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Dear Advertiser,

Welcome to San Joaquin Business Magazine. Our goal with this publication is 
simple: to grow your company’s bottom line. With a mission statement 
like that, San Joaquin magazine should be part of your company’s ongoing 
marketing strategy.

If that’s not enough, here are some more reasons why your company should be 
advertising with San Joaquin Business magazine:

San Joaquin Business Magazine delivers to the most 
powerful executives, professionals, business owners, and 
decision makers in san joaquin county

With 20,000 copies distributed each issue, your message will be in the hands of 
those who are looking for your products or services to help add to their bottom 
line, increasing yours in the process.

San Joaquin Business Magazine covers local business like no other publication

We provide our readers with the back story—the how, who, and why of local business. We tell our readers 
who the power players are (and those on their way to being one), how the biggest local deals got made, 
what is coming on the horizon, and how their business can succeed in San Joaquin’s business climate. Each 
issue will feature the latest trends, insights, advice, and perspectives to help their business excel.

San Joaquin Business Magazine provides information

Information is power, and San Joaquin magazine gives our readers a powerful new tool—in each issue they 
will find out who their competition is, what they’re up to, and how their company can react to stay on top. 
Entrepreneurs will learn about other start-ups in the area, and what steps they’re taking to succeed. San 
Joaquin magazine will provide inspiration, guidance, and a network of peers to help any business grow.

San Joaquin Business Magazine is good ROI

We at San Joaquin Business magazine are passionate of and believe in the entrepreneurial business climate 
of San Joaquin County. We also appreciate and commend the bigger businesses for their ongoing support of 
San Joaquin’s economy by taking risks, creating jobs, and helping create a better San Joaquin for everyone. 
We are also passionate about helping our advertisers grow their businesses. Invest in San Joaquin business 
magazine, and prepare for an impressive ROI (return on investment).

Sincerely,

introductions

Tony Zoccoli, Publisher
tony@sanjoaquinbusinessmagazine.com



agriculture
San Joaquin County is one of the biggest agricultural centers in 
California, home to some of the largest crops of corn, avocado, 
walnuts, and asparagus.

banking & Finance
From insurance and accounting firms to banks and credit unions 
to investment companies, San Joaquin has a vibrant financial 
scene.

manufacturing
From insulated coffee cups to commercial hamburger bun 
production, San Joaquin is home to a large manufacturing and 
production center.

health care
Several of the state’s largest health care companies have 
headquarters in San Joaquin county, and cities like Stockton 
and Lodi are seeing an influx of medical professionals opening 
practices.

real estate
Some of the Central Valley’s biggest real estate development 
companies—residential and commercial—call San Joaquin home.

retail and restaurants
From specialized boutiques to established department stores, from 
corner delis to luxury restaurants, San Joaquin’s savvy foodies and 
shoppers are finding more and more options available.

art & entertainment
San Joaquin is experiencing a cultural rennaissance, from the 
refurbished Bob Hope Theatre to the newly opened Tracy Grand 
to the many art galleries and museums.  

transportation
By boat, air, rail, or highway, San Joaquin has been a delivery hub 
for many national and international businesses.

technology
With Silicon Valley less than an hour away, many supporting hi-
tech firms and entrepreneurs are using San Joaquin as their home 
base.

wine
Grapes are big business in San Joaquin. Lodi and surrounding areas 
are fast becoming recognized for their delicious varietals, and many 
local grapes are used by wineries in Napa and Sonoma to create 
award-winning wines.
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www.sanjoaquinmagazine.com SAN JOAQUIN MAGAZINE     41

by TAMMY HANSEN | photos by BRENDA HARTSHORN

THE BLOOD OF LODI’S 
NEXT GENERATION 
OF WINEMAKERS 
RUNS ZINFANDEL RED, 
WITH A HINT OF OLD 
VINE TRADITION AND 
A SUGGESTION OF 
MODERN TECHNIQUES.

NEIGHBORS > YOUNG WINEMAKERS
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MANY LODI WINE FAMILIES 
boast an entire generation of siblings 
working in the fields, wineries, and 
tasting rooms. For others, a single son 
or daughter has stepped up to carry 
on family traditions. Once quick to 
make their exit from the area where 
they spent their youth, these young 
winemakers are coming home with 
hopes of helping turn this once sleepy 
farm town into a tourist destination 
with cutting-edge wine growing and 
winery marketing techniques. No one 
is more surprised than they to discover 
the romance and comforts of home 
as they redefine the Valley’s evolving 
wine industry.  

