
   EASONSS

SU
M

M
ER

 2023

SUMMER 2023:   Pick Your Own  |   Amusement Parks  |   Jaigantic Studios  |   Seafood Tour

SEA
SO

N
S O

F TH
E FA

R
M

IN
G

TO
N

 V
A

LLEY
® 

®

O F  T H E  F A R M I N G T O N  VA L L E Y®

   EASONSS
O F  W E S T  H A R T F O R D ®

SPRING 2022:   Curb Appeal   |   Specs for Lit t le Heroes  |   Weddings  |   Taco Tour

®

SPR
IN

G
 2022

SEA
SO

N
S O

F W
EST H

A
R

TFO
R

D
® 

   EASONSS

W
IN

TER
 2023-2024

WINTER 2023-2024:  Nutmegger’s Nostalgia  |  Soup Season  |  Holiday’s Pawlidays!  |  Dennis House Year In Review

SEA
SO

N
S O

F TH
E FA

R
M

IN
G

TO
N

 V
A

LLEY
® 

O F  T H E  F A R M I N G T O N  VA L L E Y®

®

   EASONSS

W
IN

TER
 2023-2024

WINTER 2023-2024:  Nutmegger’s Nostalgia  |  Soup Season  |  Holiday’s Pawlidays!  |  Dennis House Year In Review

SEA
SO

N
S O

F W
EST H

A
R

TFO
R

D
® 

O F  W E S T  H A R T F O R D ®

®

   EASONSS

A
U

TU
M

N
 2022

AUTUMN 2022:   Women’s Health  |   Apple Orchards  |   Entertainment Guide for Fal l   |   Rock Cl imbing

SEA
SO

N
S O

F W
EST H

A
R

TFO
R

D
® 

®

O F  W E S T  H A R T F O R D ®

   EASONSS
SPRING 2024:  Beyond the Classroom  | The Legacy of Trudie Lamb-Richmond  |  Dip into Deliciousness  |  Exotic Pets

SEA
SO

N
S O

F TH
E FA

R
M

IN
G

TO
N

 V
A

LLEY
® 

 
 

 
 

 
 

 
 

SP
R

IN
G

 2
0

2
4

O F  T H E  F A R M I N G T O N  VA L L E Y®

®

   EASONSS
O F  T H E  F A R M I N G T O N  VA L L E Y®

SU
M

M
ER

 2021

SUMMER 21:   Hula Dancing  |   Connecticut ’s  Kayaking Wave  |   Gri l led Salad  |   Sammy Davis Jr .

SEA
SO

N
S O

F TH
E FA

R
M

IN
G

TO
N

 V
A

LLEY
® 

®

   EASONSS

SPR
IN

G
 2023

SPRING 2023:   Women’s Health  |   Apple Orchards  |   Entertainment Guide for Fal l   |   Rock Cl imbing

SEA
SO

N
S O

F TH
E FA

R
M

IN
G

TO
N

 V
A

LLEY
® 

®

O F  T H E  F A R M I N G T O N  VA L L E Y®

2026

MEDIA
KIT

   EASONSS

A
U

TU
M

N
 2022

AUTUMN 2022:   Women’s Health  |   Apple Orchards  |   Entertainment Guide for Fal l   |   Rock Cl imbing

SEA
SO

N
S O

F G
LA

STO
N

B
U

R
Y

® 

®

O F  G L A S T O N B U R Y®

   EASONSS
O F  T H E  S H O R E L I N E ®

SUMMER 21:   Hula Dancing  |   Connecticut ’s  Kayaking Wave  |   Gri l led Salad  |   Sammy Davis Jr .

®

SU
M

M
ER

 2021
SEA

SO
N

S O
F TH

E SH
O

R
ELIN

E® 

   EASONSS
O F  W E S T  H A R T F O R D ®

SEA
SO

N
S O

F W
EST H

A
R

TFO
R

D
® 

SPRING 2025:  Photographer James Meehan Captures Super Stars in CT  |  Blast From The Past  |  Spring Pastas

SPR
IN

G
 2025 ®

   EASONSS
SPRING 2024:  Beyond the Classroom  | The Legacy of Trudie Lamb-Richmond  |  Dip into Deliciousness  |  Exotic Pets

SEA
SO

N
S O

F N
EW

 H
A

V
EN

 &
 SH

O
R

ELIN
E® 

 
 

 
 

SP
R

IN
G

 2
0

2
4

N E W  H AV E N  &  S H O R E L I N E ®

®



Seasons Magazines are part of Seasons Media. They 
are local, lifestyle magazines direct-mailed to the most 

desirable households for advertisers seeking an affluent, 
upscale target audience, focusing on what is important in 
each community, with its unique and engaging content. 

