccessful and 
has started taking enquiries from Ohio, where she has one confirmed 
client. She charges $100-$200 per hour, she said.

For her Maryland clients, Macias has helped arrange bulk discounts 
with ancillary product vendors that she uses. 

“I know how making those first buys (of packaging and other products) 
at premium prices can be burdensome,” Macias said. 

What Macias doesn’t do is take financial stakes in other people’s 
businesses, and she strongly advises her clients to avoid giving up a 
piece of their business for capital.

“Don’t sell your business and end up working for other investors,” 
Macias said. “Don’t sell off any interest.”

– Omar Sacirbey 
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to Macias so she could get her doors 
open. That allowed National Holistic to 
launch in September 2015.

Locating product remained a prob-
lem, however. The next vertical operator 
who offered Macias product demanded 
she buy a minimum of 10 pounds at 
a whopping $6,500 per pound. Most 
pounds at that time fetched about 
$4,000. Today, prices range from about 
$2,400 to $4,000 per pound.

Macias didn’t have ready access to 
$65,000. But turning down the offer 
carried the risk of running out of product 
and perhaps closing. Weighing that risk, 
Macias and her husband - part-owner 
Michael Bobo - took took out a second 
mortgage and bought the 10 pounds.

Over the course of that first year, 
however, supply eased up, more growers 
came online and the market became one 

100 new clients per month. Macias started 
contacting area doctors she knew who 
wrote recommendations for MMJ cards, 
and one connected her with Shawnta 
Hopkins-Greene, an African-American 
woman who owned MyCannX. The 
firm oversees a network of physicians in 
Washington DC and Maryland who are 
certified to recommend medical cannabis, 
and it connects patients and dispensaries 
to those doctors.

The move paid off. National Holis-
tic now gets about 100 new patients 
per month, and through early August, 
it had more than 1,600 patients. Even 
more important, National Holistic has 
a patient retention rate of 98%.

Keeping Costs Under Control
Macias’ business smarts have allowed 

her to keep a lid on costs. Because 

where dispensary operators and growers 
buy and sell product from one another.

“I have the gamut of everyone’s 
strains now,” Macias said.

Building a Patient Base
Macias didn’t raise prices to compen-

sate for the high wholesale product price; 
instead, she instead focused on building 
her patient base. When patients visited, 
Macias and her staff would talk with 
them, gauge their illnesses and needs and 
then use the strain-ailment alignment 
methodology to find a variety that suited 
their condition. That scientific approach 
appealed to patients, especially new ones 
unfamiliar with marijuana’s therapeutic 
benefits and leery of its stigma.

National Holistic grew its patient base, 
but only moderately – and not enough to 
reach Macias’ patient growth goal of about 
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Macias didn’t want to raise prices, she 
sought ways to cut costs and maximize 
her dollars. One way she does so is by 
buying ancillary products, like packag-
ing and glassware accessories, in bulk.

For example, Macias said she can 
forecast up to three months in advance 
her supply needs for product packaging, 
which she sources from California-
based Marijuana Packaging. That three-
month bulk purchase of about 6,000 
units saves National Holistic 5-10 cents 
per unit on packaging.

“That cost savings adds up,” Macias said.
Macias also gets bulk-purchasing dis-

counts from companies like Florida-based 
Greenlane – owner of the largest vapor-
izer distributor in North America, Vape-
World – and Maryland-based Cannaline, 
which makes glass jars for cannabis.

“These are savings that we can pass 

A sampling of National 
Holistic Healing Center's 

medical marijuana topicals.
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on to the patient without sacrificing 
our own revenue,” Macias said. “Bulk 
purchasing is everything.”

The other benefit of bulk buying and 
streamlining costs? Macias doesn’t have 
to ask her cannabis suppliers for dis-
counts or favors: “I don’t have to nitpick, 
and say, ‘Can you do this for $7 a gram 
instead of $8?’ I don’t want to have that 
conversation with my cultivator.”

The reason, she explained, is she 
doesn’t want to introduce any awkward-
ness or tension into her relationships 
with growers in the city.

“Most of my business is driven by 
cultivators,” Macias said. And, she 
noted, many growers now come to her 
and offer bulk-purchase discounts. The 
upshot: She essentially gets discounts 
without having to ask for them.

Preparing a Backup Plan
Reliable inventory management also 

means having a manual plan ready in 
case your automated system goes down 
– as happened with Macias. She uses 
a software platform operated by MJ 
Freeway, which suffered a hacking inci-
dent in early January that resulted in a 
major crash of the Denver company’s 
point-of-sale system. 

 “Of all the DC dispensaries, we 
stayed open because we had a man-
ual dispensing protocol previously 
approved through the Department of 
Health,” Macias said. 

For that manual backup plan to 
work, however, National Holistic staff-
ers follow a daily routine that includes 
making sure all transactions and 
relevant customer data are recorded on 
Excel spread sheets.

“We were able to stay open because 
everything is properly backed up. We 
knew what our patients’ limits were, 
how much of their allotted quanti-
ties they had used, and we kept our 
doors open throughout that shutdown 
ordeal,” Macias said.

Macias credits the strategy of having 
a manual backup to her experience in 
academia and at Colgate, which had its 
own standard operating procedures and 
best practices and where meeting com-
pliance and safety standards was built 
into the day-to-day company culture.

“I adopted the model from that 
previous experience,” she said.

Experience – medical, scientific and 
business – and knowing how to apply 
it have served Macias well. They have 
helped put her in a position to capitalize 

on growing medical cannabis opportuni-
ties in the eastern and southern United 
States, as well as in the District, which 
will become a destination for medical 
marijuana cardholders from Maryland 
and tourists from across America.

Professional experience, she stresses, 
can serve the whole industry well.

“The more medical knowledge we 
have about this plant, and the more 
understanding we have, the better it’s 
going to be for everyone in this indus-
try,” Macias said. ◆

A Natural Holistic Healing Center employee uses dry oregano to 
demonstrate how to properly roll a marijuana cigarette.
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ActAncillary companies serving marijuana 
clients and mainstream customers 
must tread carefully – and take steps 
to prevent potential snafus

BALANC¬NG

A national sales director for a lighting company trans-
mitted an email blast telling clients she’d be attending 
a marijuana business conference. One of her emails 

landed with a thud in the inbox of a client in a state where 
marijuana sales are illegal, resulting in a complaint that the 
message was inappropriate.

As this professional and others have discovered, running an 
ancillary business can be more challenging if you’re juggling 
both marijuana and non-marijuana clients. 

“Unfortunately, until marijuana is legalized at the federal 
level, there is still a stigma to it and you just have to deal with 
it,” said William Askinazi, a Maryland lawyer who serves 

mainstream clients as well as those in the cannabis industry.
Seeking to capitalize on the marijuana industry’s growth, 

ancillary companies that are involved in other industries 
increasingly are providing goods and services to cannabis 
growers, retailers and makers of infused products.

Executives from some of these companies say it’s a good 
idea to keep the two sides of the business separate but equal. 
That could mean, for example, setting up a website specifically 
for your marijuana clients or devoting a portion of your staff 
to handle cannabis businesses exclusively. 

Below is a more detailed look at three ancillary companies 
and how they balance their marijuana and non-MJ clients.

by John Rebchook
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Company: Nanolux Technology 

Business: Engineers, manufactures and distributes horticultural lighting, 
environmental controls, ballasts and a full lamp line to hydroponic shops 
and electrical supply stores.

Headquarters: Petaluma, California

Preventive Measures
“We don’t share pictures of marijuana. We do not put (marijuana) 

plants in our ads,” said Emily Walter, Nanolux’s national sales manager 
– even though she estimates 98% of the company’s customers are in the 
marijuana business. She’s also careful not to send any information regard-
ing marijuana to clients in states where cannabis sales remain illegal.

Past Mistake or Notable Development
Walter transmitted an email blast telling clients she would be attend-

ing a marijuana business conference in Chicago. One of the recipients 
was in a state where marijuana sales are illegal. That person complained.

“I never used the word ‘marijuana,’ but I did include a logo from the 
conference,” Walter said of the 2015 incident. 

“It was my mistake, and I owned up to it,” Walter added. “We are all 
human and we make mistakes.” 

The client forgave her.

EXECUTIVE SUMMARY

Running an ancillary business 
can be more challenging if you’re 
juggling both marijuana and non-
marijuana clients. Treating the two 
groups as one can cause snafus. 
Here are steps three ancillary 
companies suggest:

• �Set up a separate website for your 
marijuana clients.

• �Devote a portion of your staff 
to handle cannabis businesses 
exclusively.

• �Do not send information regarding 
marijuana to clients in states where 
cannabis sales remain illegal.

• �If you accidentally promote your 
marijuana-related services or 
products to traditional clients in 
states where cannabis is not legal, 
apologize immediately and take 
steps to make sure it won’t happen 
again.

• �Don’t hide the marijuana side of 
your business from your non-
marijuana clients. You don’t want 
those in traditional businesses to 
learn from other sources that you 
have MJ clients.

Advice
“If you make a mistake like I did with the email blast, apologize immediately and take steps to make sure it will 

never happen again,” Walter said. “Maybe send a care package, a little gift, as a way to say you are sorry.”
Also, make sure you what know your clients’ needs are and then address them.
“Realize it is not a one-size-fits-all business,” Walter said. “Lighting for growing marijuana indoors in Colorado 

is totally different than the lighting needed for growing lettuce.”

 ¬f you make a mistake like 
¬ did with the email blast, 
apologize immediately and 
take steps to make sure it 
will never happen again. Emily Walter
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Business: Accounting firm founded in 2009 that 
is just dipping its toes into the marijuana industry – 
although it expects MJ could ultimately account for 
more than 51% of its business.

Headquarters: Kenneth Square, Pennsylvania

Preventive Measures
The company hasn’t established a wall between its 

marijuana and non-marijuana segments, but going 
forward, its accountant and others who service can-
nabis clients will work exclusively for them – and not 
others.

“It’s not like we want to bifurcate our business, but 
we will have a department or a division where teams 
work exclusively with marijuana clients,” said Richard 
Wortmann, the firm’s founder. “It just wouldn’t make 
sense to have people working on cannabis 75% of the 
time and then spend 25% of the time with a broker-
dealer client or something.”

Past Mistake or Notable Development
In April, Wortmann met with the junior and senior 

partners of an architectural firm. The junior partner 

mentioned he had been approached to design a grow 
facility and a dispensary – but he nixed the assignment. 

Wortmann was concerned this would segue to criti-
cism of his efforts to serve the MJ industry. 

