INSULA

‘ Al

R

‘ \\\
\\
\

»

PE

OLYMPIC

S,



PORT TOWNSEND’S ORIGINAL

MOBILE BAR SERVICE
/

—

Premium custom
cocktails & full bar
for weddings, festivals
& events on the
Olympic Peninsula

Follow us for more
info!

barcarmobile.com
hello@barcarmobile.com




The Leaner

PUBLISHER: LLOYD MULLEN
MANAGING EDITOR: MITZI JO GORDON
STORIES BY: TOM MULLEN, KIRK BOXLEITNER,
LLOYD MULLEN, VICTORIA KELLOGG
LAYOUT & DESIGN: NINATOY
PHOTOGRAPHY: DAN DEPEW (EURO, WITHAM, HARBIN)
MARKETING: CYRUS GUBELMAN, AMY JORDAN, HEIDI HANEY

HOW TO GET AHOLD OF US:
226 Adams St. Port Townsend, WA 98368

LLOYD MULLEN
lloyd@ptleader.com « ptleader.com « (307) 275-0698

MITZI JO GORDEN
editor@ptleader.com « ptleader.com « (360) 385-2900

CYRUS GUBELMAN
cgubelman@ptleader.com « ptleader.com « (360) 385-2900



ARTISAN CHARCUTERIE BOARDS. Eral-A £y Y
BOXES & TABLE SPREADS. WAKEANDWAVEBOARDS@GHATLCON

SERVING THE OLYMPIC PENINSULA TEXT INQUIRIES TO (206) 458-84”

COME VISIT ONE
(ORALL!) OF OUR

8 WINERIES ' ) ’
FORA DELICIOUS o~y
GLASS TODAY! \ ; . h :
i \. \ \ ‘ & ()/1///%/1'/’&11’/15///{2 SAT ° F E B ] 7 ° ] 2 6 PM
;CHECKEACHWINERY \ N, W IINERIES POP UP EVENT AT 7 CEDARS

FOR HOURS & EVENT \ =L - IR
% & “ 21+ TICKETS: Full Access

LISTINGS €)@ ¢
)\ . r e N or Designated Driver
CAMARADERIE CELLARS * EAGLEMOUNT WINE & CIDER FAIRWINDS WINERY: BUY TICKETS EARLY ONLINE
HARBINGER WINERY * MARROWSTONE VINEYARDS ¢ OLYMPIC CELLARS 21+ EVENT LIKELY TO SELL OUT i
PORT TOWNSEND VINEYARDS * RAINCOAST CELLARS OIympicPeninsulaWineries,org

WHO WILL LOSE IF YOU

REUSE?

WHO WINS WHEN WE

WASTE?

www.WasteReductionResources.com




SUPPLYING THE TRADE
_ SINCE 1984

- WOODS,mp
360.385.7878 » edensaw.com

Monday-friday 8-5 Saturday 9-4
211 Seton rd. Port Townsend, WA. 98368




When living at home is no longer an option,
you need a Caring Place.

“Exceeding Expectations for Loving, Thoughtful Care”

Port Townsend Port Angeles
® San Juan villa @ Laurel Place
Memory Care Community Assisted Living | Memory Care

Services & Amenities

o Individualized Care Plans » Weekly Housekeeping & Laundry

o 24hr Care Team Staff o Activities & Life Enrichment Programs
o Dietitian Approved Menus & Snacks e Transportation Arrangements

« Personal Hygiene Assistance « Respite Services

« Medication Management « Specialized Dementia Care

Offering individualized care in a warm home-like environment.
Come see how you can call our community home.

Call TODAY to schedule a tour!
(360) 344-3114 (360) 452-7201

112 Castellano Way 1133 East Park Avenue
Port Townsend, WA 98368 Port Angeles, WA 98362

For more information visit us online: CaringPlaces.com
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Step into a world of timeless charm at the Old Alcohol Plant Inn.
Escape to the captivating allure where history intertwines with modern
luxury. Our breathtaking bay views, boutique suites, and lush gardens
offer a sanctuary of comfort and tranquility.