From the hills of Litchfield County to the shoreline of 
Connecticut, Seasons Media brings eye-catching visual 

appeal, articles and essays with local flavor, sophisticated 
editorial and an extraordinary shelf life to the most 

desirable households in the state.

SEASONS OF THE FARMINGTON VALLEY

SEASONS OF GLASTONBURY

SEASONS OF SHORELINE 

SEASONS OF WEST HARTFORD



Social Media & Email
Digital Impressions

Large following across wide range 
of social media platforms and 

direct marketing email

CT VOICE
Magazine

Connecticut’s exclusive LGBTQ+ 
quarterly magazine launched in 2019 
to provide the LGBTQ+ community 
with a voice - and a resource filled 

with articles, personal stories, trends, 
destinations and more! 

MULTI-MEDIA EXPERIENCE

SeasonsMagazines.comDirect Mailed Print Magazine
Sponsored Content/Advertorials

Perforated Inserts
Local lifestyle content across 

desktop and mobile web
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With the colder 
weather upon 
us, the season of 
holiday gatherings 
with family and 
friends is rapidly 
approaching. 
What better way 

to spend our holiday time together than laughing, 
chatting, and enjoying ourselves over a holiday 
charcuterie board? Over the past year, you might 
have noticed the growing craze for all things 
charcuterie!

Charcuterie is a French term that is derived from 
the French words flesh (chair) and cooked (cuit). 
Using these French origins, the word “charcuterie” 
essentially translates to describe a delicatessen that 
specializes in cured meats and meat dishes. 

In more recent times, charcuterie boards have 
evolved from not only displaying meat products, 
but also cheeses, fruits, jams, olives, crackers, 
nuts, peppers, and pretty much anything you can 
think of. It’s no wonder charcuterie boards have 
gained popularity: they’re easy to create and share, 
fun to put together, and there is no right or wrong 
way to make one.

DESIGNING A 
CHARCUTERIE BOARD
When looking at how to design a charcuterie 
board, first, you’ll need to think about display, 
taste, and variety. But before diving into putting 
together your ingredients for a charcuterie 
board, first, think about the board itself. There 
are charcuterie boards displayed on just about 
anything, from massive pieces of wood to 
individual plastic cups, and even some displayed 

right out on the countertop. Feel free to use 
whatever size, shape, and material you want for 
your individual board. Some find that a square or 
rectangular shape is the easiest to use, as it allows 
you to portion out your display and fill in the gaps. 

Once you have selected your board, it’s time to 
think about taste. Ashley Amendola is the owner 
and operator of Coven Catery. Ashley specializes 
in grazing tables, charcuterie boards, and picnic 
boxes for events in Connecticut. 

Ashley shared her expertise on cheese selection 
for charcuterie boards. She explains, “I always like 
to make sure that I include a few different textures. 
At minimum, I like to include one soft cheese 
(something that is spreadable and can be used with 
dips or crackers) such as Brie or Camembert. Then 
one semi-hard cheese, such as Manchego. This is 
also a nice visual cheese since it’s usually sliced 
in large slender triangles and shows off its edible 
rind. Lastly, one hard cheese like an Aged Cheddar 
or Gouda. These can both be broken up with a 
cheese knife into messy pieces.” 

Once Ashley has her main cheese on her board, 
she will then add a crumbly cheese if needed, like 
a Goat Cheese, Blue Cheese, or something more 
seasonal like a Cinnamon Toscano.