Quite the opposite: The senior partner turned to the 
junior partner and exclaimed: “What do you mean you 
turned away a client?”

Advice
Wortmann used this incident as an opportunity 

to educate the junior partner on myths surrounding 
marijuana – i.e., unsavory types typically purchase can-
nabis, or MJ leads to the use of harder drugs. He also 
discussed how medicinal marijuana can help patients 
without the side effects of opioids or other drugs.

“Some people in the business world have the same 
misinformation about marijuana as some legislators, 
so I like to use these opportunities to gently educate 
them,” Wortmann said. 

He ran into a similar situation when a “very con-
servative” accounting firm decided not to buy or merge 
with his company because of his push to seek mari-
juana clients. 

“They were scared about what their other clients 
would think. I said, ‘Why don’t you ask your clients?’”

 It’s not like we want to 
bifurcate our business, but 
we will have a department 
or a division where teams 
work exclusively with 
marijuana clients. 

Company: RW Group

Richard Wortmann
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NO BIG DEAL

Ancillary companies with a foot in 
both the marijuana and non-MJ 

business often find their traditional 
clients are immensely curious, rather 
than apprehensive, about cannabis.

“If you walked into our office, right 
on our reception desk you would see 
our brochure about the cannabis side 
of our business and marijuana busi-
ness publications are prominently 
displayed,” said Richard Wortmann, 
founder of RW Group, an accounting 
firm in Kenneth Square, Pennsylvania.

“What is interesting is when cli-
ents come in they don’t pick up any 
of the journals of accounting or tax 
strategies. They go straight to the 
cannabis stuff.”

Even his father, “who I joke made 
(President) Reagan look liberal,” 

supports Wortmann’s initiative to 
provide accounting services to the 
cannabis industry.

Maryland lawyer William Askinazi, 
with 34 years of practicing business 
law and providing advice to busi-
nesses big and small, also has found 
huge acceptance and interest from 
non-MJ clients.

“My clients give to charities regu-
larly,” said Askinazi, whose namesake 
law firm is based in Potomac, Mary-
land. “They raise money for cancer on 
walks. They give to United Way. They 
give money to AIDS research. They 
are pleased to see a lawyer step up 
to the plate and support medicinal 
marijuana.”

Indeed, he contrasted the support 
for medical marijuana operations with 

the fear engendered by the early days 
of the AIDS crisis.

“I’m old enough to remember in the 
early days of the AIDS issue when you 
couldn’t find a lawyer who would help, 
because they were afraid of what peo-
ple would think,” Askinazi said. “Getting 
involved with medicinal marijuana is 
just the opposite of that.”

Even though 75% of his clients are 
outside of the MJ business, he is so 
confident his reputation will not take 
a hit because he has become a part-
ner in what he hopes will be among 
the first operating first operating 
medicinal marijuana dispensaries in 
Maryland, Potomac Holistics, outside 
Washington DC in Rockville.

— John Rebchook

Company: Askinazi Law & Business/Cannabis Law & Business

Business Roughly 25% of the practice – founded by William Askinazi –  is currently 
devoted to the MJ industry, which is handled through the separately named entity 
Cannabis Law & Business. Non-marijuana clients have ranged from Fortune 500 
companies to mom-and-pop businesses during past 34 years.

Headquarters: Potomac, Maryland

Preventive Measures
“I don’t think a Chinese wall would be exactly 

the right way to describe it, because a Chinese 
wall means you are going to compartmentalize 
your business because of conflicts of interests. I 
don’t see my marijuana clients as having conflicts 
of interests with my other clients,” Askinazi said.

He maintains a separate website for his MJ 
practice, Cannabis Law & Business.

“There are some clients out there who are look-
ing for a lawyer who just does cannabis, so I want 
to reach them. On my regular website, I don’t 
highlight the cannabis aspect, but I do mention 
it,” he explained.

Still, he doesn’t want traditional clients to think 
he is hiding that aspect of his practice.

“I am a firm believer in full disclosure,” Aski-
nazi said.

Past Mistakes or Notable Development
Askinazi and some partners are launching a 3,000-square-

foot medicinal marijuana dispensary outside Washington DC. 
He insisted that being a partner in a dispensary will not be a 
conflict with others he advises in the industry. Askinazi said he is 
totally open about it with clients in and out of the MJ business.

Advice
Don’t hide the marijuana side of your business from your 

non-marijuana clients. You don’t want those in traditional 
businesses to learn from other sources that you have MJ clients, 
Askinazi advised. Be especially open and transparent with 
your non-MJ clients that you have forged business ties with an 
industry that remains illegal at the federal level, he added.

“Disclose, disclose, disclose. That should be your headline,” 
Askinazi said. ◆

William Askinazi
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Hemp farmers 
mulling a move 
into marijuana 
need to know 
the differences 
in regulations 
and growing 
techniques
by Margaret Jackson

C

Kyle Wagner examines hemp plants 
at Queen Bee Bliss, the farm she  

co-founded in Sherwood, Oregon.  
Photo courtesy of Sam Robison
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On the surface, it might seem like 
a no-brainer for a farmer who 
is growing hemp to cross over 

to marijuana, given the growing number 
of medical and recreational MJ products 
on the market. 

Hemp, for starters, is a cousin of mari-
juana. It’s a distinct variety of the plant 
species cannabis sativa L that is frequently 
confused with marijuana. So there must 
not be much difference when it comes to 
growing the two plants … right?

Not quite. It’s tough enough navigat-
ing the voluminous regulations governing 
the cultivation of medical or recreational 
cannabis – to say nothing of understand-
ing the sometimes stark differences 
between how the two plants are grown. 

But tackling the transition is possible.
If a farmer is growing hemp for 

CBD – versus fiber or seed – there’s 
not as steep a learning curve to begin 

growing marijuana. But be aware that 
the regulations governing each crop are 
vastly different.

“They’re two different components 
and are treated differently under the law,” 
said Michael Bronstein, co-founder of the 
American Trade Association for Can-
nabis and Hemp. “You can’t just move 
one license over to another. There are legal 
barriers in certain states. Many states have 
industrial hemp pilot programs. Some 
have MMJ laws and others do not.”

Navigating the Rules
More than 30 states allow hemp 

cultivation under provisions spelled 
out in the federal 2014 Farm Bill. The 
law authorized production for research 
purposes and select pilot programs. A 
handful of states allow farmers to grow 
both hemp and marijuana, including 
California, Washington and Maine.

EXECUTIVE SUMMARY

Transitioning from hemp cultivation 
to marijuana may seem like a slam 
dunk, given that hemp is a cousin 
of cannabis and both crops are 
heavily regulated. But, in reality, it’s 
not necessarily easy to cross over. 
If you’re thinking of making such a 
transition, keep in mind: 

• �Medical and recreational marijuana 
are governed by voluminous 
regulations.

• �The regulation of marijuana varies 
from state to state – and even 
municipality.

• �If your existing hemp crop is being 
produced for fiber or seed, there 
are few similarities between the 
way hemp and marijuana are 
cultivated.

• �But if the hemp is being grown 
for CBD, the crops are virtually 
identical and should be nurtured in 
the same way.

Hemp farms in Pueblo County, Colorado, must be situated at least 5 miles from marijuana grow sites, like Los Sueños Farms (pictured), 
to ensure the plants do not cross-pollinate. Associated Press
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Different state agencies regulate can-
nabis and hemp. In Colorado, for exam-
ple, the state’s Department of Agriculture 
regulates hemp while the Department of 
Revenue’s Marijuana Enforcement Divi-
sion oversees cannabis. 

The laws and regulations for growing 
cannabis also vary greatly by state – and 
even municipality. Some towns, for 
example, may ban recreational or medi-
cal cannabis in a state where the hemp 
plant is legal. 

“Follow the regulatory guidelines that 
have been published,” Bronstein said. 
“Follow the application guidelines, and 
get yourself familiar with the licensing 
process in general.”

Similarly, be aware that some areas 
have regulations that cross over between 
cannabis and hemp. 

In Oregon, for example, hemp and 
marijuana can be grown on the same 
property as long as there are separate 
licenses. But in Pueblo County, in 
southern Colorado, a hemp crop must 
be at least 5 miles from a farm that 
grows marijuana for its THC content, 

Say you’re a hemp farmer. You 
grow your plants outdoors, 

and you’re making the transition 
into marijuana.

Here’s a question you need to 
consider: What cannabis products 
are you targeting for your future 
crop?

If you plan to grow marijuana 
for sale off the shelf of a dispen-
sary as a smokable product, the 
appearance of the buds is impor-
tant. So the plants are generally 
cultivated in a more controlled 
indoor environment, like a grow 
or a greenhouse, versus outdoors.

But if your cannabis is being 
grown for use in an infused prod-
uct or to extract the CBD for 
medicinal purposes, the aesthet-
ics are less important. It doesn’t 
matter whether it’s grown indoors 
or out.

“I don’t need it to look beautiful,” 
said Chris Driessen, co-founder 
and president of Organa Brands, 
which makes infused products 
under the O.penVAPE, Bakked, 
Magic Buzz and District Edibles 
labels. “It comes down to yield and 
the terpenes and THC extract.”

Organa Brands sources its 
cannabis extracts from Los Sue-
ños Farms, the nation’s largest 
legal outdoor marijuana grow, 
in Colorado's Pueblo County. 
Organa Brands pays about $600 
a pound for marijuana grown out-
doors, compared with the up to 
$1,200-a-pound price that indoor 
product fetches.

“It’s a clear advantage for folks 
who are able to leverage that vol-
ume,” Driessen said. 

– Margaret Jackson

given concerns that the two plants may 
cross-pollinate.

“Hemp farms grow males,” said 
Michael “Caddy” Cadwell, former 
director of sales for Los Sueños Farms, 
a Pueblo County cultivator. “The pollen 
gets in the air and saturates the female 
plants. You don’t want males around 
females. They don’t mix very well.”

Finally, be aware that finding banking 
services can be a bigger issue in can-
nabis than it is in hemp.

“Make sure you have access to 
capital. You’re talking about millions of 
dollars. There’s no access to banking, so 
it has to be privately raised,” Bronstein 
said of cannabis.