Indulge your senses with our garden-to-table dining experiences, where
our talented chefs transform the freshest local ingredients into culinary
masterpieces. Taste the flavors of the season as you savor each bite,
knowing that the ingredients were harvested from our own sustainable

gardens, ensuring a truly unforgettable dining experience.

Come visit us at 310 Hadlock Bay Road, Port Hadlock, WA 98339
www.oldalcoholplant.com
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A CONNOISSEUR
OF FINE MUSIC

(AND WINE)

BY TOM MULLEN

Joe Euro recalls his beginnings as a wine
enthusiast.

“It goes back to almost my childhood and
my Italian grandparents,” Euro said. “You
always had wine with the big family feasts,
and as a kid you'd get watered-down wine. I
liked it, and if I asked for more they’d usual-
ly say no — but once the adults went off to
play cards and what have you, I'd finish off
the wine they left.”

Today the owner of Port Townsend’s Wine
Seller looks back with contentment at a ca-
reer in hospitality and as a classical musi-
cian.

“When I was poor I'd go buy the cheap Ital-
ian wine you could buy at the supermar-
ket,” he admitted. Soon though, he was
pressing sommeliers for information about
his changing palate.

“I started studying. I bought a pocket en-

cyclopedia as I became more and more fas-
cinated with the regions of the world.” He

PHOTOS BY DAN DEPEW

visited the vineyards of California before
they were acclaimed, where he recognized
the miracle happening there. He landed a
job at McCormick and Schmick’s Harbor-
side Restaurant in Seattle where, like all
its employees, he could purchase bottles
of wine at a 40 percent discount.

“It was an old East-coast-style place: black
pants, white sport coats and bow ties,” he
said. “Ilearned not to go out with the staff.
Instead I'd go play guitar with one other
friend, and we'd buy some nice wines and
work on whatever piece we were working

”

on.

His classical guitar work improved along-
side his knowledge of more expensive,
pedigreed wines.

“Good old Bill McCormick asked one of
his waiters about this Bordeaux or that
Burgundy, and found out to his horror
that the waiter didn’t know the difference,
so he set up these monthly classes on
wine.”
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Waiting tables paid the rent in those days, while playing
live allowed Euro a certain kind of freedom.

“Restaurant gigs are a great way to practice in front of an
audience,” he explained.

Euro’s career as a musician in Port Townsend started
Uptown. Soon he was playing corporate gigs and wed-
dings, and somehow his two great loves, classical guitar
and wine, began to intertwine. He found that more and
more his good-paying gigs were in the afternoons, so he
began a search for a way to work around that. Thus, The
Wine Seller was born.

“I started about a week before Thanksgiving in 1982,”
Euro said. “I had to sell everything I owned, a banjo, ev-
erything. I was out of money and my first location was
where that Thai restaurant sits across from The Leader.
It was a little tiny shop, but I had my sign, the one that I
have today, in this little 300 square foot shop.”

The rent then, he said, was fairly cheap, but the naysay-
ers were plentiful.

“It started against a lot of negativity,” Euro said.
“Friends would say, ‘Joe, I wouldn't do that. America is
not a wine-drinking nation.” But I thought, what’s the
worst that could happen? Bust up the shelves for fire-
wood and I'd have a lot of wine to drink.”

What Euro knew from his own experience is that, “prof-
it margins on wine and beer are pretty slim, but it’s a
consumable: You run out and you have to go get some
more.”
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WITH THESE RINGS

EMPOWERS COUPLES TO TIE THE KNOT

BY KIRK BOXLEITNER

What started as Stephanie Selle’s passion for
passing on her insights about handcrafted jew-
elry became a way to help other couples cele-
brate their love.

Selle taught students at North Seattle College
about jewelry before she started With These
Rings in Seattle in 2012. The business moved
to Port Townsend nine years ago.

Selle was drawn to Jefferson County after fre-
quently visiting friends who live in Port Had-
lock-Irondale, and she’s found Port Townsend
to be a cozy community that benefits from

being a wedding destination for a number of
her clients. Guiding engaged couples through
the process of making their own wedding rings
allows Selle to relive the joy she experienced
when she and her partner crafted their rings
together.

