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Dr. Fortino is Board Certified in Internal Medicine since 1999,  he is focused on treating the 
whole patient and not just their symptoms. He stands by the growing scientific evidence that 
supports cannabis use as a medical alternative for patients suffering from debilitating and 
chronic pain as well as opiate addiction.

Are you Out of 
the Green Closet?

Welcome to a Better 
Quality of Life

Offices in Pennsylvania & New Jersey 
1822 S. Broad St Philadelphia PA 19145   |   215.336.8000   |   info@TheGreenAlternativeDoctor.com

 www.TheGreenAlternativeDoctor.com
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Whole Body Cryo
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SSensi is new to 
the area, launching
at a time when the whole city seems to be rebranding. As a 
company, Sensi is four years old and set on growing in new 
places by sharing meaningful stories and making a diff erence in 
the world around us. But Sensi is more than a magazine. Sen-
si is fun, founded with a goal of educating, entertaining, and 
growing with you. 

This January, we’re thrilled to welcome you to the premiere 
issue of Sensi magazine in Philadelphia. Each month, we hope 
to inspire you with stories of the city and its people, sharing 
the laughs, lifestyle, and community that make Philly the 
City of Brotherly Love.  

When my husband and I relocated here six years ago, we knew 
nothing of Philly beyond cheesesteaks, cream cheese, and Rocky. 
But our Fishtown neighborhood welcomed us in, making us feel 
like small-town locals in a city new and foreign to us. Frankford 
Avenue quickly became our Main Street, an all-day, all-night hang-
out we rarely wanted to leave. Though we were never “city peo-
ple,” we’ve grown to feel at home in our rowhomes, the sounds of 
the El roaring past our windows lulling us to sleep each night. 

We’ve found a kinship exists among Philadelphians that 
stretches far beyond the bounds of the Delaware and Schuylkill 
Rivers. No matter where we go in the world, if we shout, “Go 
Birds!” to someone in an Eagles hat, we’ve just made a new friend. 
We hope to foster this spirit with Sensi, bringing you local vibes 
and fresh content each month, starting with this inaugural issue. 

In it, you’ll hear how Old City–based changemaker United 
By Blue is cleaning our waterways by selling apparel and learn 
about a paramedic-turned-counselor-turned-entrepreneur 
who’s building a community of businesswomen with DivaGirl 
Philly. Looking for more? Email me and tell me what you want 
to see in Philadelphia’s newest magazine. 

We’re proud to be part of this community, and we hope you’ll 
join our larger Sensi family as we grow in Philadelphia.  
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Beloved Pennsylva-
nia brands, Yuengling 
Brewing and Hershey’s, 
are partnering for the 
brewery’s fi rst-ever 
collaboration: Yuengling 
Hershey’s Chocolate 

Porter. Launching for 
a limited time, the 4.7 
percent ABV brew mixes 
America’s oldest brew-
ery’s 200-year-old Dark 
Brewed Porter with rich 
Hershey’s chocolate.

Served only on tap 
and not sold in stores, 
each glass has a smooth, 
malty fl avor with a choc-
olaty fi nish. Use Yuen-
gling’s Find a Beer tool 
to locate it in Philadel-

phia and 12 other states. 
But hurry, supplies of the 
once-in-a-lifetime brew 
are expected to run dry 
by February. 
Yuengling Hershey’s Chocolate Porter
yuengling.com

Pennsylvania’s Perfect Pair
Two legendary Keystone State Companies marry 
chocolate and beer in a limited-edition porter.
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BY THE 
N U M B E R S 

426
MILES 

The length of 
bicycle lanes in Phil-
adelphia, the most 
per square mile of 

any US city
SOURCE: visitphilly.com

320,000+
HOURS
The time dedicated 
to community ser-
vice on MLK Day of 

Service, the nationʼs 
largest King event

SOURCE: mlkdayofservice.org

$400
MILLION

Cost to transform 
the old Gallery 

Mall into the newly 
opened Fashion 

District Philadelphia
SOURCE: fashiondistrictphila-

delphia.com

CBD
VS.
CBN

One letter makes 
a di� erence.

CBD gets a lot of attention for its relaxing, 
pain-relieving properties, but most people 
have never heard of CBN. If youʼve ever 
smoked or eaten cannabis thatʼs been sitting 
out for a while and then fallen into a sleepy 
stupor, youʼve experienced its eff ects. 

CBN is similar to CBD, with the addition 
of mild psychoactive and strong sedative 
properties. Cannabis-testing facility Steep 
Labs found that 2.5 to 5 milligrams of CBN 
has similar eff ects to 5 to 10 milligrams 
of Diazepam. A major diff erence between 
CBD and CBN is how they aff ect appetite. 
Studies on mice found that CBN causes 
signifi cant chow intake, while CBD doesnʼt.

RUN, 
ROCKY, 
RUN

These Philadelphia running clubs 
fuse � tness and fun to get you 
through long, dark winters.

Fishtown Beer Runners
For beer-loving runners, this is your club. Runners 
gather on Thursdays for a 3- to 5-mile run to a 
local tavern where founder David April toasts “To 
the Professor!” with a cold local brew in hand. The 
club launched after April read a study that found 
moderate beer consumption is just as bene� cial as 
water for post-exercise rehydration. 
� shtownbeerrunners.com

Philadelphia Runner Store Club
Free doughnuts, yoga classes, running shoe demos. 
You never know what awaits you at this weekly 
club, sponsored by the Philadelphia Runner retail 
store. Whether it’s a run through Center City to the 
Schuylkill River Trail or a sock testing sprint, this 
store o� ers runs throughout the week. Group runs 
are also organized at the Manayunk, Glen Mills, and 
University City locations. 
philadelphiarunner.com

Philly Runners
Running since 2002, this is one of Philadelphia’s lon-
gest-running clubs. It’s famous for never canceling 
group runs. Just meet at the Philadelphia Museum of 
Art steps on Tuesday and Thursday nights and Satur-
day mornings. Bonus: Embrace your inner Rocky and 
end your run with a sprint up the Art Museum steps.
phillyrunners.org
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T H E  B U Z Z

KAMIE LEHMANN 
Owner of Kamie Lehmann 
Coaching & Consulting
Bensalem
___________________

As old man winter 
approaches, it’s a great 
time to explore indoor 
attractions. I love the 
Philadelphia Art Museum, 
The Franklin Institute, 
The Academy of Music, 
and visiting other local, 
small-town theaters.

KEITH TOMASELLI 
CPA, CISA Lead IT Compliance 
Engineer at Finastra
Northern Liberties
___________________

Philadelphia has an 
already amazing and still 
growing beer scene. So, 
there’s no better way to 
stay warm during winter 
than � nding a warm 
brewery and sipping a 
cold beer. Urban Village 
Brewing is a three-minute 
walk from my place, and 
the beer and food is 
awesome.

GLADYS BECERRA
Universal Supervisor at
FirstTrust Bank
Drexel Hill
___________________

I love running the 
beautiful Wissahickon 
trails while admiring the 
snow and getting � t for 
spring.

JOHN 
ENCARNACION
Attorney at Nationwide 
Insurance
Rittenhouse Square
___________________

After bundling up, I enjoy 
embracing the outdoor 
winter features like winter 
festivals and events 
around town. The crowds 
and energy keep you 
warm.

NEIL BRECHER
Senior Director of Information 
Technology at Center City District
Fishtown
___________________

Keeping warm is about 
keeping busy. Whether 
it’s the skating rink at 
Dilworth Plaza, bouncing 
from museum to muse-
um, or just hunkering 
down with some hot 
cider and leaving the 
cold outside.