Getting Started
The ease of transitioning from grow-

ing hemp to marijuana depends largely 
on what your legacy hemp crop is 
being produced for. If the crop is being 
cultivated for fiber or seed, there are few 
similarities between the way the two 
plants are cultivated. Unlike cannabis, 
such hemp plants don’t need fertilizer or 

KNOW 
YOUR  
TARGET 
MARKET

Queen Bee Bliss' Kyle Wagner does 
her best to keep male hemp plants 

from pollinating the females. 
Photo courtesy of Sam Robison



 § Precision air conditioning & dehumidification
 § Cogeneration systems
 § Custom air handlers
 § Facility automation controls
 § Odor abatement systems
 § Chilled water systems
 § Project management & engineering

888-369-1395
AG-SOLUTIONS.NET

Mechanical Systems For Controlled Environment Agriculture

Unrivaled Precision In Environmental Control
Offices in California, Colorado, and New York 
Contact us or our authorized representatives:
envirotechcultivation.com
cultivationefficiency.com
gardeningunlimited.com

© 2017 AGS. All rights reserved. The AGS Logo is a trademarks of Acclerated Growth Solutions. All other trademarks referenced are trademarks of their respective owners.

Member of the National  
Cannabis Industry Association

http://ag-solutions.net/


86 • Marijuana Business Magazine • October 2017

CARBON
COPY

pesticides and are grown outdoors. Sun-
light and water are generally sufficient.

But if you’re growing hemp for 
CBD, the crops are virtually identical 
– and should be nurtured in the same 
way, said Kyle Wagner, co-founder of 
Queen Bee Bliss, a Sherwood, Oregon-
based hemp farm.

Wagner, who relocated from Colorado 
to Oregon to start the business, studied 
and trained in Colorado to go into the 
recreational marijuana industry. But she 
soon determined she didn’t want to deal 
with all the regulatory complexities. So 
she opted to become a hemp farmer. Still, 
Wagner is also growing several medi-
cal marijuana plants; she battled cancer 
twice and has an MMJ card.

Given the similarity between marijuana 
and hemp grown for CBD, Wagner is 
frustrated by the misinformation that sur-
rounds the latter. For example, it’s widely 
believed that all hemp plants are male and 
marijuana plants are female. But Wagner 
spends a lot of time pulling any male 
plants she finds out of her hemp crop so 
they can’t pollinate the females.

When her hemp crop reaches its 
pre-flowering stage, Wagner examines 
each non-clone plant – not all seeds are 
feminized, so the ones grown from seed 
need to be sexed – to ensure there are 
no males lurking in the rows. If there 
are, she pulls and destroys them.

“I stop, drop to my knees and look 
through a magnifying glass,” she said. 
“With marijuana, it’s possible to find far 
more feminized seeds than it is with hemp, 
and thus with hemp we have to sex out the 
males once they start the pre-flower phase.

“If you wait too long to sex the 
plants, you can see the boys’ parts … 
with the naked eye,” she added. “But I 
like to get them the heck out of there 
long before that so there’s no chance 
that the pollen will disperse. Hence, the 
magnifying glass, which I would use on 
marijuana plants, too.”

According to Wagner, both plants 
can be started from seeds or by cloning 
the mother plants. Germinating plants 

K yle Wagner offers a mirror 
image of a hemp farmer who 

opts to transition into marijuana.
Wagner was for many years a 

Denver food and travel writer. Ear-
lier this year, she pulled up stakes 
and trekked to Sherwood, Oregon, 
to co-found the hemp farm Queen 
Bee Bliss.

But before getting into hemp, 
Wagner thought she wanted to get 
into cannabis.

Initially, she studied and trained 
in Colorado to go into the recrea-
tional marijuana industry. But 
Wagner determined soon  after 
arriving in the Pacific Northwest 
she didn’t want to be subject to 
regulation by the Oregon Liquor 
Control Commission, which reg-
ulates marijuana in that state. 
Instead, she chose to become a 
hemp farmer.

“If you’re not already dealing 
with the craziness of medical or 
recreational cannabis, I don’t know 
why a hemp grower would even go 
that route,” she said.

The Oregon hemp market is 
competitive. Last year the state 
issued just 77 licenses to grow 
hemp, a number that ballooned to 
300 this year. Wagner is persever-
ing in hopes her final products will 
enable her to cash in on the crop. 
Roughly 10,000-15,000 acres of 
hemp is planted nationwide each 
year, with the majority of that in 
Colorado. Most hemp is grown on 
plots of 10 acres or less.

Wagner pointed to one of the 
big differences between cannabis 
and hemp, which is harvested for 
its fibers, seed, seed oil and CBD.

“Cannabis is a crop,” she said. 
“The money is in the final product, 
rather than the raw product.” 

— Margaret Jackson

should be kept in a greenhouse until 
they’re about 12 inches tall and can then 
be transplanted to the field. 

Wagner puts her hemp plants into 
planting cups with FoxFarm’s Ocean 
Forest, a potting soil that’s considered 
the standard bearer for well-rounded soil, 
before planting them in the ground. She 
said the same can be done for cannabis. 

Soil and Planting
As with hemp grown for CBD, high-

quality soil is critical to ensure a healthy 
marijuana crop, Wagner said. 

Good soil is dark brown in color, 
compacts when you squeeze it and easily 
breaks apart again with a small amount 
of pressure. The soil should be rich in 
organic matter with a slightly acidic 
pH of 5.5 to 7. Cannabis likes a slightly 
acidic environment at the roots, which is 
what makes it thrive outdoors. Soil also 
should be well-drained because water-
logged cannabis can lead to bud rot.

Wagner’s hemp property previously 
was a horse farm, so she and her crew 
spread stored manure and slow-release 
calcitic lime across her field and brought 
in a special tractor to turn her rows into 
raised beds with 3 feet between them. 

Wagner dug holes a foot deep and 
augmented the soil with kelp, blood 
meal and garden-grade lime before 
dropping the transplants into the 
ground – the same technique, she said, 
that can applied to cannabis. 

Before transplanting her hemp crop, 
she picked her favorite plants and put 
them in the greenhouse so she can clone 
the mothers for future crops – again, the 
same can be done for marijuana. 

 In addition to such similarities, 
Wagner said a benefit of growing mari-
juana is the plant effectively telegraphs 
its condition. So it’s easier to nurture 
the plants. 

“The great thing about cannabis 
is that it tells you what it needs,” she 
said. “What kind of bugs, whether it’s 
dehydrated – it shows itself amazingly 
readily.” ◆
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RETA¬L BUS¬NESS STRATEG¬ES

For Florida-based Trulieve, a sim-
ple strategy offered a path to 
initial success: Get there first. 

After winning a license under 
the state’s CBD-focused program 
in 2015, the company racked up an 
impressive list of “firsts” once Florida 
approved a broad medical cannabis 
program last year. 

Trulieve claims it was the first to:

• �Get the green light to process 
full-strength medical cannabis.

• �Receive authorization to  
dispense MMJ.

• �Open a dispensary (in Tallahas-
see) in July 2016.

• �Make a home delivery.

• �Transact an in-store sale.

But creating a sustainable medical 
marijuana business that can achieve 
success in the long run requires more 
than just being first. 

To that end, the vertically inte-
grated MMJ company has focused on 
building its customer base through 
personalized service, which involves 
holding patients’ hands every step 
of the way in the enrollment process 
and beyond. Trulieve also nurtures 
relationships with the doctors who 
recommend medical marijuana.

“Our strategy is pretty straightfor-
ward,” said Trulieve CEO Kim Rivers.

The strategy seems to be paying off. 
The company now operates nine 

by Bart Schaneman

dispensaries across Florida and 
accounts for about a sixth of the 
state’s medical marijuana market, 
serving roughly 5,000 patients out 
of a total pool of 31,000 as of late 
August. Trulieve plans to open another 
16 dispensaries by the end of 2018 
– this in a state where annual dispen-
sary sales are forecast to be $600 
million-$800 million in the next three 
to five years, according to Marijuana 
Business Daily estimates.

The company also employs approx-
imately 225, including greenhouse 
staffers, cannabis growers, scientists, 
a toxicologist, a nuclear engineer, a 
physician, a nurse and a lawyer, as 

A 5-Star Experience
Florida MMJ company concentrates on personalized service, 
cultivating doctor relationships to stay on top

well as managers and consultants at 
each dispensary.

Holding Patients’ Hands
Rivers characterized the Florida 

system as “somewhat challenging” 
for patients to navigate, so her team 
works to create what she calls a five-
star experience.

To deliver that service, Trulieve 
management ensures the com-
pany’s patient consultants undergo 
a rigorous training process, “making 
sure the patient feels cared for and 
connected.”

When voters passed Amendment 2 
last year legalizing MMJ, the measure 

A Trulieve dispensary. Photo courtesy of Trulieve
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required the Florida Department of 
Health to develop an ID card program 
for patients to receive medical mari-
juana recommendations.

To help patients comply, Trulieve 
notified them of the requirement and 
then provided educational materials 
on its website detailing the neces-
sary steps to obtain cards, such as 
the required paperwork and where to 
send it.

Trulieve also set up kiosks in its 
dispensaries so patients could take 
passport-style photos. The com-
pany then mailed the photos with 
the applications into the DOH for 
patients. Additionally, Trulieve rolled 
out a program where patients who 
spent $150 get back $75, which cov-
ers the full cost of the ID card.

“Even though it’s been somewhat 
of a burdensome process for patients 
to go through the ID card program 

in Florida,” Rivers said, “we wanted 
to make it as easy as possible for 
patients to become enrolled in the 
program or continue to be enrolled in 
the program.”

Now that the MMJ program is up 
and running, Trulieve uses social 
media and an email list to notify 
patients of any changes. And it 
provides information. For example, 
the company posted a link on its 
Facebook page that directs visitors 
to videos hosted on its website that 
answer common questions from 
patients.

Focusing on Doctors
As an important step in building 

the patient pool, the company strives 
to ensure doctors know how to rec-
ommend MMJ.

Rivers said Trulieve has been very 
focused on building relationships with 
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EXECUTIVE SUMMARY

Florida-based medical marijuana 
company Trulieve has positioned 
itself to capture a significant share  
of the state’s potentially lucrative 
MMJ market. CEO Kim Rivers said 
the company has achieved its 
foothold by:

• �Aggressively pursuing first-to-
market status with its products.

• �Growing the patient pool by 
holding patients’ hands throughout 
the enrollment process and 
beyond.

• �Educating doctors about Florida’s 
medical marijuana program 
to make it easier for them to 
recommend MMJ.

• �Maintaining open lines of 
communication and feedback 
among its employees.

• �Focusing on quality as much as 
quantity, particularly with the 
products it provides.



registered physicians in the state. Her 
company functions as a resource for 
doctors looking for information on the 
MMJ program by providing education, 
communication and ongoing support.