If you're a couple who's looking to tie the knot
with distinctive wedding rings, Selle can help
you fashion your own bands in a single day,
through a workshop lasting between three to
five hours. Booking a workshop requires an av-
erage of one to three months of lead time, and
setting stones into a ring might require an ad-
ditional four to six weeks after that.



“Some of my couples are so proud of their
work that they’ll actually get married, and
then come back to have their stones set in
their rings,” Selle said.

While those couples wait for workshop ap-
pointments, Selle requests they perform
the “homework” of selecting what types of
metals and bands they’re interested in, after
which she works with them patiently to en-
sure their work yields the rings they want.
“I'make sure we go one step at a time,” Selle
said. “I don’t ever want the process to over-
whelm anyone. After they've selected the
sizes and shapes of the bands, we can work
on refining it according to what they want.
Just about anybody can do it.”

At the same time, Selle as a teacher attest-
ed to how much she’s learned from her stu-
dents, who not only have interesting tales
to tell of their courtships and lives, but also
wind up selecting combinations of different
elements in their rings that Selle would not
have anticipated.

“I get to see them choose some of the most
interesting textures, or conversely, even if
they’d expressed interest in more flamboy-
ant or ornate designs at first, I get to see
them settle on more basic designs, because
they’re so proud of their own craftsman-

ship,” she said.

A number of couples create rings that con-
ceal shared secrets between spouses-to-be.
“Historically, of course, jewelry has always
been used to show off,” Selle said. “But
what’s touching is when couples come in
who request inscriptions or gemstones on
the inside of their bands, where no one else
will be able to see them.”

While she spoke with The Leader, Selle wel-
comed a couple who took a two-hour ferry
ride from Seattle just to see her. Hanyuan
Chi and Xiayu Feng discovered With These
Rings on the Chinese “Little Red Book” so-
cial media app.

“I'm apparently super-popular in Seattle,”
Selle said. “But I've also gotten more local
couples than ever this past year.”

The Seattle couple confessed to being “a lit-
tle nervous, but a lot more excited,” as Selle
guided them through steps such as measur-
ing their ring fingers both before and after
working with their hands, since increased
circulation through their fingers, due to
physical activity, would provide a more ac-
curate size range.

“I do get to live vicariously through them,
during an especially happy time in their
lives,” Selle said.

13
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MISTAKES ARE OUR
BEST TEACHERS

BY TOM MULLEN

You’ve probably run into Mark Ennis
at the Farmers Market Uptown. He's the
founder of a new wave of doing business.
He calls it Flutter by Pizza Pie.

“I'm a skate boarder and this all came from
building skate board ramps and on a real-
ly small scale, realizing how you can cre-
ate your own environment,” Ennis said,
“growing up in suburban New Jersey and
learning how to build little ramps and to
take our ideas and bring them into this
plane of existence.”

It’s not just about making pizzas, or even
making pizza ovens. It's more about build-
ing a safer, more sustainable world.

“I want to teach and do community out-

reach and make it possible for other people

PHOTO BY DAN BURGESS. ART BY JOE SCORDO.

to have a small business in which the vari-
ables have already been worked out — not
just the cost, but I've worked out a design.
In skateboarding it’s okay failing. You un-
derstand the risks you take.

“Because of the state of this world, espe-
cially in business, things have gotten out of
scale. When they fail, they hurt commu-
nities across the world. There is a social
aspect to the business I'm trying to create
and I hope I can provide a different exam-

ple of what is possible.”

It’s easy to see why someone would want to
make pizzas for a living, but pizza ovens?
The concept started in Santiago, Chile,
where Ennis met a friend’s grandmother
who taught him to make simple breads
and doughs.

15



“She had a garden and it was my first experience
with this. I was close with a Chilean family there
who introduced me to another grandmother who
built mud ovens and would make little pastries,” he
said.

When he returned to the States, he took a job at a
you-pick blueberry farm. Then fate knocked on his
door.

“T had nurtured my obsession with wood-fired ov-
ens and the dream for me was making sourdough
bread, which 15 years ago, really wasn’t happening,”
Ennis said. “But there was a workshop to
build a mud oven, a week after I got

there.