VOX POPULI Question: How do you � ght the cold in Philadelphia?

FUNGAL JOLT
Historically, cordyceps mushrooms were grown on the 
backs of caterpillars that live in Tibet’s high mountain 
ranges. The fungus lays claims to providing everything 
from long life to a boost in male sexual prowess. Add 
co� ee to the mix, and you get a morning drink that 
really gets you, um, pumping, without feeling jittery. 
$15 for 10 packets / 
us.foursigmatic.com

“Philly has 
changed from a 
city of industrial 

might … to a 
city of ingenious 

makers.” 
 —National Geographic author Johnna 
Rizzo on the selection of Philadelphia 

as the top US city to visit in 2020
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T H E  B U Z Z

Relief for 
the Anxious
Anxiety and Touretteʼs syndrome are 
now qualifying conditions for medi-
cal cannabis in Pennsylvania. 

As of July 2019, anxiety and Tourette’s 
syndrome are qualifying conditions 
for Medical Marijuana Certifi cation in 
Pennsylvania, opening up a wide range 
of holistic and natural treatment options 
for patients suff ering from these con-
ditions. Medical MJ went into eff ect in 
Pennsylvania in January 2018 after being 
ratifi ed by the Pennsylvania legislature. 
The list of qualifying conditions now 
stands at just 23. 

According to Dr. Elizabeth Spaar, 
founder of the Spectrum Family Prac-
tice—an integrative care practice special-
izing in medical marijuana certifi cation 
for adults and children—many patients 
with anxiety were not seeking help for 
their condition due to concerns around 
prescription drugs. Spaar opened her 
clinic in 2017 to focus on opiate addic-
tion, but she had been prescribing med-
ical marijuana legally in the state since 
2016 for certain pediatric conditions 
such as autism. Pennsylvania was also 
the fi rst state to list opioid addiction as a 
qualifying condition for medical marijua-
na prescriptions.

“Certainly, with Tourette’s there’s very 
solid evidence that it helps, and there were 
a lot of people out there self-medicating, 
so we were glad to see it added,” Spaar 
says. “So many patients with anxiety were 
reluctant to get help because of their fear 
of pharmaceuticals, with the side eff ects, 
physical dependence on benzodiazepines, 
and changes in personality associated with 
these drugs. People feel so much more 
comfortable with a natural treatment.”

"Squash it, 
smash it, just 
get rid of it.” 

—The Pennsylvania Department of Agriculture on what to do 
if you spot an invasive Spotted Lantern� y in Philadelphia

1 GOALS ARE THE NEW RESOLUTIONS.  And since we’re in a new decade, 
let’s set loftier targets, hit them, surpass them. Where do you want to be in 2025? 
2030? Start manifesting the life you want. In the shorter term, however…
______
2 MANIFEST THE OUTFITS YOU WANT by signing up for Nuuly clothing rental 
from Free People’s parent co. For just $88/mo., you get six temporary additions to 
your wardrobe—perfect excuse to try out new trends. 
______
3 BE EXTRA EXTRA.  I resolved to be just that at the start of last year. Met that 
goal and have a photo of the statement jacket I borrowed from Nuuly as proof. 
See @stephwilll if you’re curious just how extra “extra extra” is. 
______
4 SEE ALSO:  posts about my apartment/urban jungle. 
______
5 PUTTING IT OUT THERE NOW.  I’m setting my � rst intention for 2020: I will 
get my place featured on Apartment Therapy as a home tour this year. Boom. 
______
6 WANNA BE MY GOAL BUDDY?  DM or post a comment—we’ll start a club. 
One with books and discussions involved. Community and knowledge will result. 
We’ll call it…The Book Club. Let’s do this. 

SENSIBILITIES 
WHAT MATTERS THIS MONTH BY STEPHANIE WILSON
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BLUE
True

18   PHILADELPHIA    JANUARY 2020



BLUE T
he urban center of 
Philadelphia may 
seem an unlike-
ly home base for a 
powerhouse outdoor 

brand, but you wouldn’t know 
it from the success of United By 
Blue, an Old City–based clothier 
and coff ee connoisseur. For more 
than nine years, UBB’s been bring-
ing sustainably built goods to the 
city while driving positive change 
in an industry hardly known as 
environmentally friendly. 

United By Blue’s name comes 
from its founder’s belief that 
we are united by the blue of the 
world’s waterways and share the 
responsibility of protecting them. 
And the company takes this re-
sponsibility seriously, committing 
to cleaning and protecting our 
planet with each and every sale. 

Protecting Our Planet
Disturbing statistic: every day, 
38,356,164 pounds of trash are 
dumped into our oceans. For ev-
ery item you buy, United By Blue 
is fi ghting this tide, putting sweat 
behind its pledge by committing 
to remove a pound of trash from 
oceans and waterways for every 
product sold. Believing ocean 
waste is one of the most press-
ing current environmental issues, 
UBB is focused on confronting 
ocean and river trash—and tack-
ling it head on. 

To date, the company has re-
moved 2.1 million pounds of trash 

from rivers and streams across 
the country. And UBB doesn’t 
farm out this task, instead hosting 
cleanups where team members 
and locals roll up their sleeves to 
pick up trash in rivers, oceans, 
and streams. It organized its fi rst 
community cleanup the same 
week it sold its fi rst T-shirt, and 
the brand has since taken the 
show on the road with cleanups 
around the United States. 

These cleanup tours travel 
across America, stopping in cities 
such as Boulder and San Francisco 
as well as hometown river clean-
ings right here in Philadelphia. 
From Frankford Creek to the Dela-
ware River, local cleanups give you 
a chance to give back to your Philly 
community. Inspired to clean a 
nearby waterway? Buy UBB’s $5 
DIY cleanup kit, which includes 
gloves, garbage bags, and a guide to 
making a diff erence on your own. 

Shopping Sustainably 
United By Blue is a certifi ed 
B-corp and innovator of perennial 
favorites; all its apparel and ac-
cessories are responsibly sourced 
and sustainably constructed with 
materials such as organic cotton, 
recycled polyester, and American 
bison fi ber. 

Its products are now found 
at 1,000 retail locations, online 
at unitedbyblue.com, and at its 
new(ish) Old City fl agship retail 
store, which blends outdoor cloth-
ing, gear, and accessory sales with 

Philadelphia’s UNITED BY BLUE is saving America’s 

waterways one shirt at a time.

TEXT JENNY WILLDEN
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a café featuring fresh food, fair 
trade coff ee, and seating for 50. 

Visit the UBB fl agship shop to 
buy cozy socks and jackets insu-
lated with discarded bison fur or 
the new responsibly sourced, sus-
tainably built fl annel shirt—and 
know your dollars also help keep 
the Schuylkill River clean. 

Located on bustling Race 
Street, the fl agship is (unsurpris-
ingly) sustainably constructed 
and is one of Philadelphia’s fi rst 
LEED-certifi ed retail stores. Built 
with salvaged wood from an old 
Maryland barn and chalkboards 
from Philadelphia schools, every 
bit of the store tells a story. The 
shop also hosts social First Friday 
events and sells footwear and gear 
from numerous outdoor brands. A 
smaller, coff ee-oriented location is 
located on Walnut Street in Uni-
versity City. The brand also hosts 
pop-up shops in other US cities. 

Building Truly Responsible Gear
Despite being a brand that makes 
its money selling apparel and gear, 
United By Blue wants you to buy 
less. Its clothing is designed with 
timeless styles that are built to 
last, and it strives to make you a 
conscious consumer by off ering 
reusable coff ee cups, cutlery sets, 
and to-go meal kits to reduce the 
amount of trash you create. 

