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| Yew Yew Shop, by designer Jenny 
Wichman (@jenny.wichman) is "a 
smoking accessory brand focused 
on breaking the stigma around the 
plant" |

| Glass Pipe from 
Yewyew Shop |

| Yewyew Shop |

| Yew Yew Shop |

| Summerland 
California based ceramic 
smoking accessories. 
"Sustainability, function and 
form are equivalent to us, we 
do not settle for less." |

| SERRA: Serra X Hemson| 

| SERRA: SERRA X HEMSON 
collaboration: "An exclusive 
accessories collection designed to fit 
seamlessly to the elevated home" |

| Photo Credit: 
@broccoli_mag on 

Instagram |

Maya Fuhr
Tokyo Smoke "Art Theory"
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Canada legalized weed in 2018

Born and raised in Toronto's downtown 
core, I was unsure how cannabis 
dispensaries would integrate with existing 
local retail spaces. Would they change my 
community? Provincial regulations required 
that cannabis storefronts be discrete and 
that pedestrians could not see product 
from the sidewalk. Many dispensaries 
blacked out their windows to set up shop 
as quickly as possible. This limited the 
interior space design and curbside appeal. 

Letter from 
the Editor

        Artist

            Curator

Torontonian

We live in the area called ABC (Avenue, 
Bay, Cottingham). This 12 block pocket 
lies between Yorkville, the Annex and 
Rosedale/Summerhill. ABC was originally 
built betweetn 1900-1930  as a working 
class neighborhood of semi-detached 
houses and modest apartment buildings. 
From the 1980s on, it experienced 
gradual and then rapid gentrification as 
older families moved out and the nearby 
factories and dairies closed. My family 
moved here from a Yorkville condo in 
2000 when I was two years old. The older 
residents told my parents that our house 
in the 60s and 70s was the place to buy 
drugs. ABC's population today consists 
of young families and empty nesters. 
Professions range from lawyers, university 
professors, doctors, accountants, 
entrepreneurs and people working in the 
media industries. ABC is largely Caucasian. 

| From left to right: my aunt, my mom holding me, 
my older sister. At the Moose in the City outdoor 
exhibition in 2000 in Toronto |

| ABC's local LCBO Yonge & Summerhill |

| Photo courtesy of Superette |

| Link tree - find everything 
sourced and linked throughout 

the magazine here |
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| ABC Geographical Region |

| Yorkville caters to high end stores, 
restaurants, and increasingly expensive 
condominium housing. 

The Annex is a mix of family homes 
that have been expensively renovated,  
apartments for young professional and 
student and some subsidized co-op 
housing. 

Rosedale/Summerhill is one of the most 
expensive neighborhoods in Toronto. |

By applying thought into the 
interior design of retail spaces, 

some dispensaries in the downtown 
have reached new heights. 

This magazine explores the intersection 
between neighborhoods and the 
dispensaries that opened to cater to 
upscale and demanding clientele. I saw 
first hand the effectiveness of some 
businesses's design to market their 
products to a conservative neighborhood. 
My parents are 60 and grew up in an era 
when cannabis was stigmatized. They do 
not drink and have never used marijuana. 
My parents are heavily involved in the 
in the neighborhood. They have made 
depositions at City Hall concerning 
neighborhood development. And they 
have formed personal connections 
with the owners of local businesses. 
When Superette and other dispensaries 
opened on Young street and Dupont, my 
parents were skeptical of the need and 
societal benefits of these establishments.

Leveraging design, ABC dispensaries 
are using a business model answering 
specific retail challenges. They all sell 
the same basic product following 
government regulations, they must 
differentiate themselves as a brand and 
a preferred location for consumers. 

| Superette Signange Summerville Location |

Superette opened at the end of my street. 
It was designed as a faux-depanneur which 
appealed to my parents' demographic as 
two of the  many ex-Montrealers who live 
my neighborhood. This helped overcome 
the stigma and outdated socio-cultural 
understanding of marijuana for my parents 

generation. 

Prior to Superette, I could not persuade  
my parents to relax their judgement on 
recreational marijuana or its users. They 
always recognized the medical benefits of 
cannabidiol - CBD. But, when they visited 
a dispensary and experienced a retail 
space that exceeded their expectations, 
they even reconsidered their views on 

marijuana.