“I was obsessed. I was making
300 dollars a month. Me and my
girlfriend had a place to live and I
was desperate to learn farm skills,
building skills, how to can food, to
make bread, to live off the grid.”

Being broke was the mother of
invention.

“T was on food stamps, so I would get a bunch of
meat and cheeses and sell pizzas to the you-pick-
em blueberry people, and I quickly learned that was
much more profitable than farming.”

Making pizzas, and pizza ovens, has become a met-
aphor for skating.

“Skateboarding is a culture and the process is fail-
ure-based. You have to be willing to try things that
seem impossible to you, but by trying them they be-
come more possible. If it’s way out of my abilities,
I fall and hurt my own elbow. Prototyping is like
skateboarding, falling, changing the position of your
feet and then you try again.”

16

The pies he sold at the farm, he admits, weren't very
good. He found mentors and eventually developed
something delicious.

“Our dough is something that really sets us apart.
I've done a lot of things with wheat, water, salt, and
sourdough yeasts. A lot of it is desperation of the
moment. That’s how I figured out my recipe — I
started trying different things because I had com-
mitted to catering a friend’s wedding.”

His obsession with the craft led him to build at least
a dozen ovens for people, while continuing to sell his
own pies and working on a prototype for

a modular commercial oven. To that

end, he’s signed a lease in Port Had-
lock.

“It used to be a bakery 10 years
ago and I've been waiting a
while for this building to come
up, near my art studio,” Ennis
said. “It will be a little pizzeria
and an oven show room, and
more or less an unofficial school
for those who want to learn my way of
making pizza, learn more about fire and the

forests, and also small-scale farm and food systems.”

The key, he said, is simple ingredients that he is contin-
ually changing.

“The main ingredient is the time to develop the piz-
za. There’s my time but also the time for flavors and
textures to develop. It's such a slow, consistent effort.
In some ways it is crescendoing right now. I'm getting
ready to release another two prototypes,” Ennis said.

Time is on his side while he searches for perfection.

“Perfect is when there is nothing else you can take away
from the design,” he said.

PHOTO BY TOMAS SEVUTAL. ART BY DYLAN GOLDEBERGER.
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TREASURED CONNECTIONS
at CHIMACUM CORNER FARMSTAND

BY KIRK BOXLEITNER

Nicole Witham, general manager of the
Chimacum Corner Farmstand grocery
store, loves being able to connect local farm-
ers and food producers with the surround-
ing community, and sees her job as but one
link in the chain of agricultural advocacy.

With a background in family farming her-
self, Witham recognizes that one of the
most essential steps is getting farmers’ pro-
duce out to prospective customers, which
she credited Katy McCoy and Phil Vogel-
zang with doing by co-founding the Chi-
macum Corner Farmstand in 2010.

For Witham, the Farmstand is a means not
merely to provide a venue for produce and
other goods, but also to work with local
farmers, to find ways of selling their pro-
duce at the right volumes and prices, and
thereby help grow their businesses in turn.

Although Witham transitioned out of fam-
ily farming in 2015, she became involved in
the Chimacum Corner Farmstand’s mar-
keting and branding through social media,
even going so far as to start its first Insta-
gram account, which she saw as yet

another means through which the grocery
store could build relationships between
farmers and the surrounding community.

In 2017, Witham added to those duties
when she became a coordinator for the
Washington State University Food Sys-
tems Program, which she described as
likewise playing into “my passion for farm
systems and helping out agricultural business-
es,” She worked with all 39 of the state’s
counties to understand each agricultural
region’s economic and ecological issues.

When the COVID pandemic hit in 2020,
Witham went into emergency response
mode, as food supply chains were disrupt-
ed, and both individual sales and entire
markets were lost. This also prompted
what she regarded as some needed reeval-
uations regarding how food is distributed.
By 2021, Witham was ready to step back
from some of her big-picture obligations,
especially as she parented from home, so
she returned to the Chimacum Corner
Farmstand, where Rob Story was retiring
after a decade as general manager.

PHOTOS BY DAN DEPEW.









“Iwas getting a bit burnt-out, and I wanted
to return to more of a grass-roots level, so
I reached out to Katy and Phil,” Witham
said. “Produce is a seasonal business, so I
wanted to experience a full cycle as the gro-
cery store’s operations manager.”