Trulieve offers free physician 
training in both individual and 
group formats for doctors entering 
the industry. The training includes 
information on how to navigate the 
compassionate use registry and other 
paperwork associated with the pro-
gram, including compliance materials. 
The company also offers a dedicated 
website for physicians that includes 
information on products, dosing 
guides, educational materials and 
condition-specific resources.

“The Florida laws have been in a 
constant state of evolution,” Rivers 
said. “So being that trusted resource 
for physicians has been key for us and 
for physicians feeling comfortable with 

our products and with our program in 
Florida in general.”

Capturing the Market
Building up the patient pool 

and number of doctors willing to 

recommend medical cannabis is 
part of the larger company ethos to 
succeed.

“We’re absolutely not afraid to go full 
force 100% of the time,” Rivers said.

How?
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A lab technician works on an 
extracted product at Quincy, 

Florida-based Trulieve. 
Photo courtesy of Trulieve



 “I would say one of our biggest 
attributes is we’re very, very respon-
sive to our customers,” Rivers said. 
“We make ourselves available to our 
patients and physicians pretty much 
24/7. Stores and call centers are 
open seven days a week, pretty much 
around the clock.”

Rivers said the company plans to 
open all 25 dispensaries it’s allowed 
to under the new state law.

“The starting point has always 
been we feel a responsibility to be 
able to serve all of the patients in the 
state of Florida,” she said.

For that to happen, the company 
needs a robust logistics plan.

Each week Trulieve convenes plan-
ning meetings to analyze trends, 
patient counts and how many 
physicians are active in the state’s 
program.

Recently, for example, staffers dis-
cussed the time it takes for patients 
to obtain ID cards – and steps 
the company can take to assist in 
expediting that process. Staff mem-
bers also strategize regarding new 
products to develop based on patient 

segment growth and patient demand 
and feedback.

“We do goal set often,” Rivers said.
One of the company’s goals, for 

example, was to be first to market.
“That’s something we were focused 

on really before we were even 
awarded the license,” she added.

Management carves out time 
dedicated to working on the business 
rather than working in the business. 
At these meetings, executives dis-
cuss both nationwide and statewide 
trends. They also discuss market 
positioning and areas of opportu-
nity. That ensures goals continue to 
be set and the company’s mission 
implemented.

Smart Growth
While Trulieve aims to establish a 

presence in the Florida market, it’s 
not necessarily the goal to simply 
become the largest in the state.

“We’re focused on quality and 
quantity,” Rivers said.

For the company’s executives, it’s 
important to remember that growth 
happens one patient at a time. That 

OPEN LINES OF COMMUNICATION

In order for Trulieve to successfully 
expand its footprint, the company 
has encouraged a culture of open 

communication to ensure all employ-
ees are working together to achieve 
the same goal. 

“Ten thousand group texts,” Trulieve 
CEO Kim Rivers said, joking about how 
often the team has texted each other 
since the company formed in 2014. 
“We do communicate with each other 
often. Our philosophy is never complain about an 
overcommunication.” 

It’s easy to read a text or delete an email. It’s much 
more difficult if you don’t have that communication 
in the first place, Rivers said.

The staff also jokes about the advent of the iPhone 

and the ability to add and merge a call, 
which allows them to loop other people 
in and add lines of communication during 
a conversation.

“That’s a wonderful feature,” Rivers 
said.

From a companywide perspective, 
management tries to include all employ-
ees in discussions about the goals and 
direction of the business.

At the all-hands meetings that are held 
regularly, anyone can ask questions. Nothing is off-
limits, Rivers said.

“We are growing rapidly, so maintaining that con-
tinuity of communication is key,” she added.

— Bart Schaneman

means the patients’ experience is 
paramount to the company’s success.

Patients are asked to write reviews 
on the company’s website and via 
comment cards. Then upper manage-
ment reviews feedback at a weekly 
meeting.

For example, if the company pro-
duced 1,000 units of a vaporizer car-
tridge, executives want to know how 
many comments came back, how 
many cartridges were returned and 
why, and whether specific feedback 
issues need to be addressed.

Recently, patients reported they 
wanted a cartridge with a stronger 
pull. Trulieve heard that comment 
and released a new version.

“Of course, we have folks who liked 
the old style,” Rivers said. “Now we 
continue to offer both styles.”

For Rivers, it’s important for a 
growing company in a high-growth 
industry to pivot in response to cus-
tomer demand.

“It’s about being able to balance,” 
Rivers said. “You’re not going to have 
patient satisfaction if the quality of 
your product suffers.” ◆

Trulieve CEO Kim Rivers. 
Photo courtesy of Trulieve
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H¬RE LEARN¬NG

M arijuana cultivators keen  
to hire bud trimmers should 
look for candidates with a 

passion for the cannabis industry, 
a tolerance for tedium and a good 
attitude.

Trimming can be monotonous and 
repetitive. Trimmers typically spend 
their days harvesting buds from plants 
by hand, playing a key role in the qual-
ity of a product a cultivator produces. 
But trimmers can be a transient lot, 
with high turnover rates. Keeping trim 
crews staffed is an ongoing challenge 
for many cannabis operations.

How to hire – and train – trimmers 
for your cultivation operation
by Bart Schaneman

EXECUTIVE SUMMARY

Hiring quality bud trimmers can 
be difficult. But they’re a linchpin 
of any cultivation operation. When 
staffing your trim crew:

• �Look for people who are 
passionate about cannabis and 
who want a long-term career in the 
industry.

• �Find trimmers who are comfortable 
with tedium and have a keen 
attention to detail.

• �Post trimmer jobs on employment 
sites and social media.

• �Be aware that the position is 
viewed as a steppingstone in the 
marijuana industry.

• �To keep your trimmer motivated, 
provide concrete incentives such 
as decent pay and the opportunity 
for advancement.

Handler Cherish 
Hobbs trims 
some Pineapple 
Express at 
Greatland 
Ganja. Photo 
courtesy of 
Chevelle Abel
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Despite the monotony, being a trimmer is a way to get a foot in the door 
of the rapidly growing marijuana industry. In fact, many trimmers have gone 
on to much higher, better-paying positions, such as extraction technicians or 
growers. A business owner should remind prospective trimmers of that fact 
when staffing a crew to handle an upcoming harvest.

 “Trimmers are definitely not the easiest bunch to work with,” said Aaron 
Spindler, production director at L’Eagle, a vertically integrated marijuana 
retailer in Denver. “It’s important for the trimmers to understand that they’re a 
crucial part in the process and have them take pride in the product.”

Below are tips from three industry professionals who wrangle and manage 
teams of trimmers throughout the year.

WHAT TO LOOK FOR
Leif Abel – co-owner of Greatland Ganja, a grower in Kasilof, Alaska – 
seeks out candidates who have a strong interest in cannabis.

“The prerequisite for any employee at Greatland Ganja is that you’re pas-
sionate about what we do,” he said.

He’d prefer to hire trimmers with experience, but such candidates can be 
tough to come by in Alaska.

In Alaska, people who work directly with the plant must first have a mari-
juana handler permit.

“That’s the first step to them showing that they want to work in this indus-
try,” Abel said.

Alaska’s cultivation typically is done indoors so the harvest isn’t seasonal. 
That means Abel wants part-time workers who will commit to work for him 
when the plants need to be harvested.

Interestingly, he’s had good luck with grandmothers, stay-at-home moms 
and others who can’t work 40 hours a week but enjoy the part-time schedule. 

He’s also willing to take a chance on a good candidate even if the person 
has a criminal record.

“We don’t like to discriminate against people who have had a hard time in 
the past and have turned their life around,” Abel added.

For Spindler, punctuality, a good 
attitude and an ability to follow 
directions are a must.

“We’ll know right away if they can’t 
even keep a schedule,” he said.

L’Eagle’s harvest schedule allows 
for trimming work to be done in 
batches. So the company has to 
work with part-time crews, and it will 
arrange for work to be done 30-60 
days in advance of the harvest.

“Most of the time these people 
weed themselves out by not showing 
up on scheduled dates,” Spindler said.

Trimmers must show up with their 
proper documentation, including 
their Marijuana Enforcement Division 
Occupational License and correspond-
ing badge. Spindler views it as a good 
sign if they can at least manage that.

But the requirements for the job 
don’t stop there.

Trimming at the AltMed 
facility in Coolidge, Arizona. 
Photo courtesy of AltMed

A trimmer inspects a cannabis plant at 
AltMed’s facility in Coolidge, Arizona. 
Photo courtesy of AltMed
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“For our company, it’s attitude,” Spindler said. “Most 
people are recognized in this business for being easy to 
work with.”

Monica Prisoc, trim supervisor for Florida-based 
AltMed’s indoor grow in Coolidge, Arizona, wants an 
energetic, detail-oriented worker.

“I’m looking for someone who has an interest in a long-
term career in the industry,” she said. “Somebody who is 
excited to be here and who is willing to go with the flow 
and find their place naturally.”

She also wants candidates who are satisfied doing 
manual labor – but are meticulous, too.

“When we’re trimming, there’s a lot of small details,” 
Prisoc said. “It’s really tedious. So we want someone 
who isn’t going to be bored with that and is going to pay 
attention to those fine details.”

WHERE TO LOOK
When Abel began his business, he found most of his 
trimmers through word-of-mouth connections.

Now he advertises in local newspapers, on social media 
and through his company’s website. He tried to recruit 
trimmers through Alaska’s online job bank – but his ads 
were yanked because the system is federally funded.

“Just because we’re a cannabis business, we are lim-
ited on how we can advertise,” Abel said.

Spindler said the trimming operation supervi-
sor advertises a running list of company events 
on L’Eagle’s social media platforms so people are 
informed of an upcoming harvest and can sign up 
beforehand.

The company also advertises jobs on Craigslist, Face-
book and Instagram.

AltMed’s Prisoc said she mainly posts ads on web-
sites such as ZipRecruiter and Indeed.

The company also has an employee referral program: 
Staffers are paid a $250 referral bonus if a contact 
works out.

HOW TO TRAIN AND MANAGE
At Greatland Ganja, Abel’s trimmers go through a 
two-week training period during which they aren’t 
left alone.

He has an experienced employee monitor new hires 
to watch their production – and because he’s cautious 
about losing any product.

“It’s kind of like a bank,” Abel said. “We deal with a 
high-value product.”

The trimmers also shadow one of the lead trimmers 
or the manager. Greatland Ganja has rigid standard 

Retaining a quality bud trimmer is 
extremely important. Good trimmers are 
not easy to find. And a decent trimmer is 

a vital part of a successful harvest team.
Offering a new trimmer the opportunity for 

advancement is one way to keep that person 
on board. So is decent pay.