And while using recycled fi bers 
in apparel production is nothing 
new, UBB is ushering in a new era 
of sustainability by putting typically 
discarded fi bers to work. American 
bison fi ber is a rarely used by-prod-
uct of the ranching industry, but 
UBB spent six years building a sup-
ply chain for the fi ber—sparing it 
from the landfi ll and harnessing it 
as a natural insulation the company 
calls BisonShield.

UBB founder Brian Linton says 
embracing bison for a cold-weath-
er insulation was a natural choice: 
“Bison don’t migrate south for the 
winter.” Like wool, bison fi ber is 
cool in the summer and warm in 
the winter—thanks to its tem-
perature-regulating powers—and 
it can keep humans warm down 
to 0°F. 

The cleaned bison fi ber is blend-
ed with wool into BisonShield, a fi ll 
that rivals competing duck down 
and synthetic insulations. Try it in 
the new Bison Ultralight Jacket, a 
down alternative that’s hypoaller-
genic, naturally lightweight, and 
after much refi nement, packable. 

Beyond bison, UBB is greening 
other popular gear categories like 
backpacks and fl annels. Its Respon-
sible Flannel is constructed from 
organic, chemical-free cotton with 
biodegradable Corozu buttons 
made from nuts and nontoxic dyes. 

To date, United 
By Blue has 

removed2.1 
mill ion 
pounds
of trash from 

rivers and 
streams across 
the country.

United By Blue volunteers clean Philly-area waterways.
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• Indoor Gardening •
• Hydroponic Systems •

• Soil • Nutrients • Lights •

306 W 6th Ave., Conshohocken, PA 19428
(484) 344-5957   |   deeprootsgrowsupply.com

@deeprootsgrowsupply
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CONNECT WITH YOURSELF AND OTHERS 

IN CITIES AROUND THE GLOBE

TOKEATIVITY.COM/CONNECT
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Bonus: It’s softer than other fl annels 
and softens more with every wash. 

UBB also repurposes single-use 
plastic into bags, backpacks, and 
pet accessories with its (R)evolu-
tion Collection. From convertible 
totes to weekenders to toilet-
ry-stashing Dopp kits, each bag is 
water and stain-resistant with veg-
etable-tanned leather, and all are 
guaranteed for life. If a strap tears 
or the bag breaks, send it back, 
and UBB will repair the damage.

Bringing Outdoor Gear to the City
Increasingly, millennials are 
looking to own less and borrow 
more, renting everything from 
clothing to cars to furniture. But 
for Philadelphians looking to 
camp, the rental options have 
been few. Enter United By Blue’s 
new Get Outta Town Philadel-
phia Gear Rental Program. 

Philly locals without the tools, 
time, or fi nances to get camping 

gear can visit United By Blue’s Old 
City fl agship store to rent sleep-
ing pads and bags, lanterns, camp 
kitchen supplies, and more. It’s 
a perfect solution for apartment 
dwellers lacking space or those 
who only camp occasionally. 

Choose from single, double, 
and four-person camp kits, camp 
kitchen kits, or assorted items 
loaned out one at a time. Just re-
serve your trip dates online, pick 
your gear up at the Old City store, 
and return it there when you’re 
back in the city. Getting outside 
has never been easier. 

Big on Benefi ts
United By Blue’s management 
team is also headquartered in 
Old City, with its offi  ces located 
just down the road from its fl ag-
ship shop in its original coff ee-
house location. 

As a company, UBB’s guid-
ing principles go beyond gear 

and trickle down to employees 
too. UBB believes in promot-
ing greatness in employees and 
helping them thrive, not promot-
ing outdated corporate structure. 
With a laid-back dress code and 
dog-friendly offi  ces, UBB pro-
motes productivity, not strict 
rules. Vacation is unlimited (yes, 
you heard that right), and every 
employee (full-time or hourly) 
receives product discounts, full 
medical coverage, paid family 
leave, and a 401K savings plan—
all perks designed to keep em-
ployees healthy and happy. 

United By Blue has quickly made 
a name for itself in the outdoor gear 
world, building the company with 
the belief that successful brands can 
do serious conservation work. Sup-
port its mission and help clean our 
oceans by shopping small, joining a 
cleanup, or simply grabbing a coff ee 
at one of the company’s two Phila-
delphia locations. 

United 
By Blue is 
ushering a 
new era of 
sustainability 
by putting 
typically 
discarded 
fi bers to 
work.

SHOP BLUE

Flagship 205 Race St., Philadelphia
Walnut Street Store and Cafe 

3421 Walnut St., University City
unitedbyblue.com

United By Blue's fl agship store and coff eehouse

PH
OT

OS
 C

OU
RT

ES
Y 

OF
 U

NI
TE

D 
BY

 B
LU

E

JANUARY 2020    SENSIMAG.COM   23



24   PHILADELPHIA    JANUARY 2020



C
aitlin Fisher, an Ohio writer who describes 
herself as “queer as hell, autistic, prone to 
sudden outbursts of encouragement” and a 
lover of avocados, cats, plants, and soy chai 

lattes, released a new book this year, The Gaslight-
ing of the Millennial Generation, based on a blog 
post by the same name that caught Twitter’s fancy 
and went viral in 2016. “The millennial generation 
has been tasked with fi xing the broken system we 
inherited and chastised for not doing it right or 
daring to suggest improvements,” she wrote in the 
original post. “If you think we’re doing a bad job, ask 
yourself how it got this way in the fi rst place.”

For Fisher, “OK, boomer”—the catch phrase 
that has surfaced as a way to dismiss stubborn, 
intolerant older folks—is nothing new. “We live in 
a meme culture, and this is a viral punchline,” she 
says. “It’s the new ‘whatever,’ a mic drop of, ‘I’m 
not dealing with this anymore.’”

Most boomers were blissfully unaware of 
the phrase “OK, boomer” until this fall, when a 
25-year-old member of the New Zealand Par-
liament let it fl y during a speech about climate 
change and the New York Times ran a “Style” sec-
tion piece on it. Nearly every mainstream me-
dia outlet followed suit. Establishment boomers, 
publicly butt-hurt, declared intergenerational war, 
culminating in 60-year-old radio host Bob Lons-
berry calling the phrase “the n-word of ageism” in 
a tweet he later deleted. Reaction was swift, fi erce, 

Is “OK, BOOMER” a slur, a sign of 
increasing generational con� ict, or 
just a meme-able mic drop?

TEXT ROBYN GRIGGS LAWRENCE
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and often hilarious. “You 
can’t say that, #boomer is 
our word,” @JazzHendrix 
tweeted. “But you can say 
booma.”

Though new to the 
mainstream media, 
#OKBoomer has been 
around awhile. Its fi rst 
recorded use is in 2015 
on 4chan, and it made its 
way to Reddit by 2017, 
according to Know Your 
Meme. In 2018, it erupt-
ed in a fl urry of tweets 
responding to politicians 
criticizing millennials and 
their successors, Gen Zs, 
and it’s now a Twitter 
and Reddit standby. 

On the subReddit 
r/BoomerTears, 17,400 
members post “any sour 
or garbage logic from 
boomers explaining 
why they’re special or 
complaining.” #Boomer-
Advice, blasting out-of-
touch words of wisdom 
from you know who, 
trends pretty regular-
ly on Twitter. And of 
course, there’s a viral 
TikTok of a white-haired 
boomer ranting while a 
teenager scribbles “OK, 
Boomer” (fl anked with 
hearts) on his note-
book as well as an “OK, 
booomer” song that has 
spawned 4,000 TikToks. 
Hoodies, t-shirts, phone 
cases, and stickers em-
blazoned with the phrase 
are available on Redbub-
ble and Spreadshirt. 