After a year of observing the Chimacum
Corner Farmstand’s trends and patterns
firsthand, complete with its peak periods
of tourist traffic, Witham stepped in as gen-
eral manager, bringing her broader knowl-
edge of statewide agricultural systems to
bear. She’s sought to promote sustainable
food production and local farming busi-
nesses in a post-pandemic environment.

“It’s a cliché to say this, but the work of
helping to feed others feeds me on an emo-
tional level,” Witham said. “An essential
aspect of agriculture is always going to be
providing food growers and consumers
with access to each other.

What the Chimacum Corner Farmstand
does is provide a hub for the farmers and
food producers in our community, in ad-
dition to supporting close to 50 employees
throughout the year, in a friendly work en-
vironment with low turnover.”

And there remains part of Witham who
simply wants to be “farmer Nicole,” as she
once was.

“I prefer to be hands-on,” she said. “I was
never cut out for a corporate gig. I still
start my mornings by feeding goats, and I
like walking in muddy work-boots, with al-
falfa in my hair. I get to work alongside all
sorts of different people, in a place where
our leadership isn't segregated or discon-
nected from the rest of our amazing team.”
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TURNING MOMENTS
INTO TIME

BY LLOYD MULLEN

Last year a bride’s father had a heart attack
while getting ready for the ceremony.

While shooting closeups of the family getting
ready, Melissa Jentzsch looked down her lens
and watched as he knotted his bowtie.

“I thought, ‘something’s not right.” I got the
wedding planner and had her call 9-1-1. “It
was this traumatic, horrible experience.”
Jentzsch said. She and other vendors stayed
with the family as the wedding became a
wake.

In the winter months that followed, Jentzsch
reevaluated whether or not she would con-
tinue working as a wedding photographer.

“It’s such an intense job. You're a part of it.
You're sharing in all of the good moments
and you're also sharing in all the hard stuff. I
felt like I was carrying the weight with them,”
she explained.

Spring sprung and Jentzsch decided to con-
tinue on in the business.

“It’s like a backstage pass to people’s lives,”

she explained. “You have access to all of this
important stuff. It feels like a real privilege.
I love the variety.”

Like the kind of variety found at the poly-
amorous wedding she photographed.

“Really embracing how different everyone
is and how fun it is to celebrate all of those
differences. The exposure to things that I
wouldn’t be exposed to in my everyday life.
You get these behind-the-scenes views of
what everything is like.” Jentzsch said.

The spark was lit on her 15th birthday when
her father gave her a Pentax and a roll of
film. After school and on weekends, she’'d
roam the sidewalks of Seattle, taking pic-
tures of buildings, wildlife, and passersby.

“Tjust felt so alive,” Jentzsch recalled. That
camera was just the beginning.

In her 20s, Jentzsch married and moved to
the Rocky Mountains. It was there that she
nurtured a fondness for the outdoors and
nature photography.

PHOTOS BY M] PHOTOGRAPHY
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“T'd sit for hours in Yellowstone after a dust-
ing of snow and wait for a fox to prance
around,” she said.

A baby son diminished both her time and
her desire to be away in the mountains,
waiting for wildlife to appear.

“A couple of friends got married and asked
me to document their weddings,” Jentzsch
said. “I shot a few and I think, for me, it was
amazing to see how different everyone is.
That’s my favorite thing about weddings:
there’s so many different kinds.”

Artificial intelligence and social media are
a cause for headaches in the industry. From
planned portraits with artificial lighting to
keeping up with fashionable online trends,
Jentzsch said customers have a hard time
finding quality wedding photographers.

“I've had couples send me inspiration gal-
leries. What they don’t know is that golden
hour could be 9 p.m. in the summer. I think
their expectations versus what’s realistic
and what they saw on social media may not
be true. Especially with Al-generated galler-
ies and portfolios,” she explained.

During many of Jentzsch’s shoots, guests
stand on the docks in downtown Port
Townsend, squeeze inside childrens play
sets near Point Hudson, and run along the
tide on North Beach.