“It’s like it’s in their blood. I’ve 
seen it,” says Anna Goehring, Lodi 
Wine and Visitor Center marketing 
coordinator. “The dirt just runs 
through their blood. You can see the 
passion in them, and the pride.” »

Vines
Meet Lodi’s 
up-and-coming 
young wine 
enthusiasts to 
watch

young

“You have to be up for 
the challenge. There’s 
a certain business savvy 
that’s part of the industry.”
Anne Matson, Vino Con Brio
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THEY DON’T ALWAYS AGREE. 
ONE REPRESENTS A BUSINESS COMMUNITY determined to build an urban iden-
tity to rival California’s best cities. Another represents a business community steeped in 
agriculture and determined to become a wine lover’s paradise. The third is charged with 
bringing these and dozens of other visions together in a cohesive regional plan that can 
only succeed through compromise among disparate dreams.

Toss the word “growth” among them and it becomes a hand grenade. Ask them to share 
their visions for the future, and these local movers and shakers exude an infectious opti-
mism. We asked Lodi Chamber CEO Pat Patrick, Stockton Chamber CEO Douglass Wilhoit, 
and San Joaquin Council of Governments Executive Director Andrew Chesley to give us 
their take on the region’s issues and brimming future. What we discovered through their 
answers is that these three men, who sometimes disagree about what is best for Cen-
tral San Joaquin County, share a common bond of dedication and commitment into the  
region’s future. >>>

Valley Visionaries
Compiled by TAMMY HANSEN
Photographed at ULMER STUDIO
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there’s no business 

like Show 
      Business by TAMMY HANSEN

THE BOB HOPE THEATRE
242 E. Main St., Stockton
(209) 337-HOPE | www.bobhopetheatre.com
HISTORY: Opened as The Fox California in 1930 on the site of the former T&D Photoplay. 

One of the safest and grandest theaters of its time. The lush theater, mostly a movie 
house, played host to legendary performers such as Al Jolson, the Marx Brothers, and 
Duke Ellington’s big band. Reborn as The Hope in 2004 after years of decline in the sev-
enties and eighties.

TIDBITS: On the National Register of Historical Buildings. Once considered for demolition 
to make way for a parking lot. Home of an historic pipe organ refurbished by Friends of 
the Fox. The grand re-opening featured comedian Jerry Seinfeld. 

ON THE BILL FOR ’07: Sisters in the Spirit, Rob Becker’s Defending the Caveman, Chris 
Botti, Les Ballets Africains, STOMP, Ballet Hispanico, Luis Bravo’s Forever Tango

[ community: local arts ]

TRACY ARTS ACTIVIST ANN LANGLEY GOT HER FIRST VIEW OF 
TRACY’S HISTORIC GRAND THEATRE IN 1998, picking her way 
through trash toward the 1923 vaudeville stage where the sculpted face of a 

woman gazed out over the decay from the peak of its proscenium arch.
“I kept looking up at that very serene woman’s face and thinking, have you been 

waiting all this time for someone to come in and rescue you?” Langley recalls. 
The sculptured visage, Langley later learned, had a name—the Empress of the Grand. 

Her abandoned countenance haunted Langley as she and other arts enthusiasts consid-
ered transforming the dilapidated downtown theater and adjacent buildings into a city-
run performing arts center. Was it too late to save the grande dame after years of abuse? 
Langley thought not. Amid the trash and decline were glimmers of a former grandeur. 

 “There were pieces of the building that made your heart hurt,” she says, “but there 
were pieces of the building that made your heart soar.” 

Eight years later, Langley, a driving force behind the city’s $12.2 million restora-
tion, looks forward to a grand reopening of the 550-seat Grand. New velvet curtains 
will rise on more than the Empress’ refurbished stage this fall. Tracy’s government, 
citizens, and associations have combined to transform a downtrodden mishmash of 
buildings into The Grand Theatre Center for the Arts.