Toronto's ABC neighborhood & high design 

dispensaries

| "The standardized 
cannabis symbol is 
incorporated by reference 
as part of the Cannabis 
Regulations. It must 
appear on the label of 
all cannabis products 
that contain THC in a 
concentration greater 
than 10 micrograms per 
gram." - The Government 
of Canada |

| Photo courtesy of Superette |

| Photo courtesy 
of Superette |
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| Tokyo Smoke 
570 Bloor St. W |

Toronto's experiencing change 
driven by the geographic 

decisions and positionality of 
the dispensary owners. There 
is a larger social narrative for 

Torontonians to unpack and 
understand.  

All  reviews of the criminalization of 
marijuana concluded that the criminal 
justice system produced more harm than 
the use of the substance itself. Further, 
government regulation of cannabis 
sales undercut the 'black market' and 
redirected sales from criminal entities to 
federal tax dollars. In 2003, Marijuana 
for Medical Purposes Regulations 
created conditions for a commercial 
industry which would be responsible 
for the production and distribution 
of marijuana for medical purposes. 

Toronto's 
Dispensary 
BOOM

The legal history of cannabis and its socio-
cultural impact are naturally interwoven. 
Marijuana was only added to the list of 
banned narcotics in 1923. Drug laws 
created a hugely profitable ‘black market.’ 
This lead to many social problems including 
unsafe street drugs, gang violence and 
a decline in the respect for government 
and police in communities that faced 
more drug prosecution than  others. 

At the turn of the millenium about 400,000 
Canadians were using cannabis for medical 
purposes, ironically only 40 Canadians had 
obtained a special dispensation to use 
cannabis to relieve symptoms of cancer, 
AIDS, multiple sclerosis or epilepsy. The 
Canadian Medical Association vocally 
criticized the legislation around marijuana 
use, describing it as ‘unduly restrictive’ 
even for patients with terminal illnesses. 

How did Canadians adjust to legalization? 
This depends on the aesthetic of 
the stores and the neighborhood's 
acceptance of cannabis.

How has legalization changed societal 
perception of marijuana? 
The links between aesthetic curation 
and society's acceptance of cannabis 
are arguably front and center. 

Emerging cannabis brands use sharp 
interior design to build the relationship 
between their customers and their brand. | Superette's Summerhill Location

Streetview entrance |

Legal & Regal
"The regulations were intended 
to ensure that Canadians with a 
medical need could access quality-
controlled marijuana grown under 
secure and sanitary conditions"

-   (Robin MacKay and Karin Philips).

| Prime Minister Justin Trudeau 
persuades Parliment to 
legalize marijuana based on 
fairness and equity.|  

| Photo courtesy of Superette |

 | Chris Wattie/Reuters |



Compassion Clubs of the 1990s, shared 
marijuana and promoted information 
exchange about medicial marijuana. This 
approach is a pivotal component of today's 
dispensary experience.  ‘Budtenders,’ 
dispensary staff, are encouraged to 
educate store visitors about cannabis. In 
contrast, LCBO educates alcohol buyers 
about which wine goes with which meal. 

Dispensary storefronts consciously changed 
to make buying marijuana a fashionable 
and welcoming experience. Dispensary 
designers borrow techniques from the 
Apple Store or emphasize interactive 
elements to make the store inviting and 
accessible to a larger range of consumers. 

Created by an all-women team and a 
wide network of contributors, Broccoli’s 
magazine, podcast and industry newslet-
ter connect a global community ready to 
participate in a new era of weed." 
    - Broccoli Mag

"Broccoli encourages the discovery 
and intelligent appreciation of cannabis 
through experimental and engaging ex-
plorations of art, culture, and fashion. 
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| Sources we love for 
information exchange and 
cannabis conversations: 
Broccoli Mag |

| Superette's website's registration pop up |

| Tokyo Smoke's online lifestyle 
and education offering |

Publications such as GoldLeafs’s 
‘The Tourist’s Guide to Canada’s 
Cannabis Culture’ suggest that 
the legalization of marijuana in 
Canada has been successful. 
Goldleaf prefers the in-store 
experience over a virtual order; 
“Of course, if you're an authentic 
cannabis tourist then you're 
going to want a 'kid in a candy 
store' physical experience.” 

| @chenandkai designed lighter 
for Tetra Shop |

A little compassion 
goes a long way

The COVID-19 pandemic created an 
increased sense of isolation which 
highlights the importance of community 
for an individual’s health and well-being. 
Similarly, medical marijuana users in the 
1970s felt isolated and received a low level 
of therapeutic education about medical 
marijuana. A US study in 1998, concluded 
that the well-established ‘Cannabis Buyers 
Club’ was the best option for people with 
chronic illnesses who needed medical 
marijuana. Much better than sourcing 
cannabis from or information on cannabis 
from doctors, pharmacists, police, and 
the 'black market'. The Buyers Club gave 
it's members a sense of belonging and 
a high level of social capital. This was 
a successful example of Placemaking- 
creating public spaces that promote 
people's health, happiness and well-being.