Beyond the photography work, Jentzsch
said it’s her experience with vendors that
sets her apart.

Destination weddings in the Pacific North-
west have been on therise in the past decade.
For those looking to become newlyweds, Jef-
ferson County has everything, according to
Jentzsch. “You don’t need to import vendors
from Seattle. We have a solid community of
vendors,” she insisted.

“I feel like a lot of the time photographers
get the glory because we end the day with
these beautiful images, but it took all the
vendors to get that image. It’s important to
me to tag all the vendors even if you can’t
see them in the photos. They all took part in
creating a great day for the couple.”
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KALMA

DEATH POSITIVITY FOR the DARKLY-INCLINED

BY VICTORIA KELLOGG

"Death is a natural and inevitable part of the
human experience; it shouldn't be shameful to
acknowledge, to be curious about, or to work
with our relationship to death and dying.”

This is the vision of owner AJ Hawkins as she
shapes the essence of her brain child and online
business, KALMA, into Port Townsend’s

newest retail shop and gathering
place.

With plans to open
on Water Street this
spring, new down-
town PT  space
KALMA will not
only serve as a store
stocked with goods
made by
en-owned and minori-
ty-owned  businesses,
but will also serve as a

wom-

welcoming, inclusive, and
creative community space where

people from all walks of life can feel com-
fortable being themselves and connect with one
another on topics related to death.

Founded in 2018, online retailer and advocacy
platform KALMA is the hub of Hawkins’s work
with death positivity, woven from a vision to use
art and creativity to facilitate open and honest
conversations on death, dying, and grief.

It is a common misconception that the term
“death positivity” invites a positive outlook on
death. Rather, the movement serves to create
a space where human beings can safely come
together and acknowledge the complex web of
feelings surrounding death and mortality. The
philosophy serves as a guiding force for Haw-
kins in her everyday life as an artist. It also

influences her role as a business owner
living with a disability, which took
hold shortly after KALMA be-
gan.

“The primary root of my
disability is in chronic ill-
ness, navigating fluctuating
levels of pain and fatigue,”
Hawkins said. “During a lot
of the early years of KAL-
MA, there were days where it
was hard to even walk across my
house, let alone stand and pack or-
ders.”

Hawkins recalls the beginning of her small busi-
ness journey, noting that designs and orders
were often fulfilled from her bed or couch, and
that there were periods of time where marketing,
making sales, and overall brand development
were intentionally scaled back in order to shape
her workload into something her illness would
allow her to manage. “My body is not always an
ally in achieving my goals,” she said.



For Hawkins, death work and death positivity
is not just about supporting oneself or others
through grief and loss. It is also the confrontation
of what can be an uncomfortable reality: that we
all live in a mortal body, and the mortal body is a
finite thing. It is a reminder that feelings of grief
do not only result from the loss of aloved one. For
Hawkins, as someone who was born able-bodied
and became disabled later in life, grief also man-
ifests itself in the loss of versions of yourself that
could do things you no longer can. It was in the
wake of the loss of her former self that the mis-
sion behind KALMA was truly born.

As Hawkins looks ahead to her newest
chapter, her personal bridge between
illness and death positivity guides
all of her decision making, from
the physical tasks on her to-do
list, to utilizing purchasing pow-
er as a business, to supporting
people who may have less access

to employment in the tradi-

tional workforce.

“If T am advocating for us to
think more critically about the
impacts of our bodies on the
earth after death, then what
are the impacts of my body on
the earth during my life?” she
asked. “If I am advocating for peo-

ples’ rights to empowered, compassionate, and
culturally-relevant deaths, am I helping people
to live empowered, compassionate, and cultural-
ly-relevant lives?”

Today, those who visit KALMA's social media
channels will note the themes of these questions
and their subject matter in Hawkins’s eloquently
written posts, and in her enchantinglstyle of pho-
tography. Those who visit her online store will

find a beautifully-curated collection of clothing,
beauty products, and home decor among other
offerings, and many items designed and printed
by Hawkins herself.