After you have your cheese selected and placed 
on your board, it is time to move on to charcuterie. 
Ashley has great advice for these next steps: 
“I take the same approach here as I do with the 
cheese,” she notes. “I include an assortment of 
charcuterie varieties and textures. I always like 
to include a hard sliceable salami. Right now, my 
two favorites are Columbus’ Salame Secchi, which 
has an extremely buttery flavor, and Creminelli’s 
Wild Boar Salami, which is extremely rich and 
flavorful. I also like to add a soft and pliable 
charcuterie, like a Coppa or Prosciutto de Parma.”

THE CHARCUTERIE CRAZE: 

Entertaining
Like a Pro

Written by ALEX ACQUARULO / Photography by ASHLEY AMENDOLA

DELICIOUS
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FINDING HER WAY TO 
TRINITY HEALTH OF NEW 
ENGLAND

Dr. Metcalf is from the East Coast, 
growing up in New Jersey, with 
schooling and training around the 
area. She completed her general 
surgery residency in Philadelphia, 
and surgical oncology fellowships 
at the NIH/National Cancer 
Institute Surgical Branch 
and Virginia Commonwealth 
University. Her first job brought 
her up to Connecticut to work at 
UConn Health for 12 years. Last 
year, she had the opportunity to 
make the switch over to Saint 
Francis to help lead the Karl 
J. Krapek, Sr. Comprehensive 

Women’s Health Center; she says 
she’s found it to be a great fit. 

“The program at Saint Francis 
has such a great reputation. I 
jumped at the chance to come lead 
the program and help expand it 
even further,” states Dr. Metcalf. 
“Having the opportunity to work 
more closely with the community, 
particularly with patients in need, 
has been very fulfilling for me 
professionally. And, personally, 
Connecticut is just a beautiful 
state, and a great place to raise 
my two daughters and two 
stepdaughters. I love that you can 
find anything you want to do here 
or nearby in New England.”

PREVENTION

Dr. Metcalf says great strides 
have been made in detecting 
breast cancer, particularly in the 
genetic testing for assessing risk. 
“It used to be that we could only 
test for a couple of genes, but now 
we’ve identified at least 40 that 
might relate to breast cancer risk,” 
says Dr. Metcalf. “At the same 
time, insurance coverage has 
also expanded for those tests in 
the past 10 years. In many cases, 
out-of-pocket costs used to total 
more than $3,000, and now they’re 
closer to $250.” 

But she says genetics only 
play a small role in assessing 
risk, as many breast cancers are 
not related to a gene. In some 
cases, personal history that can’t 
be changed plays a factor: when 
the patient got their first period, 
had their first child, whether or 
not they breastfed, and whether 
their breast tissue is dense. Other 
factors are things that patients 
can take charge of, such as being 
active, exercising regularly to get 
your heart rate up at least three 
times a week for 30 minutes or 
more, maintaining a normal weight 

CHRISTINA METCALF, M.D.: 
Empowering Women to 

Take Control of Their Health
By KIM LUCEY MILLEN  /  Photography by STAN GODLEWSKI

HEALTH & WELLNESS

Christina Metcalf, M.D., 
Division Director of Breast 
Surgery at Saint Francis 
Hospital

15Seasons Magazines • AUTUMN 2024

As a mom of four plus a new puppy, Christina Metcalf, 
M.D., division director of breast surgery at Saint 
Francis Hospital, knows very well the energy many 
women put into keeping a household running in order. 
Unfortunately, as a doctor, she’s also seen many cases 
of women putting their own health on the backburner 

while they work so hard to take care of everyone else. “Women’s health 
is important, and often overlooked,” says Dr. Metcalf. “We work every 
day to empower women to know their personal risks, so they can be 
proactive and take control of their health. In particular, breast cancer is 
very treatable if caught early. It’s been a very rewarding part of my career 
to help women through that journey to remission and recovery.”

Quarterly print publication with award-winning 
design, layout, photography and writing
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Seasons readers are affluent homeowners with true 
purchasing power. They care deeply about their 
homes, their health and their future, while enjoying 
‘the good life.’ 

Stay top of mind with our highly-engaged audience 
looking for your products and services in the 
pages of Seasons Magazines. 

