
HOLIDAY 2017

The Perpetual Innovation of Rolex 

Steven Lagos and the Art of Caviar 

The First Lady of Arkansas 

Rox-ing the Gin World

Unplugged and Outdoors 









Merchandise may be shown larger than actual size to show detail. Prices subject to change without notice. Not responsible for printing or typographical errors.

Sissy’s Log Cabin Fine Jewelry Magazine is published by Harmon Catalog, 807 Third Avenue South  l  Nashville, TN 37210
615-256-3393  l  info@harmoncatalog.com  l  © 2017, Harmon Catalog. All rights reserved. Printed in the USA.

contents
S I S S Y ’ S  L O G  C A B I N  M A G A Z I N E    I    H O L I D AY  2 0 1 7

Moval diamond cluster ring set in 18kt by Rahaminov

Meet Our Executive Team  . . . . . . . . . . . . . . . . . . . . . . . . .  6

Get to Know Our Stores  . . . . . . . . . . . . . . . . . . . . . . . . . .  8

Steven Lagos and the Art of Caviar . . . . . . . . . . . . . . . . . .  11

Sissy’s Store Events . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  12

Mississippi Magic . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  14

The First Lady of Arkansas . . . . . . . . . . . . . . . . . . . . . . . .  20

Kokichi Mikimoto: The Inventor of Pearls . . . . . . . . . . . .  22

Arkansas’s Plymouth Rock . . . . . . . . . . . . . . . . . . . . . . . .  25

The Perpetual Innovation of Rolex . . . . . . . . . . . . . . . . . .  28

Unplugged and Outdoors . . . . . . . . . . . . . . . . . . . . . . . . .  32

5 Reasons Every Man Should Wear a Watch . . . . . . . . . . .  34

Peter Millar: Luxury is Always in Style . . . . . . . . . . . . . . .  36

The Evolution of an Icon . . . . . . . . . . . . . . . . . . . . . . . . .  38

ROX-ing the Gin World . . . . . . . . . . . . . . . . . . . . . . . . . .  40

Diamond Education . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  45

Aged to Perfection . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  48

2814 40

S I S S Y ’ S  L O G  C A B I N  F I N E  J E W E L R Y   I    5



executive management

executive team
AT  S I S S Y ’ S  L O G  C A B I N

With Sissy’s Log Cabin continued growth, now 
operating in four separate geographic locations, 
strong leadership is more important than ever. 

“Our managers are truly the backbone of our 
business. We rely on them to uphold the Sissy’s 

philosophy, standards and family atmosphere.” 

Bill Jones
CEO and President

Sissy Jones
Founder

Sharri Jones
Executive Secretary

Kim Rieve
Chief Financial Manager

Lamar McCubbin
Regional Manager

Jennifer Turney
Merchandise Manager

William Jones
Vice President of Operations
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get to know our stores
L O C AT I O N S  A N D  M A N A G E M E N T

Pine Bluff 2319 S Camden Road · Pine Bluff, AR 71603

Sissy Jones purchased a 200 sq. ft. dilapidated near-windowless log cabin in 1970; she intended to 
open a store to sell antiques. Sissy laughs at the memory, “Everyone thought I was crazy.” That cabin 
has morphed into a beautiful 12,000 sq. ft. showroom featuring the finest watches, designer, and estate 
jewelry. 

Allen McCubin is the store manager, and he is dedicated to continue the mission Sissy started nearly 
five decades ago. 

Little Rock 1825 North Grant Street · Little Rock, AR 72207 

In 2010, under the direction of Sissy’s son Bill, Little Rock became the site of the first expansion store. 
The store features a multitude of fine jewelry and watch boutiques, including Rolex, David Yurman, 
and Lagos. Under the management of Jackie Dunkley, Sissy’s Little Rock is home to the area’s largest 
collection of diamonds and fine jewelry.  

Off the showroom floor, Sissy’s award-winning jewelers use their skills to complete a range of customer 
projects, from simple jewelry repairs to the creation of one-of-a-kind custom designs. 

Jonesboro 2900 Parkwood Road · Jonesboro, AR 72401

Northeast Arkansas became the location of the third store in the Sissy’s Log Cabin family. Twenty-
year Sissy’s veteran Mark Sanders manages the beautiful free-standing Jonesboro location. Like all the 
other Sissy’s locales, Mark affirms, “We live by Sissy’s Golden Rules that you see at the front door: The 
Customer is always right.” 

The Jonesboro location features a Rolex and a Lagos boutique, and Sissy’s largest collection of TAG 
Heuer watches. 

Memphis 404 South Grove Park Road · Memphis, TN 38117

In October 2014, Sissy’s crossed the river and planted its fourth store in Memphis, TN. Michael Bohner, 
a jewelry industry veteran, manages the beautiful store located in the chic Laurelwood Shopping Center.

A huge collection of Rolex watches, the latest Lagos designs and jewelry from the Mazza Company 
are just a few of the attractions found here. This large and beautiful store has an on-staff gemologist, 
master bench jewelers, a custom designer, and a Rolex certified watch technician. During a visit to 
this Tennessee store, you’ll find the same dedication to Sissy’s Arkansas philosophy: when you’re here, 
everyone is family.” 

about us

Allen McCubbin
Store Manager, Pine Bluff

Jackie Dunkley
Store Manager, Little Rock

Mark Sanders
Store Manager, Jonesboro

Michael Bohner
Store Manager,, Memphis
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1.	 WHAT	IS	UNIQUE		
	 ABOUT	LAGOS?

Throughout our brand’s history, we have strived to 
make designs that are both