 More on Broccoli 
Mag

| A recent Instagram post by @broccoli_mag 
promoting the @broccolireport where 
@laurentyoshiko interviews 
@hilaryyuuuuu of @thisis.ourdream. 
Asking: why aren't more dispensaries carrying 
equity-owned brands 
Photo Credit @general_qu |

| Instagram post by @broccoli_mag
 Photo Credit @cameronmccool |



| Superette's 
Super Claw Machine |
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Experience it 
for Yourself
Legal dispensaries in Toronto face the 
challenge of leveraging their storefronts 
in dense urban areas while working with 
strict regulations of what can be seen 
inside the store by pedestrians. Some 
dispensaries take easy solutions. The high 
end dispensaries use this challenge to 
their advantage through clever design to 
contribute to their brand aesthetic; often 
found in higher income or gentrifying 
neighborhoods. 

Aesthetic elements are chosen in 
collaboration with creatives, designers 
and social media managers. Some 
interior design firms now specialize 
on dispensary design. High end 
dispensaries like Superette, Edition or 
Tokyo Smoke, invest in hiring the best 
design teams to make the storefront 
and their stores a destination for the 
discerning consumer.

| Photo courtesy of Superette |



Dispensaries who design their interiors 
with the experience economy in mind 
are considered ‘high design.’ The price 
for the product is regulated by the 
government and does not vary accross 
the province. Therefore to attract loyal 
consumers the high design dispensaries 
concentrate on accessories, customized 
merchandise and clever store branding. 
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| Hi Q - 'Elevating the Art of Cannabis' |

Curating your surroundings

With every dispensary offering virutally 
the same product, customer experience 
becomes a focal point. In order to 
become a customers prefferred location 
and build brand loyalty, placemaking 
comes to the forefront as designers 
intend to create an environment that will 
be in and of itself the draw. 

|  Superette's interactive menu screens 
- browse and place your order, ready 

immidiately at the counter 
Photo Credit: Kayla Rocca |  

Connecting to the community

Design is used to integrate the 
dispensary into the community. 
Dispensaries reach out to other local 
businesses. For example, Superette 
encourages its customers to patronize 
local restaurants.

| Photo courtesy of Superette |

Becoming your 
preferred location
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|| Superette Summerhill's baskets 
for first time shoppers | | Superette Spadina's 

'Pizza Phone' | 

A direct line 
to local pizzeria: 

Big Trouble Pizza
 | Located at 235 Spadina Ave |

Interactive elements that shift 
the focus of retail spaces from 
functional to fun



New cannabis entrepreneurs, designers 
and social media marketers vie to design 
brands from scratch. They balance the 
need to sell the product with evolving 
public reception to marijuana. The 
players range from mom-and-pop 
dispensaries to national franchises 
as Tokyo Smoke, Superette, Tweed.

19 

| Opening 'credits' of the West Coast 
Gifts website featuring Cheeck and 

Chong |

| "Cheech & Chong’s Next Movie 
personifies the counterculture 
revolution that took place in the 
late 70’s and early 80’s. Starring 
Cheech Marin and Tommy Chong, 
this stoner masterpiece recently 
celebrated its 40th birthday by 
being named one of Rolling 
Stone’s Top 10 Stoner Movies of 
All Time."

 - West Coast Gifts |

The comedy duo Cheech and Chong 
defined stoner culture in the 1970s and 
1980s. West Coast Gifts – an online 
cannabis accessories retailer – created a 
website which stars Cheech and Chong. 
West Coast's creative team worked with 
videographers, photographers and graphic 
designers to create a heavily stylized brand 
of glassware sold trading on boomer 
nostlagia. The website proudly declares 
itself as existing since before it was cool. 