Aaron Spindler, production director at L’Eagle, 
a vertically integrated marijuana retailer in Den-
ver, tries to work successful candidates into other 
parts of his operation.

“Trimming’s not a glamorous job,” Spindler 
said. “But those who do it well and do it fast, 
they tend to have skills beyond just trimming.”

L’Eagle’s trimmers are valuable and crucial to 
quality control, he added.

“Once they understand that and take pride 
in what they’re doing and know that there is a 
path forward, they take more accountability for 
the product,” Spindler said.

At Florida-based AltMed’s operation in Cool-
idge, Arizona, trim supervisor Monica Prisoc asks 
her trimmers if they have any interest in ulti-
mately moving into another department – for 
example, the cultivation facility or the extrac-
tion lab.

“We’re constantly checking in with our new 
hires about how they’re feeling,” she said. “We try 
mostly to hire from within so they have a chance 
of moving into another department.”

Many trimmers, in fact, see the job as a ladder 
to more prestigious positions in the cannabis 
industry.

Prisoc agreed, saying “absolutely” trimmers 
can move up in the company.

“I had no experience in the industry,” she 
added. “I just started out trimming and learn-
ing as much as I can.”

Trimmers also need decent compensation. Leif 
Abel, co-owner of Greatland Ganja, a grower in 
Kasilof, Alaska, starts his trimmers at $15 an hour.

“You’re not going to keep good people if you’re 
paying them too little,” he said. “But you’re going 
to put yourself out of business if you pay too 
much.”

— Bart Schaneman

HOW TO RETAIN A GOOD TRIMMER
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operating procedures for every step 
of the process, beginning with how 
the buds are cut and ending with how 
they’re stored.

“We’re very particular about the 
process so the terpenes and tri-
chomes aren’t damaged,” Abel added.

He conducts a review after the trial 
period and then, when appropriate, 
gives raises after each review period.

“With trimmers, it’s about if they’re 
really, really productive, making sure 
you give them the right raises and 
the right feedback,” Abel said.

It’s also important that trimmers 
feel they’re as much of a part of the 
team as everyone else.

“That kind of stuff is as important 
as pay,” he added.

At L’Eagle, trimmers play an 
important role in quality control, 
Spindler said.

Trimmers can inform the grower 
if the flower meets the company’s 
standards, for example.

“So we train them to look for cer-
tain things as far as if the product is 
coming out well and to give feedback 
on the harvest,” he added.

Once trimmers are hired, L’Eagle 
pays them by the hour, not the 
pound, as some in the industry prefer.

“We don’t want them to feel stressed 
out to have to do so much that day,” 
Spindler said. “The trimmers love 
performance, don’t get me wrong, but 
I personally feel the quality of the trim 
suffers when speed is the only thing 
that matters.”

Spindler will watch new hires to see 
if the trimmers respond to the train-
ing they’ve received and make sure 
they aren’t destroying the product.

“Here we’re more worried about 
quality than speed,” he said.

Over time, the trim managers will 
watch new hires’ productivity and 
compare it with that of more sea-
soned trimmers.

“See if they can get up to speed,” 
Spindler said. “If they can’t, we’ll get 
rid of them.”

AltMed’s Prisoc asks her trimmers 
to complete hands-on training. 

An experienced employee stands 
or sits with the new hire and 
observes throughout the first week. 
The new trimmer is given pointers 
on basic techniques as well as more 
refined instructions on how to trim a 
specific strain.

“I try really hard to make sure that 
if anybody’s struggling with a certain 
strain that I take extra time to show 
them different techniques,” Prisoc 
said. She’s found it takes about two 
weeks for a trimmer to become profi-
cient at trimming a certain strain.

AltMed also pays trimmers by the 
hour, not by the pound. One reason 
behind that is a trimmer might get 
pulled away for another task while 
they’re on the clock.

“If this trimmer’s getting paid by 
the pound and he gets pulled away 
to help someone out now, he’s los-
ing that incentive for the whole day,” 
she said. ◆

Freshly trimmed Pineapple Express is 
ready to cure at Greatland Ganja. 
Photo courtesy of Chevelle Abel

Greatland Ganga co-owners, and brothers, 
Arthur Abel, left, and Leif Abel trim part 

of their 2016 outdoor crop.  
Photo courtesy of Chevelle Abel
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lN FOCUS

¬ t’s no longer enough to simply 
grow and sell marijuana. As the 
industry has exploded – in popu-

larity and legality across the nation 
and the globe – growers and retailers 
have begun focusing more on quality.

That’s where nutrient and soil com-
panies enter the picture. Their prod-
ucts help bolster cannabis potency, 
flavor and crop yields, and these 
businesses have become a virtual 
necessity for professional growers.

Many of the sector’s industry 
leaders are easily generating tens of 
millions of dollars or more in annual 
revenue – think lawn and garden 
care giant Scotts Miracle-Gro. But 

¬ndustry Snapshot:  
Nutrient and Soil Companies
Data, trends and challenges
by John Schroyer

even some of the newer players are 
already making a killing as more 
niches are explored.

Take Australia-based S.J. Enterprises, 
producer of the Cyco Platinum Series 
brand of nutrients. The company’s 
top-selling cannabis nutrient product, 
Ryzofuel, is booming in popularity with 
growers because it utilizes Tasmanian 
kelp instead of Norwegian kelp, said 
Deonna Nieves, one of S.J. Enterprises’ 
U.S. sales representatives. She said the 
latter is used in most other common  
MJ nutrients.

“The difference is ... it has more 
natural growth hormone than Norwe-
gian. Five times more,” Nieves added.

As a result, the company’s nutri-
ents are now carried in roughly 800 
hydroponic retail stores in the United 
States, according to Nieves.

“We’re talking over $1 million a 
month in sales, easily,” she said, 
emphasizing that’s an estimate for 
only one of the company’s seven U.S. 
sales representatives.

S.J. Enterprises is far from the only 
nutrient or soil company riding the 
green rush, especially because large-
scale commercial grows proliferate 
around the United States and Canada.

Advanced Nutrients, based in 
Abbotford, British Columbia, is among 
the oldest and most established 

Loaders pull raw ingredients for bulk soil blends at Sanctuary Soil’s 
production facility in California. Photo courtesy of Sanctuary Soil
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EXECUTIVE SUMMARY

The cannabis nutrient and soil 
industry is exploding thanks to 
at least two factors: The number 
of legal growers globally has 
skyrocketed, and the demand for 
quality and potency has gone up 
among consumers. Here are some 
takeaways about the sector:

• �The customer base for nutrient 
and soil companies is quickly 
expanding, comprised of 
small-scale growers and huge 
commercial grows with thousands 
of plants.

• �Innovation among nutrient and 
soil companies remains key, with 
most developing cannabis-specific 
products that cater to the needs 
of marijuana growers and their 
plants, as opposed to general 
agricultural crops.

• �Keeping up with overall demand for 
nutrients and soil has been a major 
hurdle for many companies, which 
report a decrease in seasonal 
demand because greenhouses are 
turning cannabis cultivation into a 
year-round cycle.

• �An increase in competition is 
expected in coming years, but 
contraction is likely to be driven by 
acquisitions involving larger firms 
such as Scotts Miracle-Gro, which 
already has bought Arizona-based 
Botanicare.

companies in the cannabis business. 
It has a presence in 95 countries and 
is on track to ring up $105 million in 
sales this year, said CEO and owner 
Mike Straumietis.

And while smaller-scale cultivation 
operations with 100 grow lights or 
less still account for about 60% of the 
company’s sales, that’s probably not 
going to last, Straumietis predicted.

“The tide is going to change very 
quickly here. Because the (licensed 
producers) are huge. We’ve got guys 
out there with 4,000 lights ... and 
they’re expanding even more,” Strau-
mietis said. “The writing is on the wall.”

That means more demand for sup-
plies that will give those cannabis pro-
ducers high-quality cannabis that allows 
them to compete for market share.

Market Dynamics
Several dozen companies already 

specialize in cannabis-specific 
nutrients, fertilizers or treated soil for 
growing. And even more retailers and 
distributors carry those products. 
Most retailers work with brands such 
as Advanced Nutrients and S.J. Enter-
prises’ Cyco Platinum Series. 

Many – if not most – of the manu-
facturers don’t even sell directly to 
growers. Instead, they sell to retail 
shops or distributors like Oregon-
based Savant Plant Technologies.

“The retail partners are a big 
piece of this pie. They really grew 
this market, and they’ve been the 
shepherds of it for the past 20 years,” 
said Renee Shoppach, sales director 
at Botanicare, an Arizona-based can-
nabis nutrient producer.

For wholesale distributor Savant, 
only about 35% of the company’s 
sales are for nutrients or soil, said 

CEO James Knox. The other 65% rep-
resent other types of grower supplies.

Knox also runs a pair of hydroponic 
stores in Oregon, simply because 
smaller growers typically don’t 
purchase enough in bulk to justify 
the expense of him delivering soil or 
nutrients directly.

“I’m able to hit both fronts. I have 
retail stores where the smaller grow-
ers can go, but Savant is here for the 
big dogs that need to do big work 
that, truthfully, can’t afford to buy at 
retail stores because that price point 
isn’t affordable,” Knox said.

But Savant, like Advanced Nutri-
ents and S.J. Enterprises, has seen 
tremendous growth since its found-
ing in 2013. Advanced Nutrients was 
founded in 1999, and S.J. Enterprises 
in 2008. Knox said his sales figures 
are easily in the millions.

“I have steadily grown 100% in 
(soil and nutrients sales) every year. 

Advanced Nutrients CEO and 
founder Mike Straumietis. 
Photo courtesy of  
Advanced Nutrients
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Last year, we saw 157% growth,” 
Knox said.

Another West Coast company – 
one that specializes in soil – is Cali-
fornia-based Sanctuary Soil. It has a 
sister company that supplies organic 
fertilizers, California-based Mission 
Fertilizer. Mitch Davis, an owner of 
both companies, said Sanctuary Soil 
delivers to “literally hundreds” of can-
nabis growers in four western states, 
primarily California.

“Five years ago, it was probably 
mostly in the three counties (of the 
Emerald Triangle): Mendocino, Trinity 
and Humboldt,” Davis said. “I would 
say that only represents half of the 
soil, or less now. ... I’d say year over 
year, in the last three years, we’ve 
probably doubled delivered soil loads.”

And, Davis added, his company’s 
soil sales are in the “tens of millions.” 