OUR READERS ARE YOUR BUYERS
Engaged Readers

• 74% keep Seasons Magazines for three      
weeks or more

• 41% keep Seasons for more than one month
• 50% of Seasons readers FREQUENTLY 

PURCHASE Products or services from ads in 
Seasons Magazines

FARMINGTON VALLEY  •  GLASTONBURY  •  NEW HAVEN & SHORELINE  •  WEST HARTFORD

M A G A Z I N E S
   EASONSS



Let’s talk about how our readers can become 
your best customers. 

Doreen Chudoba
Marketing & Sales Executive

203-494-4654
doreen@seasonsmagazines.com

97% have 
attended 

college

65% are 
female 
readers

$202K 
average 

HHI income

53 
average 

age

SOURCE: 
Circulation Verification 

Council, June 2020 

24% have 
Master’s 
Degrees

Seasons readers are educated, high-Income homeowners:

PURCHASING POWER
In the next twelve months, Seasons readers plan to spend 
on their homes, their health, their futures, and themselves.

Keeping their families healthy:

• 56%  plan to purchase medical and physician services
• 53% plan to make purchases relating to health clubs and 

exercise classes
• 56% plan to use a pharmacist or prescription services
• Nearly one third plan to purchase veterinarian services 

or pet supplies

Planning for their future:

• Nearly half (46%) expect to use a financial planner for 
investment and retirement options

• 42% plan to use a tax advisor or tax services

 

Improving and updating their homes:

• 62% will spend on furniture and home furnishings
• 42% will need home improvements or home 

improvement supplies
• 64% plan to purchase lawn and garden supplies
• Over one third plan to use lawn care services such as 

maintenance and landscaping
• Over half (52%) plan to use cleaning services such as 

carpet cleaning, air duct cleaning and home cleaning
• Nearly 40% will need home heating and air conditioning 

services or new equipment
• 28% plan to purchase major home appliances

Enjoying the good life

• One in three readers plan 
to purchase a new or used 
automobile, truck or SUV

• Over half (55%) plan to 
vacation and travel

• 84% will spend on dining and 
entertainment

• 75% plan to purchase 
women’s apparel

• 56% plan to purchase men’s 
apparel



Seasons Magazines have won over SEVENTY 
Connecticut Society of Professional Journalism Awards 

making Seasons Magazines the most recognized 
magazine group in the entire state.

THE GOLD STANDARD IN MAGAZINE PUBLISHING
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ARTS & ENTERTAINMMENT “My Fair Lady,” 
Shubert Theatre, New Haven
Oct. 19-22     9/10 
This is a tour of the acclaimed Lincoln Center production, 
but not starring New Haven’s Lauren Ambrose, who played 
Eliza in the 2018-19 revival. The show returns to the theater 
that had the famously troubled world premiere in 1956. Did 
you know that the premiere happened in the middle of a 
blizzard and a terrified Rex Harrison refused to come out of 
his dressing room? Yet he finally did, and the night ended in 
triumph. This is for classic Broadway musical fans—though 
in this version Eliza is decidedly more independent. 

My take: This is one of the seasons’ highlights for 
theatergoers.
Also at the theater: The national tour of the Tony Award-
winning drama “A Soldier’s Play,” starring Norm Lewis on 
Dec. 8 to 11
Info: shubert.com, 203-624-1825

Jerry Seinfeld
Foxwoods
Dec. 3      9/10
This is a classic stand-up from the classy comic of his 
generation. Since “Seinfeld” ended years ago, this is the only 
way to get your “Jerry fix,” unless he asks you to go out for 
coffee. Did you know that he was the bat mitzvah guest in 
a 1982 episode of “Square Pegs?” This is for those who think 
nothing is funny.

My take: This is one of the best stand-up comedians ever 
and, at 68, he’s still on top of his game.
Also at the venue: Bill Maher on Nov. 13
Info: foxwoods.com, 1-800-Foxwoods

“Who’s Afraid of Virginia Woolf,” 
Yale Repertory Theatre, New Haven 
Oct. 6-29      7/10
This is Edward Albee’s searing drama with George, Martha, 
Nick, Honey and plenty of alcohol. At press time, the actors 
have not yet been announced. James Bundy directs and, as 
dean of the Yale School of Drama, he should know well the 
faculty world that Albee has created. This is for theater fans 
who like characters, dialogue and conflicts at full throttle. 
When Albee spoke at Yale in 2010, this is what he said 
about arts coverage in America: “The sound bite now is all-
important. I would rather read a long, intelligent essay about 
a play of mine than a blog which says, ‘You must see this’.”