Breathing 
Life into the 

Central Valley 
Arts Scene

[ community: local arts ]

One of North America’s 
fastest growing private 
companies, growing at 
a rate of 4 percent each 
year, Insulair—and  its 
founder Claus Sadlier 
(pictured)—will make its 
one billionth cup this year.
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SOME LIKE IT HOT AND SOME LIKE IT to stay 
hot, according to San Joaquin county businessman 
Claus Sadlier, inventor of the triple layer cup for coffee 
drinkers all across the world. It was his search for the 
perfect cup, one where coffee would stay hot longer, 
and fingers wouldn’t burn when touching the cup, 
that led Sadlier (pronounced Sad-lee-a) to create an 
economical and most recently, earth-friendly cup.

In just ten short years, Sadlier holds an impres-
sive list of clients at his Vernalis-based company, 
Insulair Inc., to include Safeway, Walgreens, Alb-
ertsons, Krispy Kreme, and Chevron. They each 
proudly sport his patented cup, EcoSmart, which 
comes in 8, 12, 16, 20, and 24-ounce sizes. Still, it 
amazes the 40-year-old, former PepsiCo developer 
that Starbucks hasn’t jumped onboard with his 
built-in sleeve cups. “That’s a question a lot of 
their customers are asking about them,” he says. 
“But our current clients are really glad they have 
something different than Starbucks, to help set 
them apart.”

It makes sense any way you pour it. Cost-wise, 
the triple-layered cup, designed to slow down the 
rate of heat loss, costs less than cup doubling, 
a costly act many coffee houses do to keep cus-
tomers’ digits cool. It costs the same as cups 
with sleeves, yet those sleeves tend to slide off 
easily or get stuck in cup holders. The bonus: 
When it comes to saving the planet, EcoSmart 
is made from at least twelve percent post-con-
sumer recycled material, and Sadlier doesn’t 
stop there. “We recycle one hundred percent 
of our factory scrap. It’s turned into tissue pa-
per.” says the two-cup-a-day latte drinker, who 
holds an MBA from Indiana University. 

The cup’s second layer is made from bio-
degradable paper, an ingenious idea which 

took Insulair’s sales from $3 million in 2001 to an es-
timated $50 million this year, proving to Sadlier and 
everyone else that it pays to be kind to Mother Earth. 
“It’s an idea that continues to grow,” he says. “We 
plan to build a plant on the East Coast and in Eu-
rope. Right now, twelve percent of our sales go to Eu-
rope. The Europeans love the product.”

One of North America’s fastest-growing private 
companies (growing at a rate of four percent each 
year), Insulair will make its one billionth cup this 
year. It’s sold in 50 states and exported to custom-
ers in more than 15 countries around the world.

Internationally or locally, Sadlier’s cup runneth 
over every time he sees a stranger using his cup, or 
when he and his wife Sue spot their insulated cups 
on television. “It appears on a lot of TV shows like 
Grey’s Anatomy and Scrubs,” he says. Why shouldn’t 
it appear on prime-time television? The world’s 
only triple-wall insulated cup won Best New 
Product by New York Restaurant and Foodser-
vice Show, Winner-Innovator Award by Western 
Foodservice & Hospitality Expo, Best New Prod-
uct by Specialty Coffee Association of America 
Show ,and Winner-Innovator Award by the Cal-
ifornia Restaurant Association.

The sky’s the limit for Sadlier’s paper prod-
uct wonder, especially since he’s looking down 
the road to broaden his vision for other uses. 
“We always want to improve it. Food contain-
ers for soup and chili are next. We’re thinking 
ice cream containers down the road,” he says. 
In a world where coffee houses are a dime a 
dozen, Sadlier is just happy to be in the game. 
“Nobody wants to be first with a new prod-
uct and nobody wants to be last. We’re in 
the middle of the wave. It’s a viral effect, and 
it’s spreading.” [SJM]

Don’t Loose 
Your Cool

written By CHARLEEN EARLEY
photos by ROSE PADGETT
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Perry and Sons Pumpkins
Art Perry is the vice president of George Perry and Sons, Inc. in 
Manteca, the self-proclaimed pumpkin capital of the world—a title 
earned because San Joaquin County exports more of the orange crop 
than any other county in California. Growers like Perry and Sons earn 
more than a third of the state’s total pumpkin crop revenue. Three 
years ago, the fruits brought them $6.7 million out of the total $16.8 
million earned statewide by pumpkin farmers.

