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In this issue of Strictly Business we offer you a look at several producers doing business in our 
area. We’ve defined producer as someone who creates something, for example award winning 
television producer Paul Frederick, as well as the people at The Strand who offer opportunities 

for local artists to display their works and for each of us to realize our own creativity.

In addition, we took a look at another group of producers—people who have channeled their 
creativity to produce the things we love to eat. First, we looked at the Plattsburgh Farmers’ Market 
and interviewed three regular exhibitors: Black Sheep Farm and Gardens, Triple Green Jade Farm 
and Shiloh Homestead. Don’t miss each business owner’s interesting story about how they got 
started and what they are producing.

Next an SB writer moved on to Rulfs on the Bear Swamp Road in Peru to visit the latest addition to their farm and 
orchard. I hesitate to call it a farm stand. It is really a huge structure that offers produce, a restaurant, a gift and 
florist shop, and more. 

Our article about Shady Grove Farm and Wellness Center will introduce you to a small farm located on the Saranac 
River that raises cows, pigs and chickens as well as produce and provides a beautiful setting for Karen Braun’s 
wellness services.

And then there is our not-to-be missed Insight article featuring Kevin Patnode, who will soon step down after 20 
years as a justice in the town of Plattsburgh and more than 25 years teaching history at AuSable Valley High School. 
Kevin’s fairness and dedication has earned him an enviable reputation.  

This month’s Best Practices feature focuses on how to use social media to market your business. Aaron Benner of 
Boire Benner Group offers his take on how to leverage technology to get your message out.

Bill Owens provides advice on how to sell your business across the border and Garry Douglas wraps up this issue 
by connecting the dots.

The economic definition of a producer is a person who creates economic value, or produces goods and services. 
This issue of SB features only a few of the legion of successful producers in our area. Ambition, creativity and hard 
work are in no short supply in this area and that’s good for business. 

Are you an experienced writer with an interest in local business?  
Strictly Business is looking for new talent to join our team of writers. Please send a brief bio and writing 
sample to kristin.cleveland@thenortheastgroup.com.

Publisher’s View

Herbert O. Carpenter, Publisher
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PAUL FREDERICK PRODUCTIONSUP FRONT

By Karen Bouvier 
Photos provided

From his state-of-the-art studio in West Chazy, videographer 
Paul Frederick described how he came to specialize in televi-
sion production—creating documentaries, corporate videos, 

commercials, and a YouTube series—and eventually form his own 
business, Paul Frederick Productions. 

A Local Education
Raised in the hamlet, and still making his home there, Frederick’s 
career started in a documentary class he took at SUNY Plattsburgh 
in the late 1980s. His final project, a video of Altona Flat Rock (a 
series of reservoirs and small streams that was once the site of a 
hydroelectric project by William H. Miner), ignited his interest in 
local history and videography. Continuing his education, Frederick 
did an internship at Mountain Lake PBS while earning a BA in Mass 
Communication, and was hired upon graduation in 1990. During 
11 years as a videographer and editor for PBS, Frederick learned all 
aspects of video production, inside and outside the studio including 
lighting, directing, and adding sound to film. Among his accom-
plishments are the films Song for Sisters, People Near Here, Voices 
of Scotland, and Reach for the Sky.

When the price of video equipment suddenly dropped and was eas-
ier to use, Frederick decided to start his own business. He admits 
it was a leap of faith. “I didn’t even have all the equipment at first. I 
used to borrow until I could afford to buy the equipment myself. I 
had a family to support, my son was only four years old at that time, 
but my wife backed my decision.”

Videographer & StorytellerPAUL FREDERICK:



PAUL FREDERICK PRODUCTIONS

He’s been forging 
his own path in the 
television production 
industry for 27 years, 
and has a broad 
range of exceptional 
work to show for it. 
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Photo by Teri Frederick
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What It Takes to Make a Film
Moving forward, the technological changes in video equipment and 
reduced budgets, meant that Frederick had to do a lot more to produce 
a polished film than record images with a video camera. Jobs that 
used to be done by multiple people, that he now does himself, include:

“I find the writing to be the most challenging,” disclosed Frederick. 
“I start with bullet points, and develop it from there. When writing, 
you have to remember the audience. They’re hearing the dialogue, 
not reading it. They can only hear it once; therefore, the writing must 
be at an easy-to-understand level, and be more like a speech—direct 
and straightforward. Some clients have scripts prepared, but those 
must usually be edited to have the maximum impact.”

In addition to superb videography skills, and solid experience, real-
istic planning of projects is crucial. “You must be able to fulfill what 
you say,” explained Frederick. “Keep your promises and overdeliver. 
My marketing plan is pretty simple. I treat every customer, large 
or small, with the same respect and care. I also stay current on the 
newest technology—which changes all the time—to make sure I can 
give the client the best quality possible.” (His most recent purchase 
is a 4K camera which provides 4x the HD resolution (ultra-clear) 

on a hand-held gimbal (a camera stabilizer that replaces the heavy 
SteadyCam). “Videography is what I’m most known for—making 
the pictures,” continued Frederick. “It’s fun to show people what 
you’re seeing, but if the production quality is not up to par, the film 
is ultimately unsatisfying.”

A Myriad of Projects,  
Including the Miner Documentary
Frederick makes corporate videos (for staff orientation and train-
ing), commercials (Curtis Lumber is a longstanding client, and local 
TV viewers may have seen his recent commercials for Roto-Rooter 
and Pro-Care Hearing), and documentaries. Last year he created 
a music video set to “Best Day of My Life” by American Authors, 
for the SUNY Plattsburgh Admission Office to send in a welcome 
package to incoming first-year students. (Recruiting students and 
professors from over 30 locations on campus, the video pulsates 
with joyous depictions of the myriad of activities awaiting new 
students.) Other clients include ESPN (Frederick filmed the ESPN 
Outdoor Games in Lake Placid), A&E, Discover, and WMHT, the 
PBS affiliate in Albany. (He made Seneca Ray Stoddard: An American 
Original, Hudson River Journeys and Age Wise, a five-part series, as 
a freelancer.) His documentary, a co-production with Bruce Carlin, 
Divine Discontent: Charles Proteus Steinmetz, was nominated for a 
regional Emmy award in the New York City market.

Frederick is especially proud of his “longest work to date,” Heart’s 
Delight: The William H. Miner Story, a 90-minute documentary on 
the inventor, agricultural visionary and philanthropist. The video is 
the culmination of Frederick’s work on the subject. In 2003, he cre-
ated the videos currently shown at the Heart’s Delight Farm Heritage 
Exhibit, and in 2008, he filmed the Miner Institute: 100 Years and 
Growing video to commemorate its centenary. 

•  Develop the concept with  
the client

• Write and edit a script (story)

•  Recruit the actors, if needed, 
and oversee and advise on 
their clothing, hair and 
makeup

• Run the camera (images)

• Record the audio (sound)

• Light the subject

•  Edit the video, including mix-
ing the sound

•  Compress the video (combine 
story, images, and sound) and 
deliver to the client

Photo by Teri Frederick
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Work on this latest Miner documentary 
took over three years and blends pictures, 
sound and story to bring William Miner to 
life. Celebrating country life at the turn of 
the century, a time when many were leav-
ing the farm to work in factories, Miner 
wanted to show that farming could be more 
scientific, more profitable and that country 
life is the most conducive to human happi-
ness. To set the example, Miner built a model 
farm of over 300 structures on 15,000 acres 
and used a scientific approach to agricul-
ture, embracing hydroelectric power and 
technological advances to run an enterprise 
that employed 800 people. To improve coun-
try life, Miner built Chazy Central Rural 
School, built Physicians Hospital (now part 
of the University of Vermont Health Network 
Champlain Valley Physicians Hospital, and 
constructed dams to provide electricity for 
it all. The film premiered at The Strand in 
August 2016 to a sold-out crowd. It was 
shown two more times at The Strand and 
now appears periodically in the Mountain 
Lake PBS evening line-up.

“Almost everyone in this area has a connec-
tion to William Miner,” shared Frederick. 
“The reception to the film has been very 
gratifying, and it has been great to hear every-
one’s stories.”