But the online retailer Sackville and Co, 
appeals to the millennial. Their site focuses 
on visually exciting collages and cheeky 
illustrations. They declare that “Sackville 
& Co. is a contemporary cannabis 
brand designed by women who like to 
smoke weed.” They also feature ‘curated’ 
collections; ‘Curated by Phi AFTER 
HOURS.’ The online retailer includes helpful 
articles and ‘lifestyle’ content, Sackville 
and Co tries to focus on the female 
smoker experience, hosting everything on 
weed culture under their digital umbrella. 

For the cannabis dispensary the 
normalization of marijuana is a business 
priority. This push shifts the social context 
of marijuana use into a positive light and 
allows the dispensary owner to monitize 
the product. Dispensary owners gloss 
over the old stigmatization of marijuana 
as they chase high end consumers. 

NostalgiaMarketing

Nostalgia is a powerful marketing tool 
for emerging dipensary brands and 
online retailers. Leveraging images 
of the old 'head shop' subculture 
appeals to boomers. This approach also 
appeals ironically to hipster millenials. 

| Online marketing at West 
Coasts Gifts |
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| Summerland: Handcrafted ceramic bongs, pipes and accessories in small 
batches in Northern California, USA. |

Design

As high design dispensaries become more 
established as brands, they often expand 
their merchandise offerings. They become 
more imaginative and creative with the 
smoking accessories, clothing and themed 
apparel. Another clue that the store is 
catering to high end consumers is whether 
the accessories are expensive. Price signals 
quality. In head shops in the past smoking 
accessories focused on functionality. 
Now designers turn to the aesthetic, to 
make smoking accessories something 
that can be mistaken as home decor. 

| Tetra: 'An accessories brand offering 
thoughtfully designed smoking objects for 
aesthetically minded people' |

| Superette’s 
 My Bud Vase: Stardust Water Pipe 

 Hand painted glass decanter |

Merchants of     

| A customer review on 
yewyewshop.com |
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| Photos courtesy of Superette |
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Dispensary 
Feature

| Photo courtesy of Superette |
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“When the venerable Clio Awards put cannabis on 
their short list of celebrated disciplines last year, 
it indicated a shift in the creative climate for the 
once-stigmatized industry." 

|  Shapiro, Forbes 2020  | 

| Photos courtesy of Superette |

Images Superette's interior, set dressing and 
cohesive aesthetic.



Superette supports small cannabis 
culture publication: pictured here 
Dope Girls Zine. A feminist cannabis 
culture publication. Includes various 
essays, comics, art and in Volume 6 a 
map that tracks the USA’s drug laws. 

A portion of proceeds are donated 
to Planned Parenthood Southeast. 
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A Bodega, Flower 
Shop, meets 
'depaneur'   

In 2017 Superette was launched 
with a mission to establish a large 
network of stores. Duringthe 
COVID-19 pandemic they adapted 
by encouraging curb-side pickup and 
creating a robust online presence with 
their website and Instagram account. 
From the images online its clear that 
Superette pays attention to detail and 
appreciates fine art and slick design. 
Its retail space in the Summerhill/
Rosedale neighborhood took over a 
Roots store. A large and commanding 
space from street, its location 
stands out in this walkable area. 
The site was a gamble.  Summerhill/
Rosedale is populated by well-healed 
Torontonians who are typically in 
the 50-60 years old demographic.  
These are empty nesters who are 
hypercritical about the quality of the 
storefronts and businesses in their 
neighborhood. I believe that Superette 
used eye catching aesthetics to 
integrate itself into this streetscape. 

“When the venerable Clio Awards put cannabis on their short list of 
celebrated disciplines last year, it indicated a shift in the creative climate 
for the once-stigmatized industry. As the preeminent honors in the 
marketing world (the so-called “Oscars of advertising”), the official 
offshoot, Clio Cannabis, has announced its second annual award winners.” 

        - Shapiro FORBES 2020

The Superette brand draws heavily 
on nostalgic images. Its storefront 
combines bodega with flower show with 
Montreal style 'depaneur' brand itself 
relies heavily on nostalgic images; a 
bodega, flower shop, meets ‘depaneur.’ 
Superette deliberately normalizes 
cannabis for the neighborhood. 