This is not your father’s 
generation gap; memes 

like “OK, boomer” spread 
exponentially faster in 4G. 
“We can talk to people 
across the world, and we 
have the power to create 
whole new movements and 
share information really 
fast,” Fisher says. “Teen-
agers are no longer rolling 
their eyes at the dinner 
table. Now, teenagers are 
joining the revolution.”

WHAT IS THIS 
REVOLUTION?
Millennials—along 
with their predecessors, 
Gen X, and successors, 
Gen Z—are angry. And 
whether they deserve it 
or not, boomers are tak-
ing the blame for social 
and historical factors that 
haven’t been kind to the 
generations that followed 
them. Boomers got col-
lege degrees “for the price 
of a McChicken,” accord-
ing to one Redditor, while 
millennials are strapped 
with record student loan 
debt. The climate crisis 
and the rising tide of na-
tionalism, inequality, and 
economic uncertainty 
all happened under the 
boomers’ watch. They 
elected Donald Trump.

Even to boomers, it’s 
pretty clear this hip-
pie-cum-capitalist gener-
ation kicked a lot of cans 
down the road while they 
were chasing profi ts and 
partying like it was 1999 
(well into the 21st cen-
tury). “How many world 
leaders for how many 

TALKING ’BOUT MY GENERATION
Pundits break US generations into general-
ly accepted categories, though there s̓ hardly 
universal agreement about when one ends and 
the next begins. Age can be a powerful predictor 
of attitudes and behaviors because it denotes 
where someone was in their lifecycle during spe-
cifi c time periods and historical events. “Boom-
ers” born after 1960 were toddlers during Wood-
stock and Vietnam and are more likely to identify 
with The Breakfast Club, not The Big Chill. And 
the lines between millennials and Gen Z are as 
fl uid as its members. They share a lot of char-
acteristics and have quite a bit in common with 
their great-grandparents  ̓generation as well.

GREATEST GENERATION: 1901–1925 Conservative, 
security-oriented, grew up in Depression and 
came of age during WWII

SILENT GENERATION: 1925–1945 Thrifty, moral, 
conformist, patriotic, came of age as America 
became a superpower

BABY BOOMERS: 1946–1964 Indulged, self-cen-
tered, iconoclastic, goal-centric, competitive, 
came of age during post-WWII boom

GENERATION X: 1965–1980 Freedom-loving, fam-
ily-oriented, multicultural, jaded, grew up as 
latch key kids after Watergate and Vietnam

MILLENNIALS (A.K.A. GEN Y): 1981–1996 Techno-
logical, independent, image-driven, open-mind-
ed, ethnically diverse, grew up during peaceful 
times but lost innocence to 9/11, Iraq and Af-
ghanistan confl icts, and the Great Recession

GENERATION Z: 1997–2012 Traditional, family- and 
security-oriented, image-driven, open-minded, 
collaborative, most diverse (52% non-Hispanic 
whites), grew up with global terrorism, school 
shootings, smartphones, and social media 

BEFORE IT WAS OK

The term baby boomer 
was fi rst used in a 1963 
Salt Lake City Tribune 
article about the spike 
of births that occurred 
during the decade 
following World War II.
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decades have seen and 
known what is coming 
but have decided that it 
is more politically expe-
dient to keep it behind 
closed doors? My genera-
tion and the generations 
after me do not have that 
luxury,” Chlöe Swarbrick 
told the New Zealand 
Parliament in her climate 
speech just before she 
dropped the OK bomb.

Even more maddening, 
boomers won’t acknowl-
edge that younger gener-
ations are being forced to 
operate in a completely 
diff erent economy, with-
out the equity and safe-
guards boomers had and 
with huge fear about the 
future. “The world is just 
diff erent,” says 30-year-
old Lindsey Turnbull, 
who owns an empower-
ment company for teen 
and tween girls, Miss-
Heard Media. “We need 
the adults to acknowledge 
that and not brush kids’ 
very real worries off  as 
hormones.” 

These millennials are 
quick to point out that 
not every boomer is a 
“boomer” (thank God!). 
And furthermore, any-
one who is intolerant to 
new ideas and unwilling 
to unlearn their biases 
can be “OK, boomered.” 
It’s more about attitude 
than ageism. 

“I know how exhausting 
it can be to debate with 
people, especially online, 
who are really adamant 

about not seeing another 
point of view,” says Turn-
bull. “‘OK, boomer’ just says 
you’re not wasting all that 
time and emotional energy 
trying to come up with a 
well-thought-out response 
when the person on the oth-
er side doesn’t listen.”

TRENDING ON 
WHITE TWITTER
One of the biggest issues 
many people see with this 
meme-inspired revolu-
tion is that its guerrillas 
tend to be of a type—up-
per-middle-class white 
youth—and they’re com-
plaining about issues like 
lack of economic oppor-
tunity and silencing that 
people of color have been 
dealing with for centuries. 
Black Twitter sees #Ok-
Boomer as nothing more 
than disrespect for elders. 
“White Brogressives never 
cared about income ineq-
uity when it was just black 
or brown folks on the 
wrong end of it,” 
@Wonderbitch82 posted. 

Bhaskar Sunkara, found-
er of Jacobin magazine and 
author of The Socialist Mani-
festo: The Case for Radical 
Politics in an Era of Extreme 
Inequality, believes white 
upper middle-class youth 
who fi nd themselves shut 
out of the housing market 
and exploited by the gig 
economy should aim their 
angst at investment bank-
ers, not boomers. “These 
young people are surround-
ed by baby boomers who’ve 

hoarded all the wealth and 
polluted the planet in the 
process; they haven’t had to 
witness—or deal with the 
ramifi cations of—old age 
and precarity for millions of 
working people in that gen-
erational cohort,” he writes 
in the Guardian. “Instead 
they get to revel without 
self-refl ection in oedipal 
angst about their elders—
many of whom were kind 
enough to pass them their 
ill-gotten privileges.”

Fisher doesn’t dis-
agree. “It’s important to 
acknowledge that ‘OK, 
boomer’ is about privi-
leged older people, baby 
boomers in Congress who 
keep voting to give them-
selves pay raises but don’t 
want poor older people 
to have aff ordable health 
care,” she says. “While 
we’re fi ghting against the 
‘royal boomer’ we can’t 
ignore the needs of older 
people in our communi-
ties. Ageism is really seri-
ous. There’s elder abuse, 
and medical debt is bank-
rupting older Americans. 
We can’t point to all older 
people and say they are 
the problem the way they 
point to our generation 
and say we are the prob-
lem. We have to open up 
the conversation.”

The conversation opens 
up for Turnbull, who lives 

in Washington, DC, when 
she mingles with people 
of all ages during politi-
cal marches and protests. 
But in many places in 
the US, opportunities for 
cross-generational con-
versation are becoming 
rare as children are shunt-
ed into age-based sports 
and activities while the 
elderly are sent to care fa-
cilities, says Timiko Tan-
ka, an associate profes-
sor of sociology at James 
Madison University. “As is 
said in an African proverb, 
‘It takes a village to raise 
a child,’” she says. “But 
today, many children are 
growing up without such a 
community.”

Tanka says intergenera-
tional care centers, which 
are starting to crop up 
across the country, have 
been proven to be useful 
in reducing age-based 
prejudice and stereotyp-
ing. In her Social Geron-
tology course, students 
spend at least 20 hours 
interacting and becoming 
comfortable with elderly 
people—so comfortable 
that by the end of the 
semester, they’re playing 
cards together. Schools, 
care facilities, and munic-
ipal governments need to 
create more opportunities 
for people to share diff er-
ent perspectives, she says. 