Known to some as “the Pumpkin Kings,” George Perry and 
Sons, Inc. is one of the largest growers in San Joaquin County. 
You’ve probably seen part of their operation; just look for 
the big colorful sign flanked by a picture of a watermelon off 
Highway 99, just south of Delicato Winery in Manteca. Around 

Halloween, from the same vantage point, you can see the family’s 
residence where Perry’s wife, Dianne, decorates inside and out 
with pumpkins, and even lines their driveway with the bigger 
ones. After the holiday is over, Perry admits they all get thrown 
away because, well, that’s what you do with pumpkins.

The Perry family didn’t always grow pumpkins. The business 
began as a dairy in 1925 by George Perry Sr.’s father, Delphino 
Perry, an immigrant from the Azores Islands. In 1963, the family 
sold the dairy to focus on farming, and two years later George 
Sr. expanded the growing business to include watermelons and 
pumpkins—the crops they’re best known for today—and started 
shipping to and receiving them from all over the world. Today, by 
trucking in crops from New Mexico to Mexico to Imperial Valley 

NEIGHBORS > pumpkin kings

to Arizona, the Perry plant can provide crops like melon and squash 
for its customers three hundred sixty-five days of the year.

“As long as there are watermelons somewhere in the world, 
we’ll ship them,” Perry says of the Manteca shipping operation. 
He and thirteen other family members from four generations 
work closely with long-time employees to farm the five thousand 
acres of diversified crops. In addition to watermelons and 
pumpkins, the family farm turns over wheat, corn, alfalfa, beans, 
and ornamental corn.

Perry’s mother and father are still working side by side with their 
children, grandchildren, and great-grandchildren. Dad, George 
Sr., 88, stops in daily wanting to keep up on what’s happening. He 
even strolls the fields checking out the crops. Mom, Violet, 84, does 
bookkeeping three days a week and keeps the office kitchen clean.

Art Perry thinks the family farm will keep going, thanks to 
a team who truly values each other, but mostly due to the area’s 
microclimate. The hot days and cooling San Joaquin Delta breezes 
that come in at night create perfect growing conditions. 

Dell’Osso Pumpkins  

At the Dell’Osso Family Farm in Lathrop, pumpkins weren’t 
always the main crop, either. The farm was founded in the 1920s 
by three brothers from Italy who planted asparagus, and through 
the years added sweet corn, potatoes, and alfalfa—everything that 
doesn’t make money, Susan Dell’Osso says. Her husband Ron, the 
grandson of one of the original owners, joined up in the mid 1970s 
and added melons, corn, and pumpkins to the crop rotation. Then, 
in 1997, the famous corn maze was born. While that attraction 
brings in hundreds of thousands of dollars in revenue each October, 
the family farm is still running, supplying pumpkins to grocery 
stores throughout California and Arizona every year. They are even 
growers for the Perry and Sons operation.

The Dell’Osso family’s three generations till the soil of three 
hundred acres of pumpkins, yielding some four to five thousand tons 
per year. They also grow and wax thousands of mini pumpkins at a 
shed on-site, and grow Indian corn. Ron Dell’Osso works alongside 
his brother Michael, son Brian, and nephew Phillip.

The Dell’Osso Pumpkin Maze event was started ten years ago 
to help diversify the farm and bring in a little extra cash, according 
to Susan Dell’Osso. Today, tens of thousands of people visit it each 
October. In 2009, the family, who actually lives on-site, plans to 
open their farm at Easter with egg hunts and end the season with 
the maze at Halloween, closing down for the rest of the year for field 
trips, birthday parties, or simply visits to give children a hands-on 
experience to learn more about where their food is grown. Someday, 
Ron Dell’Osso would like to see a restaurant and bakery, and even a 
place to hold weddings at the farm. First, he wants to make people 
aware that San Joaquin County is the world’s pumpkin capital, and 
not Half Moon Bay, the site of the well-known Half Moon Bay Art and 
Pumpkin Festival. They may have the coastline and the festival, but 
Dell’Osso is always telling people that Dell’Osso Farms drops more 
pumpkins off its wagon on the way from the field to the truck every 
year, than farmers grow in Half Moon Bay. Not too shabby. SJM
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