The podcast, ‘Broccoli Talk’ showcased Superette in; “Making Buying Weed Fun 
with Drummond Munro” and “Cannabis Design Magic with Dani Hall.” At the core 
of both interviews is Superette’s astute social analysis of tentative cannabis buyers, 
and the ability to create lasting community outreach. Drummond Munro goes in 
depth on why some dispensaries find success in lifestyle accessories. He further, 
speaks about how branding and marketing is essential in emphasizing a brand. 

| Photos courtesy of Superette |
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| Patrick "Redbeard" Vrolyk, "Rocky 
Mountain High," 2017 borosilicate glass, 

trophy design for 2017 Great Canadian 
Canna Cup, photo by Stephanie Seaton |

Exhibitions such as David Bienenstock’s 
‘Outlaw Glass’ shown at Apex Art, or 
‘#Grassland’ at the Penticton Art Gallery, 
are early examples of marijuana being 
incorporated within official art institutions. 
These projects are significant as they 
bring a stigmatized and often controversial 
topic into legitimate art spaces. 

Cannabis 
Culture & 
    the art space

| Kurt B, "Mustache Sherlock", 
2010, Borosilicate glass 
included in Apex Art's 'Outlaw 
Glass' |

| Jeff Newman and Chandler Ellis, 
Balancing Act, 2014,Boroscilicate glass.|

| Exhibit 3 in the Museum of Weed: 
Counterculture Revolution
"Meet the generation who 

rejected their parents' rigid 
worldviews and brought cannabis 
to the world stage as a symbol of 

rebellion and love." |

| Exhibit 6 Dose of Compassion
"Step into the 1990s where cannabis 
went from counterculture to pop culture. 
Learn how during this rise in popularity, 
one of the worst epidemics in human 
history began to shed light on cannabis 
medicine." |

This innovative pop-up museum was 
designed to travel and includes large 
scale aesthetic immersive installations. 
Educational drives the ‘Museum of 
Weed’ as its installations are designed to 
appeal to social media platforms. Visitors 
share their own personal images of the 
museum online and disseminate useful 
information about cannabis. 

| An interactive timeline wall allows guests 
of the Weedmaps Museum of Weed to 
learn about newsworthy moments from 
that period. Photo Credit: Gina Coleman |

Weedmap's 
Museum of Weed
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| Aditi Kapur |
'Papers' 

Aditi Kapur  is an Indian graphic designer 
and former copywriter based in Berlin. 
With a background in advertising and the 
music industry Aditi brings an interesting 
perspective and new ideas to the table. 
She specializes in concept development, 
art direction, branding/corporate identity 
and copywriting. She applies a process-
driven approach to  her projects and 
collaborations. She is currently exploring 
3D design, analog photography, 
and brilliant coffee in Berlin cafes.

“PAPERS is a collection of five categories of smoking paper packets, 
each representing a genre (deep house, electronic, post-rock, indie and 
R&B) and each leaf within that packet naming a song from that genre. 
Hence, one packet/ genre names 33 songs on 33 skins, making each 
packet a playlist within that genre. In their visual language, each of these 
five packets depict the five senses that get heightened while smoking.”

        -Kapur

Explore Aditi's playlists - this QR code will
send you directly to 'Papers: featuring the 
sounds of  electronica.' Where you will be 
able to view Aditi's Spotify account and find 
the rest of the playlists that compose this 
project.



Kenni Field  crafts handmade half-moon 
shaped Demi Pipes with psychedelic mar-
bled patterns. She champions the sup-
port of women around her, like her aunt, 
for helping her develop as an artist. She 
presents new approaches to her craft and 
brings new approaches to the industry.

“Ceramics pushes some people to be 
really regimented and precise — calcula-
ting for specific results, which can be gre-
at — but I’m one of those people whose 
kind of just playing in the dark.”

Dispensaries focused on design and who 
have an eye for art, are more likely to sell 
objects crafted by local artisans. 

This facilitates stronger ties to the 
community. 
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Kenni Field
"Demi Pipes"

| Christina Lester |

| A peek into Kenni's studio |

| Images of product from 
kennifield.com |



Her art acknowledges consumerism by 
using fashion objects, hangers and 
packaging.  Fuhr’s collaboration with 
Tokyo Smoke “Art Theory” (2017) was 
featured in Tokyo Smoke Magazine. It 
showcases female smokers and 
pointed out the limited body of female 
representation in cannabis media. 

Maya Fuhr - Tokyo Smoke “Art Theory” 
(2017) 

Born in Victoria B.C, and current 
Toronto resident, Maya Fuhr works as 
a curator, and a photographer. She has 
contributed to many publications, group 
exhibitions and her own solo exhibits. 
Fuhr's photographs are featured in ads 
retailers, including Marc Jacobs, Nasty 
Gal and Interview Magazine.