“‘OK, boomer’ is a 
warning that we need to 
fi nd a bridge, not a wall, 
and have meaningful con-
versation,” says Tanka. 

Generationalism: the 
systematic appeal to the 
concept of generation 
in narrating the social 
and political as a way of 
explaining political and 
social shifts.
SOURCE: Baby Boomers and Generational 
Confl ict by Jenny Bristow (2015)
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ARRESTED
DEVELOPMENT

S P EC I A L  R E P O RT

While legalization is 

on a roll, these six 

ridiculous cannabis 

laws and regulations 

made it onto the books 

across the country.

TEXT LINDSEY BARTLETT
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C
annabis prohibition is falling like an old empire across the United States. Yet not all new laws and 
regulations surrounding cannabis are winners. There are many laws in legal marijuana markets, both 
medical and adult-use, that are not based on data but are in fact quite arbitrary. At best, these regu-
lations are off -base. At worst, they are curtailing access for medical patients who desperately need to 
access their medication. Laws have forced patients, adult consumers, and cannabis companies alike 

to jump through unnecessary hoops in order to get weed. But why?
Lawmakers have predisposed notions of what would happen if weed became legal. Unfortunately, many 

of the laws you see today were written by people coming from the perspective of a deeply ingrained “Reefer 
Madness” culture. Those in charge fear repercussions that are simply not backed by the data. When laws 
are developed through that lens, they are not likely to make a lot of sense.

It will take time to iron out these regulations, but someday they will be history. Fingers crossed. Here are 
six ridiculous, arbitrary, and damaging cannabis laws across the country.

NO RESTROOMS 
ALLOWED

In West Hollywood, a lot of attention has been given 
to the country’s fi rst open cannabis consumption 
lounge licensee. The Original Cannabis Cafe 
(previously known as Lowell Farms) has one 
bizarre quirk in its regulations forced by zoning. The 
restroom, formerly a part of the building located 
within the walls of the restaurant, had to be built out 
with a separate entrance. 

The café owners told Sensi they were asked to dis-
connect the bathroom from the main building space. 
This forces customers to exit the front door and 
walk around the exterior of the building to use the 
restroom. Before opening its doors in October 2019, 
the restaurant scrambled to comply with this seem-
ingly arbitrary building requirement. 

As far as zoning is concerned, cannabis consumption 
needs to happen in a closed space. It is all very confus-
ing. But the fi rst cannabis consumption licenses to get 
off  the ground will undoubtedly have some kinks.

LIMITED 
LINEUP

Yes, there is a medical marijuana program in New York. 
No, it is not making a dent in the demand in the unli-
censed market. This can be attributed to the state’s strict 
regulations, which make it so the only available products 
are items that aren’t as popular with medical patients. 

Products in New York are limited to edible cannabis 
concentrate oil, capsules, or topicals. You can’t smoke 
it. Keep in mind, the allowable cannabis concentrate 
oil is not the same as the popular oils you’d dab with 
or put in a vape pen. You also can’t buy edibles that are 
already made with cannabis. Just capsules. New York 
consumers and patients do not have the option of reg-
ular ol’ fl ower. 

This tight restriction on the products available 
for sale has deterred many cannabis patients, store 
owners, and cultivators from participating. While its 
medical program was enacted in 2014 by the Compas-
sionate Care Act, the state has fewer than 30 medical 
dispensaries fi ve years later. 
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ENVIRONMENTALLY 
UNFRIENDLY 

All the largest markets have one unfortunate regula-
tion in common: You cannot recycle or reuse any can-
nabis packaging. In Oregon, plastic childproof con-
tainers are required, but once the container is used to 
store cannabis, it is not allowed to be recycled, mean-
ing all this plastic packaging ends up in landfi lls. The 
Bureau of Cannabis Control in California and Wash-
ington State laws make recycling products diffi  cult. 
Colorado does not have any language in place for the 
recycling of cannabis containers. 

It will become a Goliath issue if these laws are not 
amended to make practical recycling a part of the can-
nabis industry. Companies want to recycle, and they 
want a safe and eff ective way to reuse the old vape car-
tridges that are brought back into the store. Bad news is, 
because of these strict state regulations, they can’t. One 
solution companies are fi nding is to begin with recycled 
and reclaimed plastic, like products made by Sana. An 
innovative company called TerraCycle off ers another 
solution in melting down and cleaning cannabis pack-
aging waste. But like all other industries grappling with 
the plastic problem, the most impactful changes will be 
made top-down, not at the consumer level.

NOT FIT 
TO PRINT

Marketing regulations for the cannabis industry are a 
patchwork of chaos. There remain a limited number 
of ways that companies can advertise, and those laws 
vary state-by-state. Facebook and Instagram have 
gone out of their way to shadow ban cannabis com-
panies, sometimes deleting the accounts of licensed, 
legal businesses. Google AdWords doesn’t play nicely 
with cannabis companies either, off ering payment 
ad options to very few exceptions. In Colorado, you 
can’t advertise on billboards, on mobile, in banners, 
or in handout leafl ets. California allows cannabis 
companies to advertise on billboards, but there is 
currently a lawsuit attempting to ban that method.  

As a result of this mess, the industry has gotten 
creative with advertising. This very magazine is one 
avenue that exists without restriction, paving the way 
for marketing in the cannabis world. 
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MANDATORY 
MONOPOLY

Some cannabis regulations go so far as to defy cap-
italism at its core. In Vermont’s medical cannabis 
program, for example, a registered patient must 
choose one—and only one—dispensary to buy from. 
Patients can change their designated dispensary, but 
only once every 30 days, and only for a $50 fee. The 
cost is an access issue for many medical patients. 

Another peculiar move for Vermont: while any 21-
plus adult can legally grow two mature and four im-
mature plants for personal use outside in the sunshine 
(fenced yard, screened from public view), medical 
cannabis patients must grow indoors if they want to 
take advantage of the higher plant count available to 
them (seven immature).

CASH OR… 
CASH

States that legalize cannabis want cannabis tax mon-
ey. But they don’t allow companies to have a safe way 
to pay their bills, pay their employees, and to store 
revenue. Until the SAFE Banking Act makes its way 
through the Senate and eventually to the desk of 
President Trump, there is a massive regulatory issue. 
Dispensaries across the country are forced to operate 
as cash-only businesses—in a cash-only billion-dollar 
industry. 

Stripe, Square, and other payment apps are crack-
ing down not only on cannabis businesses, including 
CBD businesses, but on ancillary companies as well. 
Hopefully a solution will be found in the SAFE Bank-
ing Act. Cannabis businesses need to be able to lean 
on legitimate fi nancial institutions. 
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The pet wellness industry is taking o� , with a barkload of new 

ways to give your pooch some extra pampering.

TEXT STEPHANIE WILSON  

I
’m sitting at my desk in 
the early hours of the 
morning struggling to 

write the anecdotal open-
er to this story. There’s 
soft music playing, so 
soft I can hear Gidget’s 
content snores coming 
from the pineapple dome 
she sleeps in when I’m at 
my desk. 

If the music were too 
loud, she would stomp 
as much as a chihuahua 
could out to the living 
room to get in her pres-
sure-activated heated 
bed, engulfed by the soft 
white throw blanket I 
bought for myself. Gidget 
saw it, she liked it, she 
wanted it, she got it.