“My goal is to use income from the business to
help subsidize advocacy work, education, and
social work around our relationships to death,
dying, and grief,” Hawkins said of the upcoming
brick-and-mortar space. “The income from the
retail shop will support the rent and facilitation

of a community space for hosting a range of
death-positive and creative pro-
gramming, such as grief support
groups, end-of-life
workshops, and living funeral

planning
ceremonies.”

Furthermore, she is committed
to creating a space that is phys-
ically accessible, noting that one
in four Americans have a disabil-
ity, and many of Port Townsend’s
downtown historic buildings are cur-
rently not ADA accessible. Hawkins
is driven by a desire to see her own
personhood reflected on Water Street,
in a space where all can gather to represent
themselves and their lived experiences.

With Hawkins at the helm of its brick-and-mor-
tar concept, KALMA strives to be a welcoming,
inclusive, and accessible space for all to foster
their curiosity for the death-positive movement.
It’s a space where she and her community can
feel comfortable being different, being “weird”--
being more authentically and unapologetically
themselves.

“If I only have one life to live, I should live it as
myself,” she said.
IMAGE BY A] HAWKINS
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BRINGING THE COMMUNITY

COUNTRY-HOME COOKING

BY KIRK BOXLEITNER

Mike Harbin, owner and pit-master of
Mo-Chilli BBQ at 1980 W. Sims Way in
Port Townsend, started cooking to re-
capture a taste of home, when he was far
away from Texas in the military, and he’s
kept on cooking as it’s become the foun-
dation of his family.

Harbin’s nine-year hitch in the U.S.
Marine Corps included a stint in the
Far East, where taking part in weekend
cook-outs planted the seeds for later cu-
linary collaborations with his sister and
brother-in-law, as he realized how much
he missed the Texas home-cooking he
grew up with.

Harbin admitted that it took some trial
and error to get the end result just right,
but when his father-in-law passed away,
Mike and his wife, Heather, left not
only Texas, but also their old corporate
jobs, to return to Heather’s home town
of Port Townsend and be with her mom,
while she and Mike also built their first
food truck.

Mike Harbin is quick to credit the assistance
of friends, family and even fellow veterans
with helping Mo-Chilli BBQ get started, as
he’s made connections with organizations
such as the Small Business Development
Centers and the local Economic Develop-
ment Council. He’s also put in the time,
effort and attention to detail that was re-
quired to turn what was once a recreational
pastime for him into a rigorous process.

“It definitely takes patience,” said Harbin,
who has diligently solicited customer feed-
back, and charted the progress of his cook-
ing in logbooks. “When you're figuring out
the right prep times for your meats, you
also have to factor in the temperature and
the weather.”

At his brick-and-mortar location, Harbin
constructed a shed exterior for his bar-
becue equipment, to shield it from the
direct force of the wind, so his fires don’t
have to burn as hot to compensate for the
elements. A stovepipe chimney circulates
fresh air through the smoke tank, to foster
the proper flavors in his meats.

PHOTOS BY DAN DEPEW
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The winter months nonetheless take their
toll on his cooking times, and ever-increas-
ing customer demand has led Harbin to
bring in additional smokers, made from re-
tired propane tanks for additional volume,
as Mo-Chilli BBQ serves between 500 to
900 pounds of meat per day during its bus-
ier months, Harbin needs to trim his bris-
ket the day before he serves it, if he wants to
avoid starting his workday at midnight.

According to Harbin, one of the secrets to
Mo-Chilli’s barbecue flavor, even more than
the smoke, is the meat rub, which he makes
himself.

However, Harbin sees the key to Mo-Chilli’s
business success as its enthusiastic, indus-
trious employees, and he expressed pride in
being able to hire as many as 15 employees
during the summer months, since it allows
him to help others in a fashion similar to
how his fellow vets helped his business get
started.

And as long as Harbin can pay his bills, he
considers Mo-Chilli BBQ to be its own re-
ward.

“I do it because I love it,” Harbin said.
“When people tell us our barbecue is the
best they've ever had, that’s a win.That gets
me out of bed in the morning, even when my
mornings are still at night. It’s amazing to
hear that we've become a household name
in other towns.”

Technically, that household name combines
the nicknames of Mike and Heather’s two
sons, “Mo” and “Chilli,” both of whom have
worked shifts at the family business, just as
Mike said, “I couldn’t have done it without
Heather,” whose side dishes and desserts
are always in demand.