37 
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| Poster by Lulu Soiferman | 

| Broccoli Talk's podcast with Superette 
features Akwasi Owusu-Bempah, a 
leading expert on cannabis equity in 
Canada | 

"Justice requires that legislation be passed to undo the harms caused by the 
criminalization of cannabis possession and its enforcement, which disproportionately 
targeted Black, Indigenous, and vulnerable members of society. People with simple 
possession records should be put in the same position as those people who did the 
exact same thing, but—because of factors that have no bearing on their degree of 
responsibility, such as the level of policing in their immediate neighbourhood, access 
to resources, family connections and privilege—were never charged or convicted. Our 
campaign launched on May 5, 2018 with a petition asking the government to issue 
blanket pardons to all individuals for the offence of simple possession of cannabis. Our 
petition was signed by over 10,000 Canadians."  - Cannabis Amnesty

"[Storefronts] aren’t equally distributed 
geographically…especially now, more 
marginalized neighbourhoods don’t have 
the same number of cannabis outlets 
that our more wealthy and privileged 
neighbourhoods do…"

- Akwasi Owusu-Bempah

| Feed it Forward | 

Feed it Forward, a Toronto based not for 
profit, works to feed Canadians who are 
food insecure and reduce food waste.

A Toronto based Canadian not for profit 
organization. With two goals in mind: to 
feed Canadians who are food insecure 
and to reduce food waste. 

"Feed it forward helps provide food to 
vulnerable communities across the GTA.
Many communities most effected by 
possession offences live in areas that are 
considered “foot desert” and suffer from 
food insecurity."

Growing Grassroots 
in Canada
Documentary filmmaker and 
photographer Ezra Soiferman puts hemp 
to work to help individuals living on the 
street through his organization Hemp for 
the Homeless. It is Montreal based, but 
has also operated in Denver Colarado. 
In response to COVID-19 Hemp for the 
Homeless provided kits with masks, hand 
sanitizer and other essentials to those in 
need. 

"Canada has an opportunity to become a world leader by implementing a 
cannabis policy driven by compassion and evidence, not stigma and fear. 
Amnesty for Canadians with convictions for simple possession of cannabis 
is an essential part of any fair and equitable cannabis legalization model."

- Cannabis Amnesty

| Hemp for the Homeless 
Montreal 2021 Short Film| 

Several hemp companies are involved with 
the organization. Rustique Pie Kitchen 
who provides oatmeal-hemp cookies. The 
restaurant Hello 123 made a generous 
donation from its sales of The Ezra Burger at 
their Monkland Montreal location. Hemp for 
the Homeless also supported the Raphaël 
Andrré memorial warming tent for use by 
the homeless in Montreals Cabot Square.

In Ontario
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| text | 

"Homelessness is more likely to bring people in contact with the police. 
Increased police interactions results in overrepresentation in the criminal 
justice system. This overrepresentation is a phenomenon the Campaign is 
seeking to combat." 

| We Matter |

We Matter connects Indigenous 
youth with positive messages around 
culture, healing, mental health and 
life promotion. They create space and 
opportunity for Canadians to celebrate 
and honour the voices and experiences 
of Indigenous Youth. They create and 
distribute materials and resources 
designed to encourage and support 
Indigenous youth and members of their 
support system. By building communities 
and Indigenous youth-lead initiative 
they enable and facilitate peer-to-peer 
programs and support

"Suicide rates for Indigenous youth are 
several times higher than that of other 
Canadians, as well as rates for challenges 
like addiction, abuse, and school drop 
outs. 

Indigenous youth are overrepresented 
in cannabis-related arrests. They are 
a segment of the population that are 
uniquely vulnerable to over-policing 
and over-incarceration. Focusing on the 
mental health and wellness of Aboriginal 
youth is an important way to ensure their 
success and well-being."

- We Matter

Community Supports
| Fred Victor House |

Fred Victor House focuses on ending 
chronic homelessness. Through 
informed advocacy to government. 
They work towards building support 
and consensus for the Zero TO 
approach led by the Toronto Alliance 
to End Homelessness (TAEH). 