This is the way it 
works. The nails on my 
fi ngertips are past due 
for a manicure (Gidget 
got hers done today). My 
dinner was peanut but-
ter spooned from the jar. 
Gidget dined on a gour-

met blend specially for-
mulated to deliver the ex-
act level of antioxidants, 
vitamins, fi ber, probiotics, 
and minerals she needs 
for optimal health. After 
dinner, she got a bath and 
a towel massage before 
tucking into the pine-
apple. That’s when I sat 
down to start writing. 

I work hard so my dog 
can have a better life. 
The meme is real.

HOOMANS AND FLOOFERS

I wouldn’t have it any 
other way. Gidget may 
be a furry freeloader, but 
she’s my furry freeload-
er and I love her hard. 
Because she is awesome. 
All dogs are. Fight me: 
I’m an elder millennial, 
and I’ve got a genera-
tional army of pet-pam-
pering 20- and 30-some-
things to back me up.

Millennials have been 
accused of killing a 

whole host of things.* 
Really, we’re just re-
directing our limited 
discretionary funds to 
things we deem more 
worthy than, say, an 
intrinsically worth-
less shiny stone that De 
Beers’ marketing fi rm 
convinced Americans is a 
token of love and esteem 
that lasts forever. (Read: 
millennials are killing 
diamonds.) 

Millennials do spend 
money on pets. This 
year, the US pet indus-
try is projected to rake in 
$75.28 billion, up more 
than 30 percent since 
2010 according to the 
American Pet Product 
Association (APPA). A 
majority of millennials 
(76 percent) would be 
more likely to splurge on 
luxury items like expen-
sive treats or a custom 
bed for their pets than 
for themselves.

WOO-WOO  WOOFER S
KILLING SPREE

I typed “millenni-
als killed” into the 
search bar and au-
tocomplete results 
included “mayo,” 
“Hooters,” “golf,” 
“romance,” and 
“malls.” We should 
be thanked, all 
those needed to 
go—yes, includ-
ing romance as de-
fi ned by the patriar-
chal archetype, but 
thatʼs a diff erent 
topic for a diff erent 
day. Weʼre talking 
about dogs here.
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“The pet care indus-
try is booming, as people 
around the world—espe-
cially millennials—blur 
the line between human 
child and animal,” ac-
cording to Business In-
sider. The senior brand 
manager of Purina, Ryan 
Gass, suggests that mil-
lennials are putting off  
marriage and having 
children, turning to pets 
to “fi ll that void,” but I 
don’t know what void 
he’s talking about, so 
we’re moving on. 

Millennials’ love for 
their pups is so intense, 
it’s spawned its own lan-
guage. Us hoomans chase 
our heckin fl oofers, iPhones 
in hand, snapping pics of 
their snoots and bleps to 
share with frens, posting 
with captions about the 
goodest boy in the world. 

This has all led to a 
rise in what more seri-
ous folks call the “hu-
manization of pets.” 
Sounds ominous. But it 
indicates how much our 
lives and our pets’ lives 
are intertwined—and 
therefore following the 
same trends. And what’s 
trendier or more millen-
nial than wellness, well-
ness everywhere? 

In 1979, veteran jour-
nalist Dan Rather quipped 
during an episode of 60 
Minutes, “Wellness…that’s 
a word you don’t hear ev-
ery day.” Fast forward 40 
years, and we’re hearing 
the word so much every 

day it’s almost lost all 
meaning. The fresh “pet 
wellness” phrase could 
mean pets are doing well 
overall or it could mean 
pets are judging you for 
not drinking kombucha. 

Don’t worry, dogs don’t 
judge. But they are get-
ting more probiotics in 
their diets, just not from 
kombucha. Probiotics in 
sales of pet foods grew 
by 139 percent last year, 
according to the Nielsen 
market report, “Trends 
in Pet Care Mirror Those 
of Pet Owners.” We eat 
super foods; our dogs 
eat super foods. We 
take CBD; our pups take 
CBD. We get massages; 
our dogs get massages. 
We have fi tness studios 
where you can work out 
with your dog, acupunc-
ture for pets, doggy day 
spas with swimming 
pools you can rent out for 
puppy parties. 

LAYING ON HANDS

Oh, yeah, and dog Reiki is 
a thing here, too. Gidget 
hasn’t tried it yet; she—
like me—thinks it sounds 
a little bit woo-woo. 

This is how Health mag 
describes the basic prin-
ciple: “Energy medicine 
(or biofi eld therapies) is 
the act of channeling and 
manipulating the energy 
that courses through your 
body in order to heal it. 
This can be done with 
hands-on practices such 
as acupuncture and Reiki, 

as well as sensory-based 
experiences, like the use 
of crystals, sound baths, 
and aromatherapy.”

In Denver, Zen 
Pet is all about these 
modalities. Run by Dr. 
Becca Klobuchar, the 
mobile holistic veterinary 
medicine’s range of 
services is rooted in 
energy balancing and 
Chinese medicine.

“I began exploring 
holistic therapies in an 
eff ort to provide pets 
with additional healing 
options when traditional 
treatments were unsuc-
cessful,” says Klobuchar. 
“The intuitive treatment 
modalities I use approach 
pets’ health from the 
physical, energetic, and 
spiritual perspectives.” 

The energy balancing 
service is based on the 
concept that all living 
things have their own 
energy fi eld that, when 
not in balance, can lead 
to disease, emotional 
stress, and pain. During 
a session, the ancient 
practice of “laying on 
of hands” transmits the 
healing energy of the 
universe through the 
practitioner to the ani-
mal for healing eff ects. 

While energy medicine 
is the farthest mystical 
extreme of the modern 
wellness world, there are 
some forms backed by 
science. Acupuncture, 
for one, and even Reiki. 
Health reports that a 2010 

US HOOMANS 
CHASE OUR HECKIN 
FLOOFERS, IPHONES 
IN HAND, SNAPPING 
PICS OF THEIR 
SNOOTS AND BLEPS 
TO SHARE WITH 
FRENS, POSTING 
WITH CAPTIONS 
ABOUT THE 
GOODEST BOY IN 
THE WORLD.
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review of research in the 
International Journal of 
Behavioral Medicine found 
strong evidence that bio- 
fi eld therapies such as Rei-
ki and therapeutic touch 
can alleviate pain. 

The caveat: It could 
be a placebo eff ect, and 
our pups aren’t swayed 
by the power of sugges-
tion. But if you think it’s 
working for her, then the 
session is working—for 
you. It’s called the “care-
giver placebo eff ect,” and 
there’s nothing wrong 
with it. As long as it’s 
used in conjunction with 
traditional vet visits—a 
supplemental part of a 
whole wellness plan. 

CHIRO FOR CANINES

Dog chiropractic is an 
another emerging fi eld 
gaining traction as a 
benefi cial supplemental 
treatment therapy. At 
Denver Central Chiro-
practic (DCC) in Cen-
tennial, Dr. Erin Mo-
ran is providing holistic 
health care to both peo-
ple and pets—“holistic 
health care for you and 
your dogs.” While it’s 
still an emerging fi eld, 
animal chiropractic at 
its core follows the same 
principles and practices 
as the human kind. She 
suggests you consider 
chiropractic treatments 
if your pooch is showing 
signs of pain: reluctant 
to climb stairs, diffi  cul-
ty getting up after laying 

down, constantly licking 
or chewing paws, walk-
ing diff erently.

“Dogs get the same 
back issues as people, 
and chiropractic is a 
great option to address 
those issues without the 
use of drugs or surgery,” 
says Moran. “People get 
great results from see-
ing a chiropractor, and 
I want people to know 
that their dog can experi-
ence the same benefi ts.” 