Come Celebrate your Event
on the Waterfront in the Heart of Port Townsend

BELMONT

Historic Hotel & Waterfront
Sterming Place Event Venue

‘thebel .
925 Water Street, Port " thebelmontpt.com 00 o0 5007

Townsend, Washington 98368 * Built in 1889 + stay@thebelmontpt.com
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R INTO BIGGER SAVINGS

< & — —
Jrda & i " Open a new 1st Rate Money
k. o Market Account' and receive a

limited time offer of

To be eligible for this rate, customer must have an open and active consumer checking account with 1st Security Bank.

2APY = Annual Percentage Yield. APY is effective through 06/30/2024. Minimum opening deposit is $100,000 and requires $50,000 in new money that
can be combined with other funds on deposit at the Bank. New Money is defined as funds from another institution (not 1st Security Bank). Fees may reduce
earnings on your account. Minimum daily balance to earn APY is $100,000 and greater. Speak with your banker today for more details.

fsbwa.com/1strate ].ST SECURIIY BAN K Member FDIC




SPRING IS ALMOST HERE,

WERE RE FOR YOUR NEXT PROJECT!

[]
It

~ for over 20 years!

Landscapes ~ 360.385.4415  Land Development
Hardscapes  """™*""#**"™ ™ Sewer Repairs

Site Preparation v And More!

le Lic #MOVINEL882PH



Spend Smarter

ave Stronger

VISTA CHECKING »

It's your money. Keep more of it.

When you open a Vista Checking Account at Peninsula Crecit
Union, not only do you earn a higher rate, you can feel good
about where you bank.

Plus, our Vista Premier Checking comes with tons of freebies to
help you have more of what matters:

/]| ATM Fee Reimbursements* %3 Health Savings Card
- ¥ Upto $15 each month Save on prescriptions and exams
ID Theft Aid '? @ Roadside Assistance
@ $10,000 benefit in ID restoration Available 24 /7 and free to use
E Local Discounts' Anywhere Banking Tools
Deals with Bazing savings @, Online and mobile banking
Travel Insurance? Cell Phone Protection
U B Peace of mind Up to $400 if broken or stolen

PREMIER VISTA BASIC VISTA

Earnup to Earn up to

4.00% 2.00% Peninsula
® APY* o APY* CREDIT UNION

Open a Vista Checking account today at

pcfcu.org or call 360.436.1601.

* APY=Annual Percentage Yield. Dividends are only paid on Vista Checking Accounts as described at pcfcu.org/checking. Dividends are declared and paid monthly and calculated on the average daily
balance. To eamn Vista's premier dividend on the first $10,000 in the account, you must use your cash/check (debit) card for 15 purchase transactions (minimum of $5 each) and be enrolled in e-statements.
For qualification purposes, a month is defined as the last day of the month to the day before the last day of the next month. APY calculated and shown on the periodic statements is based on the dividend
limitations shown above. Rates subject to change and fees affect earnings. Federally insured by NCUA. 1 Subject to the terms and conditions detailed in the Guide to Benefits. Participating merchants on
BaZing are not sponsors of the program, are subject to change without notice, may not be available in all regions and may choose to limit deals. 2 Insurance products are: NOT ADEPOSIT. NOT FEDERALLY
INSURED. NOT AN OBLIGATION OR GUARANTEED BY THE CREDIT UNION, ITS AFFILIATES, OR ANY GOVERNMENT AGENCY



WE BUILD DREAMS

Architectural Design & General Contractor
Building locally for 30+ years.

newleaf
design | build3




R VACATION

; TAKA VAEEN
~ FROMIPLANNING |

BOOK WITH ME, STRESS FREE. 206-658-4672

Sheri Deen Broeder, Owner, CTC, MCC, DS e Certified travel consultant
As a Certified Travel Consultant and Master Cruise

Counselor for more than 20 years, | pride myself

on providing exceptional customer service. This Cruises Touns and. Travel
season, put your travel plans in good hands. SheriDeen.UltimateDreamsTravel@gmail.com