Arizona-based Botanicare, founded 
in 1996, also has revenues in the 
tens of millions, Shoppach said. The 
company was doing so well it was 
acquired last October for $40 million 
by the Hawthorne Gardening Co., a 
subsidiary of Ohio-based Scotts Mir-
acle-Gro. (Scotts has also purchased 
four other MJ-focused companies, 
including General Hydroponics and 
Gavita Horticultural Lighting.)

“On paper, 100% of our revenue 
comes from our retail partners. Of 
their business, I would say about 95% 
of their business comes from canna-
bis,” Shoppach said.

More broadly, the nutrient business 
already has gone global.

S.J. Enterprises, for instance, 
distributes its Cyco Platinum Series 
of nutrients in the United Kingdom, 
Spain and Canada aside from its 
home country of Australia and the 
United States. 

Advanced Nutrients has manufac-
turing centers or warehouses spread 
out across the United States and 
Canada as well as Bulgaria, Germany 
and Spain. 

“We’re all over the world,” Strau-
mietis said.

BUSINESS HURDLES
Scaling for Growth

One of the easiest hurdles for each 
of these nutrient and soil companies 
to identify was simply keeping pace 
with demand, and the growing pains 
that accompany rapid expansion.

“With all the growth and as big as 
we get and all of the improvements 
we make, every year it gets wiped 
away. Literally, it’s been nonstop try-
ing to scale. Literally, nonstop,” said 
Sanctuary Soil’s Davis.

That’s changed in recent years, 
Davis added, due to the increasing 
popularity of greenhouses, which has 
turned his formerly seasonal busi-
ness into a year-round cycle.

“If we look back three years ago, 
we would be in a slowdown time,” 
Davis said in August. “This would be 
a time for us to regroup and get set 
for next season. Well, it hasn’t slowed 
down. We’re still busy and we’re 
delivering to a lot of greenhouses 
that are just starting to function 
year-round.”

Shoppach agreed that scaling 
appropriately is one of the biggest 
challenges Botanicare has had to 
confront.

“When you’re seeing doubling of 
revenues in five years, your business 
has to prepare for that,” she said, 
referring to how much Botanicare’s 
sales surged in the past half a dec-
ade. “Just ensuring a consistent sup-
ply chain, ensuring that the product 
is reaching the consumer in a timely 
fashion — those are always chal-
lenges for any business that’s grow-
ing as fast as the cannabis sector.”

Supply Chain
One of the biggest issues for soil 

producers especially – it’s arguably 
less of a hurdle for fertilizer and nutri-
ent companies – is keeping materials 
in stock to produce soil that’s specifi-
cally tailored for marijuana.

“We’re literally bringing in ingredi-
ents that we don’t produce now for 
next season,” Davis said, noting the 
company must order materials such as 
coco coir from Asia, peat from Canada 
and multiple other components it uses 
to produce cannabis-friendly soil.

“We’re talking 40-foot contain-
ers, and we’ll bring in 150 of those 
oceangoing containers just of that 
one ingredient,” Davis said.

Customer Education
Another issue many nutrient and 

soil companies face is convincing 
potential clients of the value of their 

Above: Botanicare’s Growilla line of 
cannabis nutrients. Below: Botanicare’s 

Pure Blend Pro line of cannabis nutrients. 
Photos courtesy of Botanicare

Some of the cannabis nutrient offerings 
from Oregon-based wholesale distributor 
Savant Plant Technologies. 
Photo courtesy of Savant Plant Technologies
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product, especially when growers are 
set in their ways.

“Reaching the customer base is 
always a challenge for any company, 
especially when they do sell through 
such a vast network of partners,” 
Shoppach said. “We often will go 
at all measures, where they are at, 
forums, trade shows, social media. 
... We try to have as many conver-
sations with our consumer base as 
possible.”

Advanced Nutrients’ Straumie-
tis said many growers are trying to 
replace professionally made mari-
juana nutrients with homemade salts, 
which he said is a big mistake that 
will end up costing more in the long 
run because of lower yields.

“Guys are mixing ... their own 
micronutrients, and they’re sav-
ing money by doing it. But they’re 
actually costing themselves money, 
because what they’re not looking at 
is what they’re pulling back in bud 
weight or extracts,” Straumietis said.

TRENDS TO WATCH
Competition and Consolidation

While many expect competition in 
the nutrient and soil game to ramp 
up in the near future, several also say 
the space will end up being domi-
nated by a few major players. Scotts 
Miracle-Gro already is making such a 
play, with the acquisition of Botan-
icare and several other companies, 
said S.J. Enterprises’ Nieves.

The word through the industry 
grapevine is that many growers 
are refusing to use Scotts products 
because of the company’s ties to 
Monsanto, said both Nieves and 
Straumietis. Scotts serves as the 
exclusive agent for the marketing 
and distribution of Monsanto's herbi-
cide Roundup.

Straumietis predicted that after the 
industry dust settles, only a handful 
of companies will be left standing.

“In the beginning, there’ll be more 
competition. Then there’ll be rollups, 
and at the end of the day, there’ll 
probably be three or four top brands, 
and one or two will have most of the 
market share,” Straumietis said.

Maturation, Partnerships as  
Customer Base Splits

As part of that consolidation, Shop-
pach predicted more acquisitions will 
probably occur, like that of Botanicare 
by Scotts Miracle-Gro. Alongside that 
will come professional partnerships 
and joint ventures.

“You’re going to see mass produc-
tion. It’s going to become like Big Ag,” 
Shoppach said.

As a byproduct, she and oth-
ers agreed the customer base will 
undergo a polarization between 
huge corporate grows and small-
scale boutique growers and hobby 
cultivators.

“The two different paths are going 
to work on different product offerings 

and will have different needs,” Shop-
pach said. “Botanicare is going to be 
... servicing a niche for the com-
mercial sector, but at the same time 
we’re going to be modifying our 
home hobbyist systems.”

Sanctuary Soil’s Davis agreed: “We 
can’t customize for small mom and 
pops, but we can for larger users, and 
that seems to be where we’re moving 
with our business.”

More Scientific Developments
As the cannabis industry matures, 

another thing to watch for is prod-
ucts honed by increased scientific 
research. Advanced Nutrients, for 
instance, is putting considerable time 
and money into developing new ways 
for growers to fight pests.

“Right now, there are no (federally) 
approved pesticides for cannabis. 
Zero. This is a huge, huge problem,” 
Straumietis said.

So Advanced Nutrients’ team of 
scientists is trying to find a way to 
get cannabis plants to kill pests by 
themselves.

“That is something we’re work-
ing on right now,” Straumietis said. 
“We’ve already sequenced pow-
dery mildew, red spidery mites – 
those genomes have already been 
sequenced. ... So now, what we’re 
doing is looking to where we can 
knock out how the RNA can deliver a 
message to DNA that self-destructs 
the organism.” ◆

One of Sanctuary Soil’s retailers displays ads for the company’s product line. 
Photo courtesy of Sanctuary Soil
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COMPANY NEWS

&Recent deals, acquisitions and other announcements 
from North American cannabis companies

Wheelin'
Dealin'

by Roger Fillion

Privateer Reels in $58 Million
Marijuana-focused private equity company Privateer 

Holdings – coming off a $122 million funding year – has 
increased its coffers with a significant raise of $58 mil-
lion. The Seattle-based company’s recent Series B raise 

is a combination of equity and 
a convertible note.

In 2016, Privateer became 
the first marijuana company to 
raise more than $100 million, 

and its latest funding brings the 7-year-old firm’s total 
to $180 million. Privateer owns U.S. cannabis companies 
Leafly, Marley Natural and Canadian medical marijuana 
licensed producer Tilray. 

Cannabis Company Buys California Town
An Arizona-based ancillary marijuana company pur-

chased a California town with the aim of transforming it 
into a cannabis tourism mecca, although the purchase 
already has encountered legal issues with the local 
county. American Green, based in Phoenix, paid $5 mil-
lion for the 80-acre town of Nipton, near the California-
Nevada border. Nipton is about a one-hour drive from the 
Las Vegas Strip and four hours from Los Angeles.

But the plan could be in jeopardy because of a county 
ordinance that bars all sales, distribution and production of 
marijuana in unincorporated areas, including Nipton. The 

county counsel’s office reportedly sent American Green a 
letter soon after the deal notifying the company of the law, 
warning it will take appropriate legal action if necessary.

Maricann Inks Acquisition, Funding 
Maricann Group, a Toronto medical marijuana producer 

and distributor, agreed to purchase biotech company 
NanoLeaf Technologies for $30 million (CA $38.5 million).

Under the acquisition, shareholders of Toronto-based 
NanoLeaf will receive some 18.3 million common shares of 
Maricann stock at $1.68 per share. Maricann will also loan 
NanoLeaf roughly $1.3 million in cash.

In another development, Maricann secured up to $28 million 
in funding through a private placement of convertible debt. 
The funding will allow Maricann to expand annual production 
capacity at its facility in Langton, Ontario, by roughly 77,000 
pounds to more than to 125,000 pounds.

American Green wants to make Nipton, 
California, a marijuana tourism mecca.
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Franwell Lands Ohio Contract
Ohio medical marijuana regula-

tors have chosen two vendors to 
develop the state’s seed-to-sale 

and online licensing systems.
The Ohio Department of Commerce awarded a $1.3 mil-

lion contract to Florida-based Franwell for its Marijuana 
Enforcement, Reporting, Tracking and Compliance (METRC) 
seed-to-sale system. METRC is used in several cannabis 
states, including California.

Persistent Systems, a technology company head-
quartered in India with U.S. operations, won a $574,000 
contract to design and build Ohio’s e-licensing system to 
track the licenses required for marijuana growers, pro-
cessors, testing labs and their employees.

Tilray to Invest $24 Million to Create Large Facility 
Canadian medical marijuana producer Tilray will invest 

$24 million (CA$30 million) to convert an Ontario pepper 
farm into one of the nation’s largest MJ production facilities. 
The project’s initial phase will give Tilray – a unit of Priva-
teer Holdings – a fivefold increase in production capacity to 
almost 90,000 pounds a year by the end of 2018.

The boost in output will allow the company to serve 
Canada’s rapidly expanding medical marijuana program 
and, ultimately, the nation’s new recreational market. Full 
rollout of the Ontario facility, in the township of Enniskil-
len, ultimately would see Tilray’s annual production rise 
to over 220,00 pounds over the next few years.

Dixie Elixirs Issues Recall
Dixie Elixirs, one of the biggest names in the edibles 

business, has issued a voluntary recall for six products in 
Colorado because of potentially unsafe non-food-grade 
essential oils. Left Bank LLC, which does business as 
Dixie Elixirs in Colorado, recalled four recreational canna-
bis products and two that are medical, including specific 
batches of Dixie mints, tablets and chocolate bars.