My take: You must see this.
Also at the theater: World premiere of Leah Nanako 
Winkler’s “The Brightest Thing in the World” running Nov. 25 
to Dec. 17 (season has been diminished from five to now four 
plays)
Info: yalerep.org, 203-432-1234

Garth Fagan Dance,
Jorgensen at UConn, Storrs
Nov. 12      8/10
This is the latest work from acclaimed Jamaican modern 
dance choreographer, inspired by an eclectic blend of 
jazz, African, modern and classical music. There are not 
many big name, founder-led companies coming through 
Connecticut’s presenting houses, and this is one of the best. 
This is for modern dance fans. Did you know that Fagan 
choreographed Broadway’s “The Lion King?”

My take: Fagan is now 82, and it is high time he receives a 
Kennedy Center honor. 
Also at the theater: Mummenschanz on Oct. 20
Info: jorgensen.uconn.edu, 860-486-4226

A Discerning Guide
To This Fall’s 

Entertainment Season
By FRANK RIZZO

What a fab Fall 2022 season! How can we choose from the wealth of theater, music 
and dance events throughout the state? Let us help with a highly opinionated and 
very user-friendly guide to the best performance events of the coming season. In 
our guide, we delve into what each event is about, what makes it special, facts you 
may not have known and the ideal audience for the event. Look for the highlighted 
excitement meter next to each entry to see the rating we give each show.
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FINAL THOUGHTS

Autumn: It’s Not What You Think
By MATTHEW DICKS  /  Illustrated By SEAN WANG 

The season that officially 
runs from September 21 
through December 21 is 
unusual in that it has two 
different names: fall and 

autumn. Some of us also simply refer 
to it as “football,” but that admittedly 
limits things a bit. It once had an 
entirely different name: harvest. 

I guess that once Americans 
consigned farming to corporate 
overlords, robotic combine harvesters 
and bio-engineered fertilizers, the 
harvesting of our tiny, backyard gardens 
hardly warranted the name. But the two 
names make sense for this particular 
season since what we think of as autumn 
and what it actually is are two entirely 
different things. 

Close your eyes. Seriously, do it. I 
know you’re reading this by yourself 

(or perhaps aloud at a dinner party to 
capitalize on my carefully crafted my 
wit and humor), but either way, close 
your eyes. Closed? Okay, when I say the 
word “autumn,” what do you envision?

Wait. I bet you couldn’t read that 
last sentence with your eyes closed. 
Apologies. A definite flaw in my plan. 
If you’re a rule follower, you probably 
held your eyes closed for entirely too 
long, waiting for something to happen. 
What were you expecting? I’d pop over 
and do something unexpected?

Let’s try this again. Keep your eyes 
opened. When I say “autumn,” what 
images appear in your mind? Maybe 
close your eyes now if it helps. 

If you’re like most people—first, 
my condolences for being so tragically 
average—you probably envisioned 
apple picking, corn mazes and a colorful 

bounty of autumnal leaves. Depending 
on your particular proclivities, perhaps 
you also envisioned long touchdown 
passes (preferably thrown by New 
England Patriots quarterbacks), 
miserable weekends spent watching 
your child inexplicably play soccer 
hundreds of miles from where you 
live and a plate of bitter herbs. 
Thanksgiving, too, of course, and, if 
you’re smart, a seasonal reading of 
Colin Nissan’s everlastingly brilliant 
essay on gourds in McSweeney’s. 
Autumn at its very best.

And it’s true. All of these things 
represent the glory of the autumnal 
season. The problem is autumn is a 
season. It lasts for three months. Peak 
autumn, and even palatable autumn, 
only lasts two or three weeks at best. 

Autumn begins on September 

HOME
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Admit it: Ever since the 
weather started warming 
up, you’ve been lusting 
for a big bouquet of 
fresh flowers. You can 

think of a dozen different places where 
that bouquet would be primo, starting 
with your kitchen table and moving 
into your bedroom nightstand and 
bathroom sink. But come to think of 
it, you’ve also been yearning to get 
outside into the fresh air for a family 
outing. Well, here’s an idea: How 
about combining those two strong 
impulses for a Pick-Your-Own (PYO) 
flower event?