Kirk Beattie, Vice-President of Administration 
and Finance at the William H. Miner 
Agricultural Research Institute (where the 
Heart’s Delight Farm and Heritage Exhibit 
is located), confirmed that Frederick’s docu-
mentary has had a significant impact. “Since 
the showings at The Strand and on PBS, we 
have definitely seen an increase in visitors, and 
more people are purchasing both the DVD and 
Joseph Burke’s biography on William Miner, 
The Man and the Myth,” he said.

Hamilton, Olana, and Plants
Over the past year, Frederick has co-produced 
two documentaries with WMHT. Hamilton’s 
Albany focuses on Alexander Hamilton’s con-
nection to Albany (Hamilton married Eliza 
Schuyler from the prominent Schuyler fam-
ily in 1780 and practiced law in Albany) and 
Frederic Church’s Olana, a film about the 
dramatic rescue of the home of this Hudson 
River School painter. Possessing a minor in 
Art, and an oil painter himself, Frederick 
counts Church as one of his favorite artists. “I 

R. DESO INC. NYS Approved Plant
Septic Tanks - Dry Wells

Retaining Wall Blocks
Dock Anchors

Sand, Stone & More

CHAMPLAIN, NY

298-8411

Ready-Mix Concrete

R. DESO 
INC.



10  |  sbmonthly.com    JULY 2017

Learn how 
to protect your 

phone and devices 
from the growing 
number of cyber 

threats.

for beginners

Learn how
to protect your 

phone and devices 
from the growing 
number of cyber 

threats.

Cybersecurity Jeopardy
Join Us For

with
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RSVP Required - Please Call 561-6000

Champlain National Bank - 500 Route 3 in Plattsburgh
Wednesday, August 9 at 5:30 pm

Champlain
National Bank
Event Series

This series of events celebrates 
businesses and products from around 
the North Country. 

They’re fun and FREE and just one 
of the ways Champlain National 
Bank gives back to the community. 

Champlain
National Bank
Event Series

“ You can’t put a price on a 
skill set. If you want to get 
that polished look, you need 
to hire a professional. The 
one thing that never changes 
is telling a good story in 
an interesting and concise 
way while making the film 
exciting and watchable. You 
have one chance to make a 
good impression.”

Paul with Bacon Brothers Kevin and Michael during his filming of their 
documentary Songs to Keep.
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always liked his paintings because they were 
epic,” disclosed Frederick. “His canvases are 
bigger than life and his subject matter is very 
theatrical, almost like a movie. Overlooking 
the Catskills and the Hudson River, Church 
designed and decorated this Persian-inspired 
home, and the surrounding landscape, net-
work of carriage roads and farm complex. 
Continuously occupied by the Church family 
until the 1960s, it was scheduled for demoli-
tion, but rescued by a group that wanted to 
preserve this national treasure.”

In the past five years, Frederick has co-
produced with Tim Kramer a YouTube 
series, Plants Are Cool Too. Starring Chris 
Martine, a colleague from SUNY Plattsburgh 
and Botany Ph.D. Each 10-15-minute epi-
sode focuses on botanical subjects such as 
rare plants or projects to reintroduce plant 
species. “I recently returned from a trip 
to Pennsylvania where we searched for a 
plant that only grows on one specific cliff,” 
explained Frederick (They found it). “We also 
filmed a project in which a group is replanting 
trees in an old coal mining area and creating 
an ATV trail system.”

Skill Set Matters
Running his own business, especially one 
with a studio in his home, has its challenges. 
“You’re never really off the clock. It’s hard 
to take time off. The studio is always here 
and you’re juggling everyone’s project,” said 
Frederick. In addition, videography equip-
ment and software is so affordable, some 
people think they can do their own projects. 
Explained Frederick, “You can’t put a price 
on a skill set. If you want to get that pol-
ished look, you need to hire a professional. 
The one thing that never changes is telling a 
good story in an interesting and concise way 
while making the film exciting and watch-
able. You have one chance to make a good 
impression.”

His favorite project? “The next one com-
ing,” Frederick answered quickly. “Next, I 
hope to do a documentary on the history of 
Lake Placid. I love what I do. It’s like start-
ing new every day.” 

Paul Frederick Productions 
58 Frederick Drive 
West Chazy, NY 12992 
www.hdadirondacks.com 
YouTube: PF Productions 
(518) 493-7126

WATERTOWN                POTSDAM          PLATTSBURGH 
www.hyde-stone.com 

HVAC SERVICES 
DESIGN / BUILD 
PLUMBING / PIPING 
HEATING / AIR CONDITIONING 
TEMPERATURE CONTROLS 

1-866-401-9053
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SEE HOW THEY

GROW
Story and Photos by Justine Parkinson
Additional photos provided by the Rulf family
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M
ost apple varieties or cultivars are propa-
gated by grafting. Grafting is the process 
by which two plants are blended together. 

One is selected for it is hearty root stock (the part that 
lives under the earth, the foundation of the plant). The 
other part of the graft is the scion. The scion gives rise to 
all the plant’s leaves, stems, flowers, and fruits. It’s inter-
esting to note that the growth of Rulfs Orchard in Peru, 
New York has followed a similar scenario. 

In 1952 Bob Rulfs came to Peru, a recent graduate of 
Farmingdale University in the animal husbandry pro-
gram. When he purchased his land, Rulfs had four cows 
and planned to develop a dairy farm. The property had 
no plumbing and no electricity, but it did have 12 acres 
of apple trees. Now, at the age of 87, he laughs at his 
younger self, “Who would start with four cows? No one, 
that’s who! But I did it and I’m proud of it!” And well he 
should be. Today the apple orchard covers 200 acres and 
the Rulfs recently moved into new building which houses 
its retail operation. 

What About the Apples
Bob Rulfs’ father, Herman, was a grocer in Valhalla who 
insisted that his son go to college. Bob obliged and after 
graduation moved from the city to the North Country. 
When his parents would visit, Herman would do what 
he could to help on the farm. One day while Bob was 
busy with the cows his father asked, “What’s your plan 
for these apple trees?” Truth be told Bob hadn’t really 
thought about it. Well, his dad knew the secret to mar-
keting groceries. He polished up a few apples and set 
them in a basket on the porch. Before night fall they 
disappeared and every basket he set out thereafter was 
scooped up. Not known to waste an opportunity Bob 
began to pack apples in hand tied bags. “I stood them 
up in a wagon, nice and tight and shoulder to shoulder 

and put out a baby food jar. Using the honor system peo-
ple would leave 75 cents a bushel. Then folks would start 
knocking on the front door for change for a $5 bill and 
an apple business was born.” 

Rulfs is candid that the new and improved roadside stand 
(opened in 2016) was not his vision, but rather that of his 
son Jon, the eldest of four siblings, and the only one that 
expressed the desire to work the family farm. Jon was so 
invested, he bought the farm from his dad in 1998. That 
enabled Bob to devote more time to the orchard while 
Jon took care of the girls (the cows).” 

About a year before he was ready to break ground on the 
new facility Jon called a family meeting to discuss whether 
the third generation was ready for this next step in the 
business. His daughters, Shannon Rulfs and Amanda 
Wisher, eagerly stepped up. 

Shannon is a graduate of Siena College with a degree 
in Accounting and Amanda completed her Business 
Administration studies at Clinton and Herkimer 
Community Colleges. Both women acknowledge that 
they were not raised with any sense of obligation to the 
family business, but when an opportunity developed 
for them to grow the business alongside their father and 
grandfather they wanted to take it. 

The sisters laugh about how they are “North Country lif-
ers”. They like that their children are going to have the 
opportunity to grow up as they did, even if it means they 
have to muck out the donkey pen at their newly opened 
petting zoo. The girls work with the help of their man-
agement team: Linda Hatch- Retail Store Manager, Jordan 
Bever- Produce/Greenhouse Manager, Bonnie St. Cyr- 
Apple Blossom Florist Manager, Riley Wilkins- Bakery 
Manager, and Richard Howard - Field Manager. 