Canadian Firm Buys Florida Land to Boost MMJ Output
The Canadian holder of a license to cultivate medi-

cal marijuana in Florida plans to expand its production 
capacity in the state by more than 35 times. 

Liberty Health Sciences, based in Toronto, agreed to 
purchase 36 acres of land in Alachua County for $866,975 
in cash. The deal will help the company capitalize on the 

launch of the Sunshine State’s full-fledged MMJ market.
The parcel is adjacent to the company’s existing 

13,000-square-foot grow facility at Chestnut Hill Tree 
Farm, which produces 1,543 pounds of MMJ annually. Lib-
erty holds one of Florida’s 11 MMJ cultivation licenses.

Florida Firms Win MMJ Licenses
Sun Bulb Co. in Arcadia, Florida, and Treadwell Nursery 

in Eustis won medical marijuana business licenses from the 
state. The move increases to 11 the number of companies 
authorized to grow, process and distribute MMJ in Florida.

A week earlier, regulators issued approval letters to 
Plants of Ruskin and 3 Boys Farm, both in Ruskin.
Company Wins Final New Jersey License

Six years and several executive and investor changes later, 
Harmony Foundation became the sixth and final medical 
marijuana business in New Jersey to get its state license.

The dispensary plans to be operational by the end of 
the year. Harmony will operate as a vertically integrated 
grow and dispensing business out of a 10,000-square-foot 
greenhouse and retail space in Secaucus, New Jersey.

CCRI Wins Delaware’s Fourth Medical Cannabis License
New Jersey-based Compassionate Care Research Insti-

tute (CCRI) won a medical marijuana production and distribu-
tion license in Delaware – the fourth permit the state has 
given out. CCRI previously applied for permits in two counties 
but lost out to other applicants, so regulators decided the 
company was the best suited candidate for the fourth license.

Oregon Testing Company Expands to Florida
Signal Bay – a marijuana-focused holding company in 

Bend, Oregon – has expanded its marijuana testing divi-
sion to Florida through a licensing agreement with a Fort 
Lauderdale-based holding company, Kaycha Holdings. 
Under the agreement, Signal Bay subsidiary EVIO Labs 
will operate under the EVIO Labs brand. 

Florida Bank Welcomes MMJ Businesses
Orlando, Florida-based First Green Bank has opened 

accounts and granted financial services to six licensed 
Florida medical marijuana businesses.

First Green Bank’s services include accepting large 
cash deposits from marijuana firms – without touching 
the money – and transporting the funds straight from the 
business to a Federal Reserve location via armored trucks.

MassRoots Buys CannaRegs for $12 Million
Cannabis social media platform MassRoots 

acquired CannaRegs in a stock deal valued at 
about $12 million. CannaRegs is a website dedi-
cated to helping cannabis companies stay atop 
of ever-changing industry regulations.

According to Denver-based MassRoots, CannaRegs is 
cash-flow positive and has annual revenue of at least 

Tilray is converting a pepper farm 
into a marijuana production facility.
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$450,000 through client contracts. MassRoots CEO Isaac 
Dietrich said the acquisition will help his company ramp 
up its “compliance offerings” to customers while also 
helping his company bolster its income.

Cronos Secures $32 Million for Big Indoor MJ Facility
Cronos Group secured $32 million (CA$40 million) for 

the continued construction of its 315,000-square-foot 
new Peace facility in Stayner, Ontario, which it says is 
the largest purpose-built indoor cannabis production 
facility in the world.

Cronos, based in Toronto, entered into a commitment 
letter for $32 million in debt financing with Romspen Invest-
ment Corp., which will provide the funds to Cronos’ wholly 
owned licensed producer, Peace Naturals Project Inc.

Steep Hill Labs Raises $2 Million
Steep Hill Labs, a marijuana-focused 

science and technology company, closed 
a second $2 million investment round. 

The Berkeley, California-based company 
said it will use the funding to scale up in 

California and expand its global footprint. The company, 
citing investor interest, opened an additional $2 million 
round of preferred convertible notes.

Aphria Invests in Scientus, Unveils Partnership
Canadian medical marijuana producer Aphria is increasing 

its stake in the booming cannabinoid-based extracts market 
with a $9 million (CA$11.5 million) investment in Scientus 
Pharma, a vertically integrated biopharmaceutical company.

Toronto-based Scientus Pharma conducts research and 
product development related to medical cannabinoids and 
their derivatives. The investment is in the form of senior, 
secured convertible debt.

Aphria, based in Leamington, Ontario, said the investment 
also gives it access to Scientus’ so-called dealer’s license. 
The holder of such a license is permitted to buy, process and 
sell cannabinoid derivatives in international markets.

Separately, Aphria is partnering with an upstart Cana-
dian producer to build a 1 million-square-foot MJ green-
house in Leamington. Aphria also is pumping $1.6 million 
into its new partner, Nuverra Corp., through a share pur-
chase. Nuuvera is in the final stages of the Health Canada 
review process to become a licensed producer.

Company to Acquire New York Licensee
iAnthus Capital Holdings is poised to acquire Citiva 

Medical – one of five companies recently awarded a 
medical marijuana license to operate in New York – in a 
deal valued at $18 million.



The acquisition must be approved by New York regula-
tors and the Canadian Securities Exchange (CSE). CSE 
approval is needed because iAnthus – which has offices 
in New York and Toronto – trades on that exchange. The 
transaction includes $3.6 million in cash and $14.4 million 
in iAnthus shares priced at $2.40 per share.

In announcing the deal, iAnthus also said it’s no longer 
seeking to acquire Valley Agriceuticals, which obtained its 
New York MMJ license at the same time as Citiva Medical.

Two Canadian Companies Win Licenses
Experion Biotechnologies of Vancouver, British Colum-

bia, and Zenabis of Atholville, New Brunswick, have won 
licenses to cultivate medical cannabis in Canada. 

The country now has approved 54 licensed producers, 
though it has a backlog of more than 400 applications. 

Cannabis Sativa Buys Majority Stake in PrestoDoctor
Cannabis Sativa – which owns cannabis and hemp 

companies and is based in Mesquite, Nevada – acquired 
51% of PrestoDoctor, a medical marijuana telemedicine 
platform that provides consultations for medical mari-
juana patients. Terms weren’t disclosed. 

PrestoDoctor launched in California in 2015 and 
expanded its services to Nevada the following year. 

According to a news release, PrestoDoctor has facilitated 
tens of thousands of appointments and is the first MMJ 
company to be accepted into the American Telemedicine 
Association. PrestoDoctor joins other subsidiaries owned 
by Cannabis Sativa, including iBudtender, Hi Brands 
International, Wild Earth Naturals and White Rabbit.

California Law Firm Launches  
Cannabis Practice

Dickenson Peatman & Fogarty, a 
California law firm, launched a cannabis 
practice group that will serve companies 
in the state’s marijuana industry. DP&F 
said it has a long history of represent-
ing businesses in regulated industries, 
including the alcohol sector. 

Erin Carlstrom, a senior counsel, will lead 
the new cannabis practice group based out 
of DP&F’s Santa Rosa office. ◆

Have a company announcement you want us 

to consider? Send a press release or general information to: 

OmarS@MJBizDaily.com. (Note: We’re looking for news about 

expansions, financing, deals, partnerships and similar devel-

opments, not product-related announcements.)

Attorney Erin 
Carlstrom leads 
a new cannabis 
practice group.
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NEW HlRES & PROMOTlONS

A look at some recent hiring moves in the marijuana industry

by Omar Sacirbey

&Movers
Shakers

Taylor West Accepts  
Opportunity to ‘Stretch Out’ 

Attention to detail and curios-

ity have led to a new career path for 

Taylor West, former deputy director 

of the National Cannabis Industry 

Association.

Earlier this year, West noticed that 

an NCIA member, Denver-based 

Cohn Marketing, had renewed its membership under 

a new name, Cohnnabis. The name change reflected a 

new canna-centric division the firm was creating and 

also formalized the company’s commitment to the mari-

juana sector.

Founded in 2000, Cohn built its reputation in the main-

stream business world but moved into marijuana mar-

keting relatively recently. The new moniker and direction 

piqued West’s curiosity. So, when she bumped into Cohn’s 

vice president of marketing at the Cannabis Business 

Summit in Oakland in June, conversations about the com-

pany’s cannabis efforts soon grew into discussions about 

how West might be a part of that effort.

“It became clear they had some very exciting plans 

but needed some additional industry expertise,” West 

said. “Those conversations kind of organically grew into 

how I might be in a good position to help them achieve 

their goals.”

The move was also appealing to West because her work 

at NCIA was almost exclusively about policy change and 

lobbying Congress while the new post is more about mar-

keting for young, growing marijuana companies.

“It’s fun for me to stretch out into the business areas 

since I haven’t done as much of that before,” she said.

West spent her first few weeks at Cohn looking at the 

marijuana industry as a whole and identifying industry 

segments and companies that can benefit from Cohn’s 

services. 

 The move is also good news for the marijuana industry, 

since having a successful non-cannabis firm like Cohn 

entering the sector adds more legitimacy, West said.

“One of the things that made this position so attractive 

to me is that this is a company that has proven its ability 

in lots of large established industries,” West said, “and they 

see a lot of opportunities in cannabis, and an exciting, 

evolving business sector.”

West said Cohnnabis has national ambitions in the long 

term, especially in California, which will soon launch its 

recreational marijuana program. 

Taylor West
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Surna Revamps Management Team
Surna, a Boulder, Colorado, supplier of cultivation 

equipment, revamped its senior management team, 

including hiring a new CEO and CFO.

Chris Bechtel is Surna’s new CEO and president; Paul 
Kelly is the new CFO and treasurer.

Bechtel, 58, replaced former CEO and president Trent 
Doucet, who is now vice president of business develop-

ment for Surna’s West Coast operations.

Surna also hired:

• Camille Lupton as head of sales

• Jaime Loos as director of project management

• �James Holmstead as director of operations and  

product development

 Bechtel joined Surna's board of directors on May 31. 

His cannabis industry experience dates to 2014, when he 

joined the board of Supreme Pharmaceuticals, a Canadian 

federally licensed producer of medical cannabis in Ontario. 

From October 2014 to April 2016, Bechtel also served as a 

director at Ebbu, a privately held Colorado company that 

offers branded cannabis products and a bulk oil extraction 

service for marijuana producers. 