It’s a nonsurgical, drug-
free option for correcting 
disorders related to a fi x-
ation in the spine or joint. 
When vertebrae become 
immovable through trau-
ma, injury, or standard 
wear-and-tear, the joints 
between them become 
jammed, often aff ecting 
the nerves in the congest-
ed area. Those nerves are 
the communication link 
between the brain and 
the spinal cord, so when 
they are out of order, it 
can set off  a cascade of 
eff ects that leads to pain 
and loss of function. 

But pets can’t tell 
us where they hurt or 
why they’re limping, 
so treatments are a bit 
more complicated. When 
working with animals, 
Moran looks for abnor-
mal or restricted move-
ment, with a goal of re-
storing it to reduce pain 
and improve mobility. 

“The results I’ve seen 
have been amazing,” she 
says. Moran has helped 

dogs who have lost the 
use of their back legs be-
cause of slipped discs; af-
ter adjustments, they’re 
able to regain use of 
their legs and walk again. 
She also treats arthrit-
ic dogs, “getting the pep 
back in their step so they 
can have a better quality 
of life.”

Healthy pets can expe-
rience benefi ts of spine 
checkups, too, she points 
out—especially active 
and athletic ones. The 
DCC website is clear that 
the practice is not meant 
to replace veterinary 
medicine. Rather, animal 
chiropractors work in 
conjunction with veter-
inarians, treating areas 
that often go unnoticed 
by traditional care.

And that pain in 
your back as a result of 
hunching over your desk 
spoon-feeding yourself 
peanut butter while your 
pooch snuggles in your 
new comforter? As it 
turns out, living with a 
dog is good for human 
health as well. Having a 
pet lowers stress, reduc-
es blood pressure, and 
may even help you live 
longer. So says science. 
So they deserve to live 
the same aspiration-
al lifestyle to which we 
have made them accus-
tomed. It’s the least we 
can do to repay the un-
conditional love 
Rebecca Treon contributed 
to this piece.PH
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LIVING WITH 
A DOG IS GOOD 
FOR HUMAN 
HEALTH AS 
WELL. SO 
SAYS SCIENCE. 
SO THEY 
DESERVE 
TO LIVE A 
HEALTHIER 
LIFE RIGHT 
ALONG 
WITH US.
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DIVAGIRL PHILLY

Maria “Majet” Reyes, MS
community.divagirl-inc.com
@divagirlphilly

Sweet, Sweet 
Kool-Aid

DivaGirl Philly empowers women in business.

TEXT JENNY WILLDEN
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From paramedic 
to trauma coun-
selor to entrepre-
neur, Maria “Majet” 
Reyes, MS, is on 

her third career it-
eration of the past 
10 years, and this 
time she’s focused 
on helping others 

grow. Reyes is the 
owner of the fi rst 
American franchise 
of DivaGirl, an or-
ganization dedicat-

ed to helping wom-
en business owners 
succeed.

After becoming 
a paramedic fol-

lowing 9/11, Reyes 
grew burned out 
from the high-
stress job as a new 
mom and wanted 

42   PHILADELPHIA    JANUARY 2020



to shift gears and 
grow. She received 
a master’s degree 
in trauma coun-
seling at Jeff erson 
and soon opened a 
practice in Phila-
delphia specializ-
ing in supporting 
fi rst responders. 
She’s set on erasing 
the stigma of ther-
apy, but attending 
a DivaGirl event in 
Toronto made her 

want to build her 
community too.

“I saw these 
women who were 
so happy and pos-
itive, and I won-
dered what they 
were doing. I 
wanted to drink 
their Kool-Aid!” 
she says. “With no 
background or ex-
perience, I talked 
to the owner about 
bringing DivaGirl 

back to the US.”
DivaGirl’s been 

in Philly for fi ve 
years and boasts 
50 local members 
and 800 interna-
tional ones. The 
organization hosts 
monthly network-
ing events, an an-
nual wellness and 
empowering con-
ference in spring, 
and a She Means 
Biz conference in 

the fall. In Janu-
ary, DivaGirl plans 
to open its own 
co-working space 
in Northern Liber-
ties to host events 
and give members 
a place to work.

 “We’re ready to 
grow in Philadel-
phia,” says Reyes, 
who’s looking for-
ward to the new 
space and upcom-
ing events. 

Photo credit to BeauMonde Photography 
with the logo . 
Photo credit to Brea Howard for the head-
shots without logo.

“I saw these 
women 
who were so 
happy and 
positive, 
and I 
wondered 
what they 
were doing. 
I wanted to 
drink their 
Kool-Aid!” 
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T H E  L I F E

C O C K TA I L

Philadelphia Dis-
tilling was the fi rst 
craft distillery to 
open in Pennsylva-
nia since Prohibi-
tion, and this win-
ter, we’re warming 
up with a gin-based 
cocktail by the dis-
tillery’s bar manag-
er, Canyon Shayer. 

The cocktail is 
centered around 
Bluecoat Barrel 
Finished Gin, a 
spirit made by ag-
ing the distillery’s 
lauded Bluecoat 
American Dry Gin 
for a minimum 
of three months. 
This enhances the 

gin’s softer notes, 
bringing out hints 
of caramel and 
whiskey—without 
losing its signature 
juniper and pepper 
fl avors. The mellow 
gin is paired with 
maple, bitters, and 
orange for a satis-
fying winter sipper. 

You can craft 
this cocktail 
at home, but if 
you’ve never vis-
ited Philadelphia 
Distilling, you 
should head to the 
Fishtown distill-
ery and tasting 
room. Located in 
the long-aban-

doned Ajax Metal 
Company ware-
house, the bar is 
modern, beautiful, 
and took over a 
year to revitalize. 
Today, only the 
leftover graffi-
ti and old photos 
document its by-
gone era. 

Let the 
Party Be Gin
Thaw out with this craft cocktail featuring 

Philadelphia Distilling’s Bluecoat American Dry Gin.

TEXT JENNY WILLDEN

By the Fire 
Serves: 1

I N G R E D I E N TS 

2 ounces Bluecoat 
Barrel Finished Gin
½ ounce Vigo Amaro
4 dashes Jack’s 
Black Cardamom 
Bitters
2 dashes Jack’s 
Citrus Bitters
¼ ounce maple 
syrup
Orange twist

I N ST RU CT I O N S 

• Combine all 
ingredients in a 
shaker or mixing 
glass with ice and 
stir for 30 seconds. 

• Strain into a rocks 
glass over a large 
new piece of ice. 

• Garnish with an 
orange twist and 
enjoy.
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Use code SENSI20
for 20% off your first order 
Available now at www.uleva.com

 * These statements have not been evaluated by the Food and Drug Administration. 
This product is not intended to diagnose, treat, cure, or prevent any disease.

www.uleva.com

Full Spectrum Hemp Extract 
Herbal Supplements rich in 
phytocannabinoids to help support 
your body’s endocannabinoid system*

Introducing 
UlevaTM

Full Spectrum Hemp Extract perfectly blended to: 
FUEL™ with green tea, FLEX™ with glucosamine  
and chondroitin, DIGEST™ with ginger, RELAX™  
with ashwagandha, RELIEVE™ with turmeric, 
SLEEP™ with melatonin

Whether you’ve been on the giv-
ing or receiving end of the phrase, 
“According to Emily Post [insert 
standard practice followed by polite 
society here],” you’ve been subject 
to her advice—or the advice of her 
decedents given through subse-
quent books, syndicated advice 
columns, and other teachings of the 
Emily Post Institute. The original 
manners mastermind literally wrote 
the book on etiquette, dictating 
the rules for social conduct in her 
1922 bestseller Etiquette: In Society, 
In Business, In Politics and At Home. 
While times have changed, many of 
the principals of good manners she 
outlined almost a century ago are 
still widely followed today.