Story and Photos by Justine Parkinson
Additional photos provided by the Rulf family

RULFS ORCHARD

Today the apple 
orchard covers 200 
acres and the Rulfs 
recently moved into 
a new building which 
houses its retail 
operation. 
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Under the management 
of the third generation, 
Rulfs has grown and 
diversified. With seven 
greenhouses, it offers 
shoots for home garden-
ers in the spring, fresh 
seasonal produce, U-Pick 
opportunities for berries 
at the start of the season 
and when the harvest is 
nearing completion, vis-

itors can ride through the pumpkin patch as well as try their orienteering skills in the corn 
maze. In their new and expanded roadside stand they offer a wide assortment of baked goods 
and they still make their local favorite apple pies and apple cider donuts. Customers can use 
the new window, or walk in and enjoy coffee and a muffin or an ice cream cone. The lunch 
menu offers sandwiches, paninis and salads. Customers are welcome to enjoy their lunch in 
the store, venture out to the gazebo to enjoy a view of the orchard or take their food to go. 

Rulfs Orchard has been serving the North Country for three generations. The business itself 
seems to have benefited from grafting, the same way the orchard does, with “the scion” of 
the third generation growing to be its very best, grafted to the hearty “rootstock” of the 
first generation. 

Rulfs Orchard 
531 Bear Swamp Road 
Peru, NY 12972
www.rulfsorchard.com 

675 Route 3, Suite 201
Plattsburgh, NY 12901
866-699-5216
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Western NY.

Dr. Colleen married her high school sweetheart, Adam Senecal, in 2012. They 
welcomed a son, William, in 2014 and a daughter, Caroline, in 2016. Life with a 
toddler and newborn keeps them very busy! They enjoy spending time outdoors and 
are thrilled to be so close to the Adirondacks and Lake Champlain.
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It’s a sunny Saturday morning and the sun is streaming down on the Burgh. On this par-
ticular day, the unmistakable vocal stylings of Speedy Arnold add a lazy charm to the low 
buzz of adults and kids milling about, browsing and buying handmade food and crafts 

from the Plattsburgh Farmers’ and Crafters’ Market’s nearly 30 vendors in the Durkee Street 
parking lot. The Saranac River flows by in the background, adding to the scene’s bucolic 
charm. With offerings as diverse as biscotti, specialty jerky, wood crafts, kitchen décor, jew-
elry, honey and more, the market, now in its 29th year, is a hub of activity, a place to see 
and be seen, to support local growers, producers and crafters, and catch up with old friends 
and perhaps make some new ones. The opening of the market pavilion each spring, which 
at first glance resembles a train station, is eagerly awaited by North Country residents for it 
heralds a short, sweet season that only we can appreciate. 

Jeff Mills and Pam Miller were in their mid-thirties when they met up 
with some other growers and producers, of which there were 
few at the time, who saw the need to educate the local com-
munity on the benefits of locally grown and produced 
food. This group included Bill Raus, Jerry Dygert, 
a farmer from Keeseville, and Loretta Supernant, 
a beekeeper at the Miner Institute. The fledgling 
group had its first organizational meeting in an 
all-purpose room at the Government Center where 
they created a board of directors and the necessary 
accompanying by-laws. From that initial meeting 
the Adirondack Farmer’s Market, the precursor to 
the Plattsburgh Farmers’ & Crafters’ Market, was born. 
Mills credits Jane Desautel, owner of Underwood Herbs, 
and Dick Crawford of Adirondack Bee Supply as being indispens-
able in the market’s early years. The market’s home, in its infancy, was at 
Trinity Park in downtown Plattsburgh. “Back then we didn’t have tents,” said Mills. “We 
each had our own shade tree.”

Over time the market became a burgeoning cooperative that came to include not only 
Plattsburgh, but markets in Saranac Lake, Elizabethtown and Keene. Plattsburgh Mayor 
Clyde Rabideau’s administration provided the grant to build the pavilion that would house 
the vendors, moving them from Trinity Park to their current location on Durkee Street. As 
the cooperative grew, a group of the core original vendors headed by Dick Crawford and Pat 
Parker, spun off to form the Plattsburgh Farmers’ & Crafters’ Market. 

PLATTSBURGH  

MARKET
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Story and photos by Justine Parkinson



Mills and Miller are now seasoned veterans of the market 
and they have seen the market, and their own business, an 
organic farm in West Chazy and another plot in Valcour, 
grow and change over the years. “The market has been 
really good for the community,” said Miller. “It has built 
a beautiful clientele. There is a waiting list to get in, and it 
is bringing people downtown and giving them choices. It’s 
a social outlet where people can talk and see old friends.” 
Pam now runs Black Sheep Gardens, a spinoff of Black 
Sheep Barn & Garden with her daughter, Leah McDaniel. 
They offer special events florals and organics, locally grown 
flowers in season. 

There is a certain glamour involved in the story of peo-
ple who leave behind a day job and come to the “country”, 
settle down and start a small agribusiness. Kimmy Rivera 
and her husband, Daniel, have all the characteristic roman-
ticism attached to their artisan bakery at Triple Green 
Jade Farm. After many life transitions the Hudson Valley 
natives made their way to the Champlain Valley and an 
old, defunct farm in Willsboro, NY. 

The couple originally began producing their breads at the 
Hub on the Hill, a kitchen cooperative in Essex, New York 
and The Village Meat Market and Bakery in Willsboro 
while working on bringing their own kitchen into exis-
tence. Now "The Breadery”, as they refer to it, resides in a 
converted garage surrounded by haying fields, and turn-
ing out all manner of artisan breads from a wood fired 
oven. While their hope is to someday grow some of the 

grains used in their products, they are currently more 
than happy to source their f lour locally by supporting 
Champlain Valley Milling Corporation in Westport, the 
largest organic mill in the Northeast. Their whole grains 
and flours are used in the couple's Pain Rustique, Triple 
Seed Whole Grain, Rosemary, Basil Garlic, and Cranberry 
Almond Breads, which make for great French Toast. 
Cranberries, nuts and seeds are sourced regularly from 
the North Country Food Co-Op. Kimmy is pleased to 
be a part of the Plattsburgh Market. By all accounts their 
first year as a market vendor is going well with regulars 
already lining up early for some of their favorite loaves.

As consumers gravitate toward using products that are free 
of GMOs (genetically modified organisms) and sodium 
lauryl sulfate (good for lather, bad for your skin), goat’s 
milk soap has become one of the hottest items on the arti-
san craft scene. Capitalizing on the increasing demand for 
more natural ingredients, Shiloh Homestead has created 
a line of goat’s milk soaps scented with essential oils like 
lavender/lemongrass, cedarwood/patchouli and citrus. 
The epitome of what you would picture when you think 
of a cottage industry, owners Ramona Killam and her par-
ents, Bob and Michele, actually raise the goat kids from 
whose milk they eventually make their soaps. The small 
business is a family affair, with Ramona’s four children 
also helping out around their hobby farm in West Chazy. 
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Shiloh Homestead’s product line ranges from the soaps to 
crocheted items to handmade cards with beautiful photog-
raphy taken by Ramona’s husband, Rodney. Hand carved 
walking sticks and feed totes made of recyclable materials 
round out their offerings. The family is enjoying its first 
year as market vendors; their wares can also be found on 
Etsy. Ramona even has a YouTube video that gives step-
by-step instructions for aspiring home soap makers. 

According to market co-managers Pat Parker of Parker 
Family Maple Farm & Gifts and Bonnie Gonyo of Gonyo 
Vegetables & Jams, market regulations require that each 
vendor produce at least 50 percent of the items sold in 
their booths. Parker thinks this is actually beneficial to 
the vendors and the customers, giving the market a diverse 
product mix. Parker’s son produces maple syrup primar-
ily from trees on his property in West Chazy, and market 
favorites like maple cream and maple candies are made 
at the Parker sugarhouse. “The 50 percent rule allows us 
to add other products to our table like maple vinaigrette, 
coffee and more,” said Parker. Gonyo has been making 
jam for years using New York State grown fruits and ber-
ries sourced from nearby Rulfs and Pray’s farms.

There was concern when Downtown Rising, a community 
effort that refers to itself as a “Food, Music & Art Festival”, 
decided it would transition from a Friday evening time slot 
to one identical to the Plattsburgh Farmers’ and Crafters’ 
Market’s Saturday hours of operation (9 a.m. to 2 p.m.) Some 
thought it might take away traffic, but the converse seems to 
be true. No longer holding down residency at Trinity Park, 
Downtown Rising is now firmly ensconced in its new home 
on the lawn at the Strand Center for the Arts and a path 
is now is being worn between the two events on any given 

Saturday, with the Westelcom corridor providing a conduit. 