Respect, equity, and self-determination 
are the pillars of their mission. Fred Victor 
house supports Toronto's homeless adult 
population and families. It tried to pre-
emptively act to counter the criminilization 
of homeless youth.  

| Statistics shared on fredvictor.org. Use the 
QR code to visit their conprehensive site |

| Visit to learn more 
about We Matter. |

| Video about the organization:
'What is We Matter 3.0' |

More than 2,000 homeless people use 
their services each day. They provide 
affordable housing, transitional 
housing, shelters and emergency 
respite sites, food access services, 
job training and counselling, health 
information and community services, 
community mental health outreach 
and specialized support programs. 

Public Safety Canada has found connections between increased 
commercialization and privitiation of public spaces contributing to the 
process of criminilization. As less public space is available individuals facing 
homelessness find it more difficult to complete essential daily tasks and 
receivev more tickets for minor non-compliance offences. 

"In a 1995 study, McCarthy found that three quarters of homeless youth 
in Toronto were involved in serious delinquent activities. They reported 
stealing, burglary, and having been incarcerated. Theft of food, theft of 
property values at over 50$, shoplifting, smoking marijuana, and other drug 
use were common offences." 
             - Public Safety Canada

From Public Safety Canada 
actionable recommendations we 
know that providing shelter and 
other support services prevents 
youth from becoming involved in 
crime.



| Photos by SEVENPOINT Interiors |
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| A Pot Farmer's Daughter |

"A Pot Farmer’s Daughter was 
founded by cannabis photographer 
and photojournalist Kristen Angelo in 
2014. What first began as a passion 
project documenting cannabis 
farms and cultivators developed 
into a thriving business creating 
visual content and digital assets for 
cannabis businesses, lifestyle brands, 
marketing agencies, publishers."

Ones to watch...
| Scarlet Fire Cannabis by SEVENPOINT 

interiors. Neon sign detailing 'Dave's Picks' 
referencing the owner David Ellison |

Scarlet Fire Cannabis by SEVENPOINT interiors. 
Circular portal through the length of the store to emphasize 
the movement of those within the store and create a feeling 

of being transported.

| SEVENPOINT Interiors |

SevenPoint Interiors brings premium 
retail design and manufacturing to the 
cannabis industry. It helps clients build 
brand recognition, by crafting their vision 
into a reality. 

SevenPoints most recent projects include 
Scarlet Fire Cannabis and the 'Module 
System.' Pre-engineered modules 
are designed specifically for the retail 
cannabis industry and allow dispensary 
start-ups to design fixtures and displays 
unique to their brand without an 
extended timeline or crushing budget.

“The evolution of how it started and how it 
finished was just amazing, I am so grateful for 
the designers and the effort they put in and 
their care and attention to detail. They some-
how got right into my brain, and let me tell 
you, that could probably be a very scary place 
to be.”

- David Ellison Owner | Scarlet Fire Cannabis
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| Summerland |

| Mark Rutherford |

In Our Upcoming Issue

| Photo of the interior of Axes |

| Exhibition Feature: Stories from the 
Underground: Reflections from the 
Shadows |

"An art exhibit celebrating a 
movement of outlaws and agitators 
who fought back politically against 
cannabis prohibition at the ballot box 
and in the court of public opinion."

Produced by the Cannabis 
Community Foundation, featured 
work includes both professional and 
amateur photographers. Growers, 
healers, dealers, smugglers, 
prisoners, politicians and collateral 
damage of the War on Weed are all 
vibrantly represented.

Tosh Jeffrey, a Toronto based painter, is 
one of 15 artists featured at Axes Smoke 
Cannabis on Queen West. 

"They're giving me a platform, which 
I really appreciate, [it's] almost like a 
gallery or a studio outside my studio.' 
    - Jeffrey 

Axes Art Collective dedicates its wall 
space to paintings, photography, and 
mixed medium pieces by local artists. 
With a range of up and coming to 
established artists, Axes Art Collective 
has quickly become a locally beloved 
Queen West fixture. 

Dispensary Feature: 

Axes on Queen West



  

Art, design, culture
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Featured in the Natural Cannabis Company's high art contest: Jacques Bartels's mixed media 

'Sativa Goddess' coming in second place in 2016

The gentrification of marijuana in 
Toronto through 
Dispensary Design:

How brand curation and storefront 
design contributed to rapid 
social change after the 
legalization of marijuana in Canada.

Elijah Nadler, M.A. 
Film and Media (Screen Cultures 
and Curatorial Studies)

Thesis Advisors: Keren Zaiont, 
M.A., Ph.D //  Gabriel Menotti Ph.D
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