Getting excited about etiquette 
is elevated to high fashion with a 
new installment by Lizzie Post, 
great-great-granddaughter to 
grand dame of all-things gracious 
and co-president of her family’s 
Vermont-based institute. Higher 
Etiquette: A Guide to the World of 
Cannabis, from Dispensaries to Din-
ner Parties is the most concrete ex-
ample to date of just how far we’ve 
come in removing the stigma 
surrounding cannabis. When the 
world’s most respected etiquette 
brand deems the formerly contro-
versial plant a topic for polite soci-
ety, it’s a milestone moment. 

The topics covered include ev-
erything from basic lingo to rota-

tion etiquette to pairing parties 
and “weedcations.” [Full disclo-
sure: Sensi president Tae Darnell 
is among the industry experts 
consulted for the project.] At the 
heart of the book’s message is 
the communal spirit of the plant, 
which is meant to be shared. 

The preface answers with the 
question undoubtedly on every-
one’s mind when they learn of 
the book’s existence: What would 
Emily Post think of it all? 

According to Lizzie Post, the OG 
of etiquette would support it. 

Higher Etiquette: A Guide to the World of Cannabis, 
from Dispensaries to Dinner Parties
$19, Penguin Random House
emilypost.com

T H E  L I F E

B O O K  R E V I E W

Proper Puff Piece
Lizzie Post follows her great-great grandmother’s path and 

de� nes the rules for cannabis etiquette.

TEXT STEPHANIE WILSON  
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Mummers 
Parade
Jan. 1
Broad Street, Philadelphia
phillymummers.com 

Don’t miss the old-
est folk festival in 
the US, an all-day 
parade and party 
where 10,000 col-
orful, costume-clad 
Mummers march 
down Broad Street. 
Sleeping in? Come 
late for the night-
time after-party on 
2nd Street. 

Center City 
Restaurant 
Week
Jan. 12–24
Various locations, Center City
centercityphila.org

Center City Fit
Tuesdays in Jan., 12–1 p.m.
Dilworth Park, 
Philadelphia
centercityphila.org

Notorious RGB: 
The Life and 
Times of Ruth 
Bader Ginsburg
Through Jan. 12
National Museum of 
American Jewish History, 
Philadelphia
nmajh.org

Blue Cross 
RiverRink 
Winterfest
Through March 8
Blue Cross RiverRink, 
Philadelphia
phillyholidayfestival.com

Cultural
Calendar
In January, the City of Brotherly Love warms 

up with parades, Cuban dancing, and even a 

taste of Evil Genius, beer that is.

TEXT JENNY WILLDEN

Marked by frigid, often snowy weather, January in 
Philly can feel like a month you’d rather spend at home 
(after you party at the Mummer’s Parade, of course). 
As temperatures dip, resist the urge to Netfl ix and chill 
and venture out for theater performances, winter fes-
tivals, and gallery strolls aplenty. Bundle up—we’ll see 
you in the city. 
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LEFT: MUMMERS DAY PARADE

Winter at 
Dilworth Park
Through Feb. 23
Dilworth Park, 
Philadelphia
phillyholidayfestival.com

Luminature at the 
Philadelphia Zoo
Through Jan. 5
Philadelphia Zoo, 
Philadelphia
philadelphiazoo.org

The Philadelphia 
Zoo transforms 
this winter for its 
fi rst-ever evening 
activation. This illu-
minated extravagan-
za features 600,000 
lights, 200 lit pen-
guins, and a 21-foot 
tall snake. Enjoy live 
music and libations 
for adults.

Friday Nights 
Jan. 3, 10, 17, 24; 5 p.m.
Philadelphia Museum of 
Art, Philadelphia 
philamuseum.org

On Fridays starting 
at 5 p.m., enjoy gal-
lery access and live 
music from bands 
like the folk group 
Honeysuckle. Each 
night’s revelry 
includes cocktails 
and tapas-style 
dishes.

First Friday
Jan. 3
Various locations, 
Philadelphia 
visitphilly.com

From Old City to 
Fishtown, First 
Friday evening 
events across the 
city gather art lov-
ers looking to visit 
galleries, studios, 
shops, bars, and 
restaurants for 
exhibits, sales, and 
happy hours. 

Peco Free 
First Sunday 
Jan. 5
The Barnes Foundation, 
Philadelphia
barnesfoundation.org

Save the $25 admis-
sion price and see 
the lauded Barnes 
art collection for 
free on the fi rst 
Sunday of every 
month. Addition-
ally, the day brings 
entertainment, 
informative talks, 
performances, and 
hands-on activities. 

Havana Nights: 
A Celebration of 
Cuban Food and 
Music
Jan. 6
World Cafe Live, 
Philadelphia
worldcafelive.com

The Band’s Visit 
Jan. 7–19
Academy of Music, 
Philadelphia
kimmelcenter.org

Drumline Live
Jan. 10–11
Merriam Theater, 
Philadelphia
kimmelcenter.org

Philly Home 
Show
Jan. 10–12 and 17–19
Pennsylvania Convention 
Center, Philadelphia
phillyhomeshow.com 

32nd 
International 
Conference 
and Festival of 
Blacks in Dance
Jan. 14–19
Kimmel Center Cultural 
Campus  ̓Merriam 
Theater, Philadelphia
philadanco.org

Lambertville-
New Hope 
Winter Festival
Jan. 18–26
Various locations, New 
Hope and Lambertville
winterfestival.net

Orchid 
Extravaganza
Jan. 18–March 22
Longwood Gardens, 
Kennett Square
longwoodgardens.org

Philadelphia 
Medical 
Marijuana 
Masterclass
Jan. 18, 9 a.m.–4 p.m.
Hampton Inn 
Philadelphia International 
Airport, Philadelphia
leafygreenagency.com

Evil Genius Beer 
+ Cheese Event
Jan. 19, 6 p.m.
Fishtown, Philadelphia
evilgeniusbeer.com

Greater 
Philadelphia 
Martin Luther 
King Day of 
Service
Jan. 20
Girard College, 
Philadelphia
mlkdayofservice.org

Do good and come 
be a part of the larg-
est King Day event 
in the nation. Join 
tens of thousands 
of people and honor 
Dr. King’s legacy 
by volunteering 
for service projects 
across the city. 

Philadelphia 
Flyers vs. 
Pittsburgh 
Penguins
Jan. 21
Wells Fargo Center, 
Philadelphia
nhl.com/fl yers

Riverdance: 
New 25th 
Anniversary 
Show
Jan. 21–26
Merriam Theater, 
Philadelphia
kimmelcenter.org

BeethovenNOW
Jan. 23–Feb. 8
Kimmel Center for 
the Performing Arts, 
Philadelphia
philaorch.org

Chinese New 
Year Celebration
Jan. 25
Chinatown, Philadelphia
centercityphila.org

Celebrate the Year 
of the Rat in bustling 
Chinatown with a 
parade, midnight 
lion dance perfor-
mances, and special 
events at Reading 
Terminal Market. 

76ers vs. LA 
Lakers
Jan. 25
Wells Fargo Center, 
Philadelphia
nba.com/sixers
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Frozen in History
Independence National Historical Park has more to enjoy without the crowds—

if you are willing to brave the cold.
TEXT JENNY WILLDEN

With 4.8 million annual visitors, 
Independence National Historical 
Park is Philadelphia’s most pop-
ular attraction, and is typically 

overrun with tourists. But a rare 
dusting of snow and icy temps 
have brought a quiet magic to the 
place, allowing Philadelphians to 

experience its Revolutionary War 
history, revitalized grounds, and 
upgraded visitor’s center without 
summer’s crowds. PH
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