The market’s biggest event, its 6th Annual Kids Day, is 
scheduled for August 5th. Events include a bike helmet 
giveaway, car seat safety check and finger printing by the 
Sheriff ’s Department, a bounce house, petting zoo, appear-
ance by Pipsqueak the Clown, face painting with numerous 
organizations including the Northeastern New York Girl 
Scouts, YMCA and Mountain Lake PBS in attendance. 

As the community speculates about the impact of the rede-
velopment of the Durkee Street parking lot through the 
Downtown Revitalization Initiative grant from Governor 
Cuomo, Mayor Colin Read had high praise for the market 
and its future. “The Farmers’ and Crafters’ Market is precisely 
the type of local content and color our urbanites love,” said 
Read. ”It will definitely be a part of our downtown revitaliza-
tion. We need to create the critical mass for them to thrive, 
and we need them to create the attraction that can bring peo-
ple down to our city each weekend. There are definitely ways 
we can help each other, by encouraging a greater cluster of 
interesting wares, and perhaps by opening Sunday to make 
the entire weekend downtown lively. I very much look forward 
to how the market can help the city and the city the market.”

With Wednesdays added to its schedule at the end of June, 
Parker confirmed that the market is flourishing. “We are 
at full capacity for vendors, and we have people calling all 
the time,” she said. “It is a wonderful place for businesses 
to get their name out to a bigger market.”  

Plattsburgh Farmers’ and Crafters’ Market
Durkee Street Parking Lot, Downtown Plattsburgh
Market Hours 2017:  
Saturdays 9 a.m. – 2 p.m. May 13 – October 7
Wednesdays 10 a.m. -2 p.m. June 28 – September 27
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INSIGHT

“I’ll tell you,” Kevin Patnode said, lean-
ing forward with a Brick House Nicaraguan 
cigar between his teeth. “One time, I was 
campaigning in Treadwell Mills. I knocked 
on a door and the guy who answered, I had 
put him in jail. He put his arm around me, 
invited me in. There were three guys on the 
couch. I’d put them all in jail, but they were 
friendly as can be.” It’s an old story Patnode 
loves to tell. For 20 years he has presided 
over town court in Plattsburgh, adjudicat-
ing in such a fair and balanced way that 
even the ones he puts in jail are happy to see 
him. “I never tried to punish anyone,” he 
said and his record proves it: over 150,000 
cases and only one appeal. He explained, 
“If you go by the book, you never have a 
problem.” 

Patnode is old school in the classroom too. 
“I teach the gospel of history, almost like an 
evangelist,” he said. Once five-star WPTZ 
teacher awardee with near perfect pass rates 
on the Regents exams year after year, he is 
known for being a high energy, tough love 
teacher at Ausable Valley High School. He 
said his proudest professional accomplish-
ment is the thousands of kids who have 
achieved success. 

Later this year Patnode will step down 
from his elected position as town justice 
and he will retire from teaching in 2018. He 
reflected on his careers in public service and 
education with great satisfaction. “In my 
life I wanted to be a teacher and I wanted 
to be an elected official, and I managed to 
accomplish both.”

KEVIN PATNODE

Job Title: Teacher; Plattsburgh Town Justice

Hometown: Keeseville, NY

Family: wife, Deborah (Bushey); daughter and  
son-in-law Jocelyn and Josh Arnold

Education: B.S., Business Management; M.S.T. SUNY 
Plattsburgh

Community Involvement: Keeseville Elks Club

By Meg LeFevre
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What did you do early in your career?

Grand Union hired me in the manager 
trainee program right out of college. I started 
out at the bottom. I worked in the ware-
house, then grocery manager, and then store 
manager. The last store I had was as big as 
(the Plattsburgh) Price Chopper. I had 125 
employees and we were doing $12 million a 
year in South Glens Falls. I quit that one day. 
I walked in on a Friday and said, “Fellas, I’m 
not going to be here Monday.”

Do you regret that? 

No! Are you kidding? I wanted to be a teacher. 
I didn’t want to be in the business world. You 
have cans and put them on the shelf. When 
the cans are gone, you do it again. When 
you’re dealing with kids, it’s a whole differ-
ent thing. 

Who was your most influential 
mentor?

In teaching it was John Kennedy, my 11th 
grade history teacher. He turned me on 
to teaching. Now I’ve had a lot of kids say 
that to me; some who are teachers now. 
And Art LeFevre got me started in pol-
itics. Ron Brooks, a retired major in the 
State Police, taught me how to be a good 
judge. If you go by the book, you’re safe. 
And my dad worked hard on the farm. His 
name was Cedric. I wish I could have got-
ten that name.

What advice would you offer to some-
one starting his or her business 
career?

Do something that you love. If you do some-
thing for money, you’ll never be happy, you’ll 
always be chasing the dollar. 

“Education 
solves 
everything. 
Education 
solved 
the AIDS 
problem. 
Education  
can solve 
hunger. 
When you’re 
educated you 
know how 
to cope with 
these things. 
Education is 
the key.”

What qualities do you believe are necessary for success?

You just have to out work and out hustle everybody. 

Tell us about your approach to management and leadership.

It’s a team thing. If it’s us against somebody, the clock, or a produc-
tion or sales quota, at least it’s us. There’s ownership that way and 
everybody has a little chunk of it. When I was in business, it took 
the bag guy and the cashier just as much as it took the manager to 
make it work. You’ve got to know the names of the lunch ladies, the 
bus drivers, the custodians, and they respect you for it. No one is any 
better than anyone else. It takes everyone to run an organization.

If you could have dinner and spend an evening with any well-
known person, living or dead, who would you choose and why?

(Hint: Patnode’s cat’s name is Winston and he carries a Churchill sil-
ver coin in his pocket.) Winston Churchill was the greatest statesman 
of the century. Statesman. Not politician. I think he saved civilization. 
We weren’t in the war at first, and so he developed a nice friendship 
with FDR because he wanted what we had. He knew he had to court 
this long distance relationship with the United States to have England 
survive. For a long time that little island was the last bastion of free-
dom during WWII. 

How would you like to be remembered?

I worked really hard and I didn’t hurt anybody.

What is something no one would guess about you?

I graduated from AuSable Valley class of 1974. The night the school 
opened the gym for the first time, I was the first guy to jump center 
at a varsity basketball game there. 

Did you win?

We beat Beekmantown that night, my wife’s alma mater. 

What do you believe the North Country community should 
do today to ensure a prosperous future?

We have to gear our education system more toward technical jobs—
the higher tech jobs, so those companies can come here and have a 
ready workforce. Education solves everything. Education solved the 
AIDS problem. Education can solve hunger. When you’re educated 
you know how to cope with these things. Education is the key. 
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Under the leadership of Executive Director Joshua Kretser, the mission of unit-
ing the arts with our community and visitors to the Adirondack Coast is in full 
swing. Arts and cultural events, presented by the Strand Center for the Arts (SCA), 

are bringing people to downtown Plattsburgh. With a 15,000-square foot arts center and 
a nearly 1,000 seat fully restored performing arts theatre, the SCA attracts residents and 
visitors to comedy shows, theatrical performances, dance exhibitions, film festivals and 
screenings, cultural exhibitions, music concerts, community events, arts classes, and gallery 
exhibitions. Prior to and/or following theatre performances and events and classes, visitors 
patronize downtown shops and restaurants. In addition, the SCA continues to collaborate 
with community partners Fledging Crow Farm and the Wagar Brothers Band to create a 
new initiative, Downtown Rising. Taking place from 9:00 am - 2:00 pm every Saturday in 
June, July and August, Downtown Rising unites community members and visitors to hear 
live music on the front lawn, purchase fresh produce from local and regional farmers and 
meet artisans selling their goods.