Since 2015, Bechtel has been the principal of Bech-

tel Consulting, which provides consulting services in 

mergers and acquisitions, financial and investment anal-

ysis, capital markets, turnarounds and special situations. 

Kelly, 60, has held senior management posts at Price-

waterhouseCoopers, Adolph Coors, Technology Manage-

ment Advisors and other major firms. He has also served 

as consultant to smaller startup companies.

Kush Hires Tobacco Vet as CFO
Kush Bottles, the Santa Ana, 

California, provider of packaging, 

supplies, vaporizers and other mar-

ijuana-related products, appointed 

tobacco industry veteran Jim McCor-
mick as chief financial officer.

McCormick spent 16 years with 

British American Tobacco, where he held multiple general 

management and CFO roles. He also has served as CFO 

at Electronic Cigarettes Group International and as senior 

vice president and CFO of the Corporate Services Divi-

sion at Sodexo, a Massachusetts facilities management 

company. More recently, he has worked as a management 

consultant in the California cannabis sector.

As CFO, McCormick leads Kush Bottles’ financial 

operations and also is responsible for managing liquidity, 

Jim McKormick
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balance sheet risk and capital market transactions. He 
reports directly to Nick Kovacevich, Kush’s co-founder 
and CEO.

Kush Bottles’ previous CFO, Chris Martin, is consulting 
for Kush during the transition.

Houston MMJ Company Selects Officers
Indoor Harvest, a Houston company that makes medi-

cal cannabis and cultivation products, appointed Rick 
Gutshall as interim CEO and CFO. Gutshall has served as 
CFO of Alamo CBD since June 2016 and has been a princi-
pal in KW Gutshall & Associates since 1999.

Annette Knebel is Indoor Harvest’s new chief account-
ing officer. Since June 2016, she operated a financial 
reporting and business consulting firm that offered out-
sourced accounting management.

Arkansas Industry Group Hires Media Specialist
The Arkansas Cannabis Industry Association made its 

first hire, adding Erin Holland as media specialist and 
membership consultant. Owner of Amplify, a new digital 
media and marketing company in Little Rock, Holland 
is responsible for building and implementing the ACIA’s 

media, marketing and event promo-
tion strategies. She also works with 
industry professionals to develop a 
membership program for medical 
cannabis patients, physicians and 
business leaders in the Arkansas 
cannabis industry. 

Holland previously held digital 
advertising and production positions 
with the Arkansas Times, Sells Agency and Agency501.

Arkansas Trade Association Gets New Board Chair
The Arkansas Medical Marijuana Association, a trade 

group, appointed Dr. Regina Thurman of Fayetteville as 
chair of its board of directors. Thurman is medical direc-

tor for Optimal Pain and Wellness in 
Fayetteville. She replaced Dr. Steve 
Cathey, who chose not to serve 
on the board to avoid any appear-
ance of a conflict of interest with 
his position on the Arkansas State 
Medical Board.

Dr. Regina Thurman

Erin Holland



Dope Lands New CEO
The board of directors of Seattle-

based Dope Media has hired former 
Marijuana Business Daily president 
and publisher George Jage to serve 
as chief executive officer.

Jage, who worked at Marijuana 
Business Daily from 2014 until April 
2017, started with Dope in August. 

David Tran, who founded Dope in 2011, moved from 
CEO to chief brand officer and continues to serve on 
Dope’s board. The company owns Dope Magazine, which 
circulates monthly to about 70,000 readers and is sold in 
retail locations across the country.

BudTrader Gets New Adviser
BudTrader.com, which bills itself as the nation’s largest 

online platform for the legal cannabis industry, appointed 
a new member to its advisory board – Douglas Leighton, 
co-founder and a principal partner of Dutchess Capital, a 
Boston-headquartered global hedge fund.

At Dutchess, Leighton oversees risk management, 
facilitates all the fund's trading on worldwide exchanges 

and manages deal origination in North America, Europe 
and Australia. He has managed an investment portfolio 
of over $2 billion in transactional value. 

BudTrader says it has 1 million registered users.

Oregon Lab Hires Operations Director
Cascadia Labs, an Oregon cannabis testing company, 

brought on Dennis Wells as director of operations. Wells 
has 30 years of environmental testing experience and 
has held roles as laboratory director and senior chemist. 
Wells is responsible for day-to-day operations at Casca-
dia’s Portland and Tigard locations.

MMJ Company Taps Breeder for Board
United Cannabis Corp., a medical marijuana producer 

in Denver, appointed David Watson to its advisory board. 
A seed and cultivar breeder, Watson founded and serves 
as CEO of HortaPharm B.V. in the Netherlands. ◆

Hired or promoted someone for a senior-level position? Send a 

news release or general information to OmarS@MJBizDaily.com

George Jage
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MARKET AT A GLANCE

Main measure House Bill 1

Year passed 2013

Cannabis  
business regulations

Very heavy. Illinois is a complex market for MMJ businesses to navigate. The state has 
implemented caps on the number of dispensaries and cultivation sites allowed to operate, 
and licensing fees are pricey. Strict rules govern nearly all aspects of business operations, 
including location, security, inventory tracking and testing. Illinois' MMJ program is techni-
cally a pilot program, set to expire July 1, 2020.

Patient registry Mandatory – a recommendation from a physician is required, and patients are required to 
submit fingerprints and undergo a background check.

Sampling of state 
medical marijuana 
licensing fees

Application
Dispensary - $5,000 
Cultivators - $25,000
 

What to watch	 In March, a federal judge struck down an Illinois law barring MMJ businesses and canna-
centric political action committees from donating to PACs and candidates within the state. 
The development could allow the state’s MJ industry to exert more influence over politi-
cians and give it a bigger say in local elections.

As of July 31, more than 23,000 patients had enrolled in Illinois’ MMJ program – up 57% from 
December 2016. Such strong growth appears to be attracting out-of-state MJ brands look-
ing for their next opportunity. Kiva Confections – a major manufacturer of infused choco-
late edibles based in California – struck a partnership with Illinois-based Cresco Labs that 
allows Kiva to sell its products in the state.

¬llinois
The size of the medical marijuana patient pool in Illinois 
tripled throughout the course of 2016, driven by a stream-
lined MMJ recommendation process and the addition of 
post-traumatic stress disorder and terminal illness to the list 
of qualifying conditions. Patient counts also have continued 
to rise in 2017, suggesting that the state’s MMJ program may 
have found its footing. The growth in patients was sorely 
needed, because Illinois’ medical marijuana businesses – 
which face some of the most expensive licensing fees in the 
nation – have struggled to remain financially viable.

License

Dispensaries - $30,000 (new), $25,000 (renewal)

Cultivators - $200,000 (new), $100,000 (renewal)
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“Every business decision maker 

is here, you have to be here every 

year. This is the one-stop-shop 

for all your business development 

needs at a conference.”
-Jennifer Hanser,  

VP of Global Business 

Affairs at Tilray Global

The Most 
Impactful 
Event In The
Industry

Las Vegas Convention Center
November 15-17, 2017

REGISTER TODAY AT
MJBizCon.com
OR CALL (401) 354-7555 X 1

Final Registration Deadline 

ENDS 10/19
Register Today & 
SAVE $200!



lNSlGHTFUL lNDUSTRY OBSERVATlONS

What They’re  
SAYING

“It is extremely 
important that, as 

this industry develops 
here in the city of Los 

Angeles, it is done 
with consciousness, 

that it is science 
(and) data driven 
(and) based … We 
intend to protect 

legal businesses here 
serving Los Angeles.”

 – Cat Packer on the  
approach she plans to take as 

executive director of Los Angeles’ 
newly formed Department of 

Cannabis Regulation.

Source: City News Service

"If you don't have 
enough flower for the 
foreseeable future ... 
you shouldn't open. 
That's like going to 
a soft opening for a 
restaurant and all 

they have is buns for 
the hamburgers. No 

meat. No filler."
– Chris Garth, executive director 
of the Hawaii Dispensary Alliance, 

on his concerns about medical 
marijuana businesses opening 

without enough product.

Source: Marijuana Business Daily

“Marijuana is a 
property industry, a 
real estate industry. 
Square foot equals 

revenue equals profit. 
Early on, you had to 
get low rent because 

you didn’t have a 
lot of revenue. But 
now that revenues 

are higher, (cannabis 
retailers) are moving 

into nicer areas.”
– Greg Gamet, founding  

partner in cannabis businesses 
in Colorado and California, on the 
evolution of marijuana companies 

initially locating in low-income 
areas and then moving to  

more desirable digs.

Source: Marijuana Business Daily

128 • Marijuana Business Magazine • October 2017



ColoradoExtraction.com  |   1.800.513.5560  |   sales@coloradoextraction.com

the smart 
choice

Operating together, our SprayVap™ and Triple X-Tract™ 

systems provide a seamless closed loop system that allows you 

to extract all the essentials and create the purest oils possible.

+

Colorado Extraction Systems makes industry 
leading alcohol extraction and separation systems 
that are easy to use and maintain. All of our 
systems are designed with one-button technology 
and backed by expert training. Smart design 
and superior customer relationships result in 
unparalleled satisfaction every time.

THE BEST EXTRACTION  EQUIPMENT IN THE INDUSTRY

CHILLED ALCOHOL EXTRACTION

SCHEDULE A DEMO

mailto:sales@coloradoextraction.com


THE FIRM TO LEAD.  THE VISION TO INNOVATE.
 THE EXPERIENCE TO TRANSFORM.

THE FIRM TO LEAD.  THE VISION TO INNOVATE.
 THE EXPERIENCE TO TRANSFORM.

CONSULTING |  MANAGEMENT |  INSURANCE |  BRANDS |  INVESTMENTS |  DISTRIBUTION

SIVALLC.COM
LOS ANGELES, CA |  E: INFO@SIVALLC.COM | T: 818 .562.3362

CA License#  0L85212


	Table of Contents
	Cannabusiness by the Numbers
	Investing and Funding Corner
	My Favorite Things
	Five Questions With Neil Closner, CEO of MedReleaf
	National and International News Developments
	Trends and Hot Topics
	Growers Turning to Strains That Can Be Harvested Sooner
	Want to Remain Competitive? Time to Try New Cultivation Methods, Technology
	Cover Story
	How Ancillary Firms Can Better Balance Cannabis Clients, Mainstream Customers
	How to Transition from Marijuana Cultivation to Hemp
	Retail Business Strategies
	How to Hire – and Train – Trimmers for Your Cultivation Operation
	Industry Snapshot: Nutrient and Soil Companies
	Wheelin’ & Dealin’
	Movers & Shakers
	Market at a Glance: Illinois