Imagine a beautiful day with the 
birdies singing and the pollinators 

fluttering while you are in your 
shirtsleeves lapping up the opportunity 
to soak in some sunbeams. Stretched 
in front of you are beds of beautiful 
flowers just begging to be cut, whisked 
home, and arranged into vases to 
furnish days—maybe even weeks—of 
enjoyment. You could make it into a 
family affair. You might bring your 
mom, kids, cousins, best friends, and 
your favorite pair of pruning shears. 
You can do it in a flash or spend time 
savoring the scene. And you can snag 
flowers in exactly the color combo that 
your creative juices crave.

Have a wedding coming up? Or do 
you just want to do something nice for 
your church group? Maybe you need 

to give someone a surprise smile or 
a little boost to elevate their flagging 
spirits. PYO flowers are capable of 
performing all those feats and more. 
Often, your clutch of flowers will cost 
a fraction of a similar purchase from 
a florist. Plus, you get boasting rights 
= You are the creative genius behind 
your arrangement.

Fortunately, Connecticut offers 
several opportunities for PYO with cut 
flower fields scattered throughout the 
state. Some open early in the season. 
Others kick in during July onward 
when cut flowers are going strong. 
Check out our overview of options 
right here. Get ready, get set, start 
picking!

CT’s Pick-Your Own 
By TOVAH MARTIN

Wicked Tulips, Preston, CT. Photo by Jeroen Koeman

FEATURE
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When movie star, film director, producer, and disciplined martial 
artist Michael Jai White was growing up on the streets of 
Bridgeport, he may not have dreamed he’d be running the 
Tri-State area’s first major-mini motion picture studio back in 
his home state of Connecticut one day. But as fate would have 
it, White has returned from Hollywood to bring creativity, 

optimism, and many future jobs to Greater New Haven area. He plans to build 25 large 
soundstages in the state and is implementing state-of-the-art virtual reality technology 
at their groundbreaking film studio in Shelton. White’s big project is called Jaigantic 
Studios, a “play on words” that includes the fact that it will be a sizeable operation as 
well as the given middle name of Michael Jai White, Founder, and President.  

THE A-TEAM
White’s Hollywood expansion includes an experienced team of entertainment executives 
totally committed to bringing a successful, lucrative film studio to our state. This “A 
Team” is comprised of Hollywood veterans seasoned on the backlots of L.A. studios but 
ready for something new and different. Together, they represent the future of the Film 
and Television Industry in our state, an industry that formerly was limited to areas like 
L.A., New York, and Atlanta. 

JAIGANTIC STUDIO: 
WHERE HEROES RISE

Connecticut’s First Major Motion Picture Studio
Coming to New Haven

By ANNA ZUCKERMAN-VDOVENKO /AZVPHOTOMEDIA.COM

CONTINUED ON NEXT PAGENew future home of 
Jaigantic Studios, New 
Haven, CT Campus
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Spine surgeons at UConn Health are using a 
new technology that enables them to see a 3D 
image of a patient’s anatomy during surgery. 
Called augmented reality spine surgery, 
UConn Health is the first hospital in central 
Connecticut that has this capability, and has 

more surgeons trained in the Augmedics’ xVision technology 
than any other U.S. hospital. 

Dr. Isaac Moss, the chair of UConn Health’s Department 
of Orthopaedic Surgery and co-director of its Comprehensive 
Spine Center, marveled at how the augmented reality surgical 
navigation system enables the surgeon to practically see 
through the patient’s skin. 

“I’m a big Superman fan—so this is the closest I think I’ve 
gotten to X-ray vision,” Moss said. “In fact, the technology 
is called xVision; the idea is now I’m looking at the patient 
naturally, but also getting extra information. Navigation is not 
a new thing, but in traditional navigation systems, the imaging 
is projected onto a screen. So you’re looking up at a screen 
while you’re operating instead of the person on the table. 
This is not a natural way to operate, and there’s a significant 
disadvantage as your attention is now split between the person 
that you’re taking care of and the screen, which is giving 
you the information. With augmented reality technology, all 
information available is actually projected onto my patient so 
I can keep my attention focused on exactly what I’m doing at 
all time.”