THE ARTS  
ANCHOR 

IN DOWNTOWN PLATTSBURGH
by Karen Bouvier 

Photos supplied by The Strand
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The Strand Center for the Arts  
(formerly North Country Cultural Center)
The Strand Center for the Arts (SCA) is comprised of two gallery spaces, four studios (pottery 
& clay, fiber arts, visual arts, and private music lesson), a community room, administrative 
offices, and a conference room. The recently opened Strand Center Artist Store, adjacent to 
the galleries, is where local artisans consign their goods. Featuring pottery, unique jewelry, 
stationary, blown glass, art yarns, and more, customers can have a unique shopping experience. 

Artistic Programming Director Mallory Valk is currently developing the Fall/Winter 2017-2018 
class schedule with artist instructors. “Together, we work to create comprehensive arts education 
programming to serve our community as well as link education with entertainment,” she said.

Strand Center Clay Studio
The Strand Center Clay Studio is one of the largest studios of its kind in the northeast. 
It offers weekly classes to teach children and adults the art of working with clay, explor-
ing working on the wheel, hand building techniques as well as sculpture. Members can 
also enjoy Mud and Merlot classes where adult members enjoy a glass of wine while cre-
atively getting their hands dirty. Open studio membership hours are available at least five 
days each week for experienced potters who may not have the necessary infrastructure at 
home, but have the fundamental skills needed to work in the studio without instruction.

Strand Center Innovation Studio
With a $495,000 DRI grant, construction will begin on the Strand Center Innovation Studio 
(SCIS). This space will be engineered as a dance studio, but its possible uses to the community 
extend beyond. The grant will not only fund the construction of the SCIS, it will also include 
financing for state-of-the-art computers outfitted with creative design software, flexible work-
stations, sewing machines, smart board and other teleconferencing technologies, and seating for 
performances and recitals. The space will comply with modern ADA (Americans with Disabilities 
Act) guidelines making the SCIS accessible and inclusive for everyone living in and visiting the 
Plattsburgh community. Once completed, the SCIS will be a flexible space with all of its equip-
ment on wheels to make it easier to convert to different uses on any given day.

CLAY
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Strand Center Framing Studio
When it opens in July 2017, instructors in the Strand Center Framing 
Studio will be teaching framing skills including mat cutting, frame 
joining, and creating frames from found items. For those who may 
not want to learn how to frame paintings and photographs them-
selves, framing technicians will take care of everything at prices 
comparable to the big arts and crafts box stores. 

The Strand Center Theatre
Built in 1924, and currently owned by the SCA, the Strand Center 
Theatre underwent careful and extensive restoration and had its grand 
reopening in September of 2015. Since then, under the Schonbek 
chandelier glittering with thousands of crystals, the Strand Center 
Theatre has presented everything from dance, music concerts, and 
film festivals, to theatrical performances, comedy shows, burlesque, 
and more. Moving forward, the Strand Center Theatre was awarded 
$257,000 through a Downtown Revitalization Initiative (DRI) grant 
opportunity, to finish the final projects to conclude its restoration.

According to Kretser, “The DRI grant award will be used to pur-
chase necessary stage lighting and sound equipment to reinforce the 
state-of-the-art technology which was installed in the fall of 2015. 
In addition, a portion of the grant award will be used to reinforce 
theatre marketing efforts to promote our first full season of Strand 
Center Presents performances and events for 2017-2018. In addi-
tion, through a $100,000 loan, obtained through the Clinton County 
Tobacco Settlement fund, the SCA will be able to pay the necessary 
deposits for this season’s shows. We plan to present at least two live 
performances each month with a number of film screenings and com-
munity rentals added to round out the schedule. We will continue 

to offer the broadest selection of programming, with something for 
everyone to enjoy. Having a full and complete season of program-
ming will enable us to sell season subscriptions. We can then use these 
early revenues to begin booking the following season’s programming 
in advance. Lastly, we will look to add live simulcast performances 
where we will live stream music concerts, dance exhibitions, com-
edy shows, and other performances taking place in venues across 
the nation and across the world on the big screen in the theatre.”

The SCA currently offers theatre rental pricing options for both non-
profit and for-profit entities. The non-profit theatre rental pricing 
structure is significantly lower, allowing non-profit groups to rent 
the space for fund raisers and/or to assist them with fulfilling their 
missions.

Some Popular Performances to Date
Although theatregoers have filled the audience of the Strand Center 
Theatre for a number of performances and events held throughout 
the last year, the first sold-out performance was for Heart’s Delight: 
The Story of William H. Miner, a 90-minute documentary by Paul 
Frederick on the life and local contributions made by William H. Miner. 
The Second City comedy troop and Montreal Burlesque Productions 
packed the house as did the regional band Lucid with its farewell per-
formance. Other notable performances included Mark Nizer’s 4D 
juggling performance and Nelson Illusions, which left families spell-
bound. Adirondack Regional Theatre also presented their production 
of Mel Brook’s full-length musical, The Producers, to rave reviews. 

FI
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RPERFORMANCE

VISUAL ARTS
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The Movie Tradition Continues
Since many North Country residents have 
fond memories of the Strand Center Theatre 
when it was a movie house, the tradition 
of showing films in the space continues. 
Through grant awards, the SCA has been 
able to purchase and install state-of-the-art 
cinema equipment in the theatre including 
a movie screen that fills the stage opening, 
Dolby Surround Sound, and an HD digital 
movie house projector. “Thanks to Jonathan 
Ortloff, Alan Tetreault, David Cohen, and 
many dedicated volunteers, we have one of 
sixteen original complete Wurlitzer Theatre 
Pipe Organs left in the world. We plan to con-
tinue to host silent movie events complete 
with live theatre organ accompaniment by 
some of the world’s most renowned organ-
ists,” confirmed Kretser.

Moving into the Future
According to Development Director Karen 
Dispo De Boos, “2017 is a cornerstone for 
the growth of the SCA. The Downtown 
Revitalization Initiative funding is trans-
formational for the entire organization. On 
a deeper level, the growth of this compre-
hensive arts and performing center will spur 
economic development and establish a space 
for our community to foster creativity and 
imagination.”

The SCA’s future goals include:

•  Applying for accessibility grants to bring 
the SCA building into current compliance 
with the ADA

•  Raising funds to expand the Strand Center 
Clay Studio 

•  Constructing a building between the SCA 
and the Strand Center Theatre to connect 
the two spaces 

“Navigating the waters of any non-profit 
organization can be a bit of a bumpy ride; 
however, we are fortunate to have the oppor-
tunity to collaborate with, and learn from, 
our amazing community partners including 
SUNY Plattsburgh, the City of Plattsburgh, 
the Beekmantown School District, and many 
others who work with us on initiatives which 
have, and will continue to produce, a positive 
and lasting impact on our region,” explained 
Kretser. “The SCA is always in need of funds 
to assist in fulfilling our mission of uniting 
the arts with our community. State and fed-
eral grant funding opportunities continue to 
decrease as our need to expand our services 
increases. Fortunately, the Strand Center 
Theatre has been completely restored; how-
ever, now our focus shifts to preserving the 
Strand Center for the Arts building.”

Financial Support is  
Tax Deductible
As a registered 501C3 non-profit organiza-
tion, all business sponsorships, individual 
memberships, and donations to the SCA are 
tax deductible. Those wishing to support it,  
can donate on its website or by visiting the 
Strand Center for the Arts on Brinkerhoff 
Street. 

Strand Center for the Arts
23-25 Brinkerhoff Street
Plattsburgh, NY 12901
(518) 563-1604
www.strandcenter.org

TH
EATER

“We plan to continue to host silent 
movie events complete with live  
theatre organ accompaniment by 
some of the world’s most renowned 
organists,” confirmed Kretser.



In times past, a business might get away with ignoring social and 
digital media as a marketing tool to spread the word about their 
products and services and still be successful. These days you don’t 

have to look farther than the typical waiting room, customer line or 
restaurant table to find irrefutable evidence that things are very dif-
ferent from the way they used to be. What’s this evidence? Nearly 
everyone you see is clutching a smartphone, complete with mobile 
internet connection and a tractor-beam-like grip on the attention of 
the human who owns it. It is not uncommon to see a family of four 
sitting around a restaurant table completely forsaking one another in 
favor of whatever stimulation their mobile device screens are offer-
ing at the moment. 

The always-on nature of the internet and social media platforms has 
changed everything —from how and when people do work, watch tele-
vision, listen to music, communicate with friends and family — and 
it permeates almost every area of life. It should come as no surprise 
that these wired-in, always connected people include your current 

and prospective customers. As a business dependent on sharing your 
products and services with the market, it is more critical than ever 
to find effective ways to make regular and positive appearances on 
their smartphones. And the sooner you start, the better since this 
trend promises to increase.

According to Aaron Benner of the marketing and advertising agency 
Boire Benner Group, honored as the North Country Chamber of 
Commerce 2016 Small Business of the Year, it can be very difficult 
for businesses to keep up with the fast pace of change. “In the past 
decade, and especially within the last five years, there has been tre-
mendous change in the way you are capable of marketing and the 
variety of opportunities to do it,” he described. This issue of BEST 
PRACTICES tapped Benner to shed some light on these opportu-
nities and highlights some of differences between new media and 
traditional media as platforms to use for marketing and sharing the 
story of your business.

BEST PRACTICES

USING FACEBOOK      TO MARKET YOUR BUSINESS
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By Michelle St. Onge 
Photo supplied by Boire Benner Group

BENNER 
encouraged  
all businesses  
to get in the  
game, and 
offered to  
share some 
insight and 
inspiration with 
Strictly Business 
readers who are 
willing to give 
Facebook a try.



Traditional Media Isn’t Going Away
Thirty years ago, marketing and advertising was more straight-for-
ward. Some would argue that it was also more business-friendly. 
Traditional media commercials were placed on platforms like tele-
vision, radio and print based publications like newspapers and 
magazines. The game was easy. The more money a business had in 
its marketing budget, the more frequent and prominent the adver-
tisements could be. According to Benner, what it took to win the 
advertising game back then was to be the one who could break 
through all the noise and get people’s attention. “For the past hun-
dred years, success in advertising was defined by who could scream 
the loudest. What they were actually saying to consumers mattered 
less than how often or how loud they said it.”

Not too long ago, if you wanted to watch a program on television, 
you knew you had to make yourself available on the particular day 

and time the network told you they would air it. You also knew that 
part of the price you had to pay for the privilege of watching a show 
was being forced to sit through three or more minutes of interrup-
tion in the form of commercials several times during the program. 
Without an alternative, that was the acceptable norm. Today, view-
ers can stream shows from the internet when and where they feel 
like it or pay for subscription services to completely eliminate the 
commercial interruptions. The widespread availability of television, 
radio and written publications streaming online completely changed 
the traditional marketing and advertising game.

Consumers are less vulnerable to having their attention trapped 
by their entertainment channels and more savvy about allowing 
themselves to be exposed to commercial content. As a result, busi-
nesses need to think harder than ever before about the content of the 
messages they send. This is particularly true for traditional media. 
Benner suggests that traditional media channels are best used to sell 

USING FACEBOOK      TO MARKET YOUR BUSINESS

10
Know your back story. 
Why did you get into 
your line of business 
in the first place? What 
makes you different? 
Keep these values in 
mind when creating con-
tent for your Facebook 
page that will connect 
with your audience.

9
Be curious about your 
audience. If you’re going 
to connect with them, you 
need to find out what they 
like, what problems they 
have, and what they find 
interesting, challenging, 
and fun. Write most of 
your posts with them and 
their needs in mind, keep-
ing in mind these often 
aren’t directly related to 
sales for your business.

8
Haters gonna hate. Let 
go of the fear of negative 
comments or reviews 
on your Facebook page 
from customers with a 
bad experience or an axe 
to grind. You can’t please 
everyone, and neither can 
your competitors. There is 
more to lose from staying 
out of the game than there 
is by allowing someone to 
vent every now and then.

7
Be open to change. 
Technology has dra-
matically changed most 
industries in the past 
decade, and that includes 
marketing and advertis-
ing. If you’re still doing 
the same things you’ve 
always done, you’re miss-
ing out.

6
Crawl, walk, run. Set 
reasonable goals for 
how much time you can 
spend tending to your 
Facebook page. It is bet-
ter to start with a goal of 
one post a week and stay 
strong than to tear out of 
the gate and fizzle out in 
a month or two.

5
Content is key. Get out a 
calendar and brainstorm 
a list of possible topics 
for each week or month 
in the coming year based 
on what your audience 
might be thinking about 
– think broadly like back 
to school, holidays, sea-
sonal trends. 

4
Images are not optional. 
Posts that contain only 
words are easily glossed 
over. At a minimum, find 
an image or photo to 
include with every post 
so the text you took the 
time to write has a better 
chance of being read.

3
Don’t post just to post. 
If you get to the point 
where you have nothing 
useful to post, but you 
just want to put some-
thing out there because 
your plan tells you it’s 
time to put something 
out there, then you need 
to re-evaluate. Once you 
start putting sub-par 
content up, it is hard to 
recover.

2
Engage with your audi-
ence. Encourage people 
who interact with your 
page by acknowledging 
them publicly or mention-
ing them. Play games, 
ask questions, and share 
their content to let them 
know you care what they 
think.

1
Just start. Stop over-
thinking it and do it. The 
first step is always the 
hardest. Take that step 
today and see where it 
takes you.

AARON’S TOP TEN TIPS FOR BUSINESSES USING FACEBOOK
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CASELLA OFFERS 
COMPLETE WASTE &
RECYCLING SOLUTIONS
FOR YOUR HOME, BUSINESS, SCHOOL, OR TOWN 

• Zero-Sort® Recycling

• Convenient Curbside Pickup

• Easy Dumpster Rentals

• Dependable Local Service

• Containers 2-40 Yards

• Trash & Recycling Compactors

• Online Bill Pay

• Free Business Waste Analysis

CURBSIDE  
TRASH & RECYCLING

COMMERCIAL 
TRASH & RECYCLING

EASY & CONVENIENT 
DUMPSTER RENTALS

1-800-CASELLA 
casella.com •  fb.com/ZeroSort

a particular product or service. “You can still 
get good results from traditional forms of 
marketing,” he advised, “It is important to 
make sure that you have a focused message 
and are targeting a specific group of people 
with that message.” Benner suggested that 
the former practice of throwing money into 
an ad spot and spending very little time on 
the content of the messaging is not effective. 
“Where marketing is really changing is that 
today it is all about telling your story as a 
business. Tell people why you do what you 
do and get them connected with that so that 
they want to be a part of it,” he explained.

New Media Tells Your Story 
Better
Prior to the social media and smartphone 
revolution, very few individuals outside of 
celebrities had the means to tell their personal 
stories to a mass audience. Today everyone 
has access to social media as a platform, 
and the entire world wide web as a potential 
audience. With such power readily available, 
consumers are no longer content with being 
sold to — or screamed at — by brands and 
businesses. They are used to interacting with 
content by sharing what they like, making 
comments, talking with other fans and mak-
ing it much more personal. This phenomenon 
is precisely why businesses can no longer 
ignore social media. “What business owner 
wouldn’t want the chance to get to know their 
customers better?” quipped Benner, “The 
opportunities to interact with your current 
and potential customers today are like noth-
ing I’ve ever seen before,” he added.

Social and digital media as a marketing plat-
form is worthy of further inquiry beyond 
the scope of the quick read currently in 
your hands. Not surprisingly, the internet 
is an amazing resource for learning more 
about effective strategies for using the web to 
reach customers. Locally, the Small Business 
Development Center offers publications, and 
the North Country Chamber of Commerce 
and other business support agencies occasion-
ally offer workshops that can jump-start the 
effort. Despite how daunting it might seem to 
dive into marketing with new media, Benner 
suggested all businesses can (and should!) 
start small and grow. 

The landscape of digital and social media 

NORTH COUNTRY’S 

LARGEST 
APPLIANCE DEALER

(518) 563-5230, Plattsburgh • (518) 523-8101, Lake Placid 
www.wilsonappliances.com
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24/7 EMERGENCY SERVICES  CALL (518) 561-8760
LOCALLY OWNED • SERVING CLINTON, ESSEX & FRANKLIN COUNTIES

best name.
best service.
best price.

platforms includes familiar players like 
Facebook, Twitter, YouTube, and Instagram, 
but the fast-paced change of trends in the dig-
ital space means that there are new arrivals 
and departures all the time. A great place 
for any business to start is Facebook, which 
Benner affectionately referred to as “the 800-
pound gorilla” of the pack. “I believe that 
Facebook is pretty much for every business 
in some realm, whether you are trying to 
reach consumers or other businesses. They 
have the users, and everyone’s eyes are on 
them,” he added. 