Back in May, Moss performed central Connecticut’s first 
augmented reality spine surgery using the Augmedics xVision 
and the Airo TruCT Mobile Imaging systems. The operation 
was a posterior cervical decompression and fusion to address 
spinal cord compression and progressive weakness, with 
the new system helping to guide the placement of screws to 
stabilize the patient’s spine. 

Utilizing Advanced 
Technology to Assist 
with Spine Surgery

By ALIX BOYLE
Photography courtesy of UConn Health

INNOVATIONS IN HEALTH CARE

CONTINUED ON PAGE 42

Dr. Isaac Moss (left), chair of the UConn 
Health Department of Orthopaedic 
Surgery, performs spine surgery using 
augmented reality, which projects real-
time 3D imaging of the anatomy within 
the surgeon’s field of vision for a new 
level of precision and safety. Assisting 
him are nurse Tony Westhoff and spine 
fellow Dr. Chirag Chaudhary (right). (Tina 
Encarnacion/UConn Health photo)

“With augmented 
reality technology, all 

information available is 
actually projected onto 

my patient so I can keep 
my attention focused on 
exactly what I’m doing 

at all time.”
––Dr. Isaac Moss

DELICIOUS //

22 LOCAL TACOS
TO TRY IN 2022

By AMY S. WHITE

There is much that can be said about the allure 
of the humble taco. Relatively cheap. Ubiquitous. 
Portable. Of endless variety. So satisfyingly 
delicious to almost every person’s palate that 
“Taco Tuesday” is a thing. To help you celebrate 
every week, here are 22 of the state’s best tacos 
to try in 2022. >> 
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Mushroom stout? Non-alcoholic 
sparking water infused with hops? 
Move over traditional brews. From 
unique craft beers to fruity hard 
seltzers to nonalcoholic choices, 
Connecticut’s beer (and other 

beverage) brewing scene has changed substantially in the 
past decade. 

Drew Rodgers, brewer and owner at Barley Head Brewery 
in Mystic, opened his business five years ago after a decade-
long run at what was the oldest brewery in the state before 
closing its doors, Cottrell Brewing Company, established in 
1997. Rodgers worked his way up to head bartender at his 
previous job before starting up Barley Head. 

When he started at Cottrell in 2008, “you had to explain 
what craft beer was,” said Rodgers, adding that nowadays 
customers are more informed about the styles of craft beers 
due to their popularity. 

Connecticut had less than 10 craft beer breweries a decade 
ago, and now has well over 100. Part of the reason for this 
surge can be attributed to the path Stratford-based Two 
Roads Brewing Company paved as well as the establishment 
of the Connecticut Brewers Guild. 

TWO ROADS PAVED THE WAY 
“As we contemplated opening a brewery in 2012, there was 
one legal hurdle we needed to get over. Breweries were 
not allowed to sell beer over the bar; the law only allowed 
breweries to offer tours with a free sample. Also, the law 
limited the amount of take-home beer a consumer could buy 
to eight liters, which is less than one case of beer,” stated 
Brad Hittle, Two Roads’ president and CEO. 

“Before we even opened, we had worked with the mayor 
of Stratford, John Harkins, to successfully get these two 
restrictive statutes altered by the summer of 2012,” Hittle 
added. “Today, beer may be poured and sold over the bar 
and the take home limit has increased a lot. At the time, there 
were seven or eight craft breweries in Connecticut; today, in 
part due to the change, there are over 120.” 

Two Roads went for a home run, so to speak, from the get-
go. Instead of starting small with a wait-it-out approach for 
expansion, Two Roads went big. The brewery started with 
a capacity of 40,000 barrels and produced 25,000 in its first 
year, including the barrels made for its contract customers. 

“Our growth surprised us, and it did not take long to get 
to 140,000 barrels in 2017,” Hittle said. “The scene here has 
really dramatically changed. The Connecticut beer scene 

Connecticut’s Craft 
Breweries Think and Pour 

‘Out of the Box’
By ANDREW KELSEY
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