In addition to reaching customers 24/7 and 
around the world on their mobile devices, 
social and digital media marketing offers 
businesses incredible data about the effec-
tiveness of their efforts. Facebook, as one 
example, offers analytics that allow a busi-
ness to examine demographic factors like the 
age, gender, and location of the people who 
interact with the brand. This in-depth analy-
sis of marketing efforts gives business owners 
the power to see for themselves what types 
of content resonates with the specific audi-
ence they are trying to reach. Benner believes 
that this kind of information is invaluable to 
his clients. “We have gotten useful informa-
tion for a lot of clients on how to evolve their 
business from social media,” he explained, 
“When we put something out there and look 
at the response, we can tell from that infor-
mation whether or not what we are doing is 
the best allocation of resources for our cli-
ent. Without that kind of information from 
social media efforts, we would still be play-
ing a guessing game about what was working. 
Social media is the way to connect with your 
customers,” he concluded. 

The internet is an amazing resource 
for learning more about effective 
strategies for using the web to reach 
customers. Locally, the Small Business 
Development Center offers publications, 
and the North Country Chamber of 
Commerce and other business support 
agencies occasionally offer workshops 
that can jump-start the effort. 
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SHADY GROVE FARM & WELLNESS CENTER

Karen Bouchard-Braun  and Francisco Braun 



JULY 2017     STRICTLY BUSINESS  |  29

Story and Photos by Justine Parkinson

Sustainable by definition means able to be used without being 
completely used up or destroyed. Sustainable may well be 
today’s agriculture buzzword. The discussions about sus-

tainability in relation to farming span the scope of simply adjusting 
lifestyles to conserve natural resources, to examining whether or 
not 100% sustainability is even achievable in an open system. Some 
of the factors that need to be brought into any discussion about 
sustainability are environmental degradation, the ever-changing 
climate, adjusting lifestyles to conserve natural resources and per-
haps, most importantly, our consumption as a society. An argument 
could be made that if we are going to progress towards a sustain-
able paradigm we need to embrace aspects beyond simply where we 
get our vegetables. 

Enter the Shady Grove Farm and Wellness Center operating since 
2006. The farm sits back from State Route 22B on 40 acres of land, 
roughly half is devoted to farming and pasture the other half is for-
est. Francisco Braun, one of the owners is also the manager/builder/
designer/farmer. His bride, Karen Bouchard-Braun manages the 
Wellness Center. Karen earned her Master’s degree in physical ther-
apy in 1990 and had been exploring the relationship between the 
balance of body, mind and spirit in the promotion of overall well-
ness as a senior physical therapist at HCR Homecare. In addition 
to being a physical therapist she is a certified clinical neurological 
specialist and a clinical instructor. 

SHADY GROVE FARM  
& WELLNESS CENTER

SHADY GROVE FARM & WELLNESS CENTER
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PERSONAL & COMMERCIAL                                        
INSURANCE 

EMPLOYEE BENEFITS,       
CAFETERIA PLANS & HEALTH 
INSURANCE 

SECURITIES, RETIREMENT                                               
& FINANCIAL PLANNING  

686 Bear Swamp Road  
PO Box 965 

Peru, NY 12972 
Phone: 518-643-7946 

Fax: 518-643-8136 
 
 

cfainsurance.com 

Over 20 years of ... 

Loyalty  

Experience 

Commitment  

Securities offered through Cadaret, 
Grant & Co., Inc. Member FINRA/SIPC. 

CFA Insurance Agency and Cadaret, 
Grant are separate entities. 

Together we can 
achieve the                   

extraordinary.  

Laying Down Roots 
Both Karen and Francisco (also known as Chico) worked and travelled the country indepen-
dently before planting their roots on what became their farm. Chico worked as a kayaker in 
Alaska prior to returning to the North Country. When I talked with him about his work adven-
tures it was clear he really could be called an Adirondack Huck Finn. He has held over 100 jobs 
in varying capacities from kayaking to construction, farm hand to photographer. When I asked 
him if he objected to the term “jack of all trades” he humbly piped up with “master of none!” 

When the couple bought their property it was all corn fields. Karen asked Chico to build 
her a house that felt like the outdoors and he did. The home sits on the banks of the Salmon 
River and is absolutely stunning. It is an open floor plan with bedrooms tucked into lofted 
corners. The walls are almost entirely glass and when you walk into the living room you 
really do feel like you are outdoors. 

The Brauns knew they wanted control over their life and their food. They wanted to grow 
their own produce and raise their own meat. They soon realized that their farm could pro-
vide for a small CSA and they now they offer full or half shares, eggs, meat and honey to 
members. Chico observed, “If I was going to raise one cow, I could just as easily raise 10; 
same for the pigs and chickens. 

“As they listened to their community member the Brauns realized folks were receiving vege-
tables in their farm share baskets, but didn’t know what to do with them. That’s when Karen 
began hosting a series of workshop on cooking and canning that allowed her neighbors to 
make the most of their produce. The most recent workshop was on salad dressings and ways 
to dress all the fabulous greens that Mother Nature offers. 

Karen, who also wanted to facilitate wellness education for the community, now offers weekly 
yoga classes and monthly meditation at the farm. The couple is in the midst of renovating the loft 
over the barn and eventually Karen hopes to use the space to offer physical therapy and massage. 

As I was winding up my interview with the Brauns, Mac Forrence of Forrence Orchards 
dropped by. As his dog hopped out of the truck and sniffed around the high grasses we all 
walked up to the lettuce field to harvest Mac’s supper. Forrence made sure to let me know 
that he believes Shady Grove has the best produce around. When a third-generation farmer 
has something to say about his salad, I listened.  

Shady Grove Farm and Wellness Center 
844 NY-22B  
Peru, NY 12972  
www.shadygrovefarmandwellness.com
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We're the region's newest radio stations 
and are adding listeners every day.

Use the power of The Moose and WPLB to reach new customers 
and propel your business forward! Now offering indroductory advertising 

packages at incredible rates! Reach out to us anytime!

97-9 The Moose - Real Country  •  103-7 / 1070 WPLB - Mid Century Radio

255 S. Champlain St., Suite 15
Burlington, VT 05401

Phone: (802) 540-8316  •  Email: aaron@themoose.fm

We are proud to offer the Moose Gives Back Program 
where up to 50% of your ad dollars go straight 
to a local charitable organization of your choice!
(518) 490-9790
champlainebusinessreport.com
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We have seen a substantial uptick in issues related to intra-
company/transfer pricing (Canadian “Parent” to U.S. 
“Subsidiary”) or to use U.S. Customs parlance “what 

constitutes a bona fide sale”. A recent DHS headquarters decision, 
H263559 RMC (“Decision”), addresses this issue. This particular 
Decision found that the information provided by the Parent and 
Subsidiary to Customs Border Protection(“CBP”) was insufficient 
to support the valuation claimed. It’s important to note that this 
valuation issue only arises for goods that are determined to be non-
NAFTA country of origin goods. A second category of goods are 
those for which the Subsidiary is the importer of record sold to it 
by unrelated parties outside North America which are outside the 
scope of this ruling.

The basic transaction looks typically like this: Goods land in Montreal 
(from a non-NAFTA country) are stored in a warehouse in Canada 
and then ultimately shipped to a warehouse in New York, nominally to 
the Subsidiary, the process involves the breakout of individual goods 
that are being shipped to a U.S. customer. The pricing methodology 
(cost to the Subsidiary) used by the Parent is the Canadian landed 
price plus freight, embroidery or screen printing costs and a markup. 

CBP conducted an investigation and made the following factual findings:

The two companies share the same corporate offices, officers and 
board of directors. There was no intracompany agreement establish-
ing terms of service, fees for same nor the calculation of the price 
between Parent and Subsidiary.

The Subsidiary is the exclusive distributor of the Canadian products 
through thirty-eight (38) independent sales people (independent con-
tractors). The price is determined by the U.S. sales manager and the 
CFO of both companies who resides in Canada. 

Goods may also be directly purchased from outside North America 
and shipped directly to the Subsidiary. However, in this case, once 
these goods arrive in the United States they are exported to Canada 
to be screen printed, and brought back to the United States under 
section 9802.00.50 which eliminates any additional duty being paid. 

The Parent annually estimates the value of the administrative ser-
vices provided to the Subsidiary and charges a fee, which includes 
warehousing, processing orders, invoicing (including preparation of 
invoices for U.S. customers), collections, sales representatives, cus-
tomer support and distribution of merchandise. 

The Subsidiary provided copies of purchase orders, invoices and 
proof of payment from the ultimate purchaser in the U.S. to CBP, 
but CBP was unable to link the purchase orders and invoices to 
particular entries, The Subsidiary paid by the hour for services 
provided at the New York warehouse. In other words, it did not 
have its own employees, nor space that it rented. The Subsidiary 
purchase orders shipping terms are “our freight FOB Toronto”. 
The certificate of insurance listed the Parent and Subsidiary as 
though the companies are interchangeable. The processing of 
checks received by the Subsidiary were forwarded to the Parent’s 
headquarters for processing. 

      ACROSS the BORDER
By William Owens

SELLING  
YOURSELF

U.S.
CANADA
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      ACROSS the BORDER
Customs focused on the fact that the Subsidiary did not process its 
own orders, invoice for them, bill for them, collect payment, have 
sales representatives and customer support, administrative ser-
vices or the maintenance of bank accounts and corporate books 
in the U.S. To the degree that separate books and accounts were 
maintained, that was done in Canada. There are a number of other 
facts cited, but the above constitute the relevant facts upon which 
the Decision was based. 

Customs concluded that the Subsidiary’ presence and operations 
in the United States are minimal, having no permanent employees, 
relying on a network of independent contractors, and no physical 
presence in the United States other than a third-party warehouse. 
Customs repeated several times in the Decision the lack of a sales 
agreement or contracts between these parties, including address-
ing the passage of title and the risk of loss. In my view, the focus 
of CBP was the following: 

•  The Subsidiary never obtained title to the goods, nor bore the risk of 
loss; title passes from the Parent to the Subsidiary when the goods 
are picked up at the Canadian warehouse for delivery to the cus-
tomer; there are no sales agreements or contracts between the two 
entities that set forth the terms of the sales or details such as the 
passage of title to the goods, fees, costs, etc.;

•  The certificate of insurance listed the Parent and Subsidiary as 
though the companies are interchangeable. 

The one issue which is unclear is, if there was a written agreement 
that addressed the issues raised, and utilized the formula set forth 
above for establishing the price, would that be acceptable.

This Decision provides guidance for how to structure your intracom-
pany transactions to protect against a similar adverse ruling from CBP. 
The assistance of Counsel and a Customs Broker is essential to pro-
tect your business. 

DeCamp & Owens Trade Consultants provides comprehensive advice on all aspects of cross border trade. 

Robert DeCamp has more than 40 years of experience in U.S. Customs regulations and has provided strategic advice to hundreds of compa-
nies on trade related issues. 

William Owens is a former member of Congress representing the New York 21st and a Senior Advisor to Dentons, a global law firm which 
provides you guidance in an increasingly complex and interconnected marketplace.

605 Route 3, Plattsburgh
(518) 561-2060
Route 9N, Keeseville
(518) 834-9130

Remember to stop by and see us, 
you’ll be glad you did!

844 State Route 22B
Peru, NY 12972
518-524-3593

Email: shadygrovefarm@live.com

“Where Good Things Grow”

SHADY GROVE FARM 
& WELLNESS CENTER

Schuyler Falls, New York



by Garry Douglas

CHAMBERWISE
CONNECTING THE 

If I were asked to describe the 
one characteristic or talent 

our area has proven itself 
to possess most strongly 

in the pursuit of economic 
development, it would be 

CONNECTING THE DOTS.

All areas pursue and implement projects which support their economies, but usu-
ally as ends in and of themselves rather than as elements of any multi-piece, 

over-arching aim. A new bridge that enhances traffic. An airport project that moves 
more people. A school facility that will allow more programs.

Increasingly, more areas now have a sense of connecting at least a couple of dots with 
their project, such as links between workforce training and strategies related to job 
growth.

But our area has been especially adept at seeing how multiple dots connect with one 
another in a chain of projects and investments aimed at a bigger picture overall. Take 
one example of a string of such connections:

A $170 million Port of Excellence at the Champlain/Lacolle border crossing enhances 
cross border movement and supply chain connections. This facilitates Canadian and 
other international investment here. It also allows for the successful development 
of Plattsburgh International Airport as “Montreal’s U.S. Airport”. Our readiness to 
host and attract new forms of manufacturing supports and is supported by training 
investments such as the Institute for Advanced Manufacturing at Clinton Community 
College as well as PAI and other advances at CV-TEC. This, in turn, allows stronger 
connections with Clarkson University going forward. And more.

We have correctly seen the repositioning of a regional economy in terms of a contin-
ual series of interconnected “dots” that each help lead to further connections. And 
the initial map of dots will never be finite if the connections continue to be made. 
New dots and connections will emerge, such as the implications of Norsk Titanium 
which, in turn, was made possible by the existing dots and connections that generated 
a diverse transportation equipment and aerospace cluster with workforce training 
supports and efficient linkage with Montreal. 

 Several major dots are now substantially under development, requiring concerted 
support and focus to maximize their power to build off past achievements and to posi-
tion us for the next advances. The $10 million Downtown Revitalization Initiative 
must go well beyond traditional downtown enhancements to move the larger items 
forward that will, in turn, create a vibrant downtown that will retain and attract tal-
ent and reinforce our attraction of investment to the region. The $38 million State 
Airport Grant must create the platform for aerospace and economic development at 
Plattsburgh International, enhancing the growth of our Transportation Equipment 
& Aerospace cluster. The Institute for Advanced Manufacturing must not be an end, 
but a beginning in innovative and flexible new programs with new partners such as 
Clarkson, creating a strong future for Clinton Community College and supporting 
our recent and future successes in manufacturing attraction.

Dots and their connections. Creating an ultimate whole that is increasingly greater 
than the sum of the parts through reinforcing interconnection. Our Plattsburgh-
North Country economic and workforce developers and officials get this, which is 
why many good things are happening and many more are possible.

ONWARD AND UPWARD!
Garry Douglas is the president of the North Country Chamber of Commerce.

34  |  sbmonthly.com    JULY 2017



JULY 2017     STRICTLY BUSINESS  |  35

If you think something is wrong with this picture, 
you should see what’s happening in stores.

That’s where tobacco companies 
spend more than half a million dollars 
every day here in New York State on 
promotions where kids can see them. 
And the more kids see tobacco, the 
more likely they are to start smoking. 

facebook.com/TobaccoFreeNYS

@TobaccoFreeNYS

The average age
for a new smoker is

YEARS 
OLD.13

Take action now at  
SeenEnoughTobacco.org

Tobacco-Free CFE
518-570-7784 • tobaccofree@cvfamilycenter.org

Tobacco-Free CFE
518-570-7784 

tobaccofree@cvfamilycenter.org
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Strictly Business
12 Nepco Way
Plattsburgh, NY 12903
CHANGE SERVICE REQUESTED NEPCOMAIL

25 Margaret Street, Plattsburgh 
(located inside Glens Falls National Bank)

Does your business have the
right insurance coverage?

Contact Josh Howell for a free consultation:
(518) 415-2685 or josh.howell@upstateagency.com

Are you covered for:

• Website cyber security

• Employment practice liability

• Property and general liability

• Workers compensation

We can help!

Not FDIC Insured   Not Bank Guaranteed   Not A Deposit    Not Insured By Any Government Agency   May Lose Value

Insurance products are offered through Upstate Agency LLC (Chestertown, NY) – a division of Glens Falls National Insurance Agencies, LLC. (Glens Falls, 
NY);and Capital Financial Group, Inc. (South Glens Falls, NY). These agencies are non-bank subsidiaries of Glens Falls National Bank and Trust Company and 
are licensed to sell insurance in New York State and act as agents for issuing insurers. Insurance policies are obligations of the insurers that issue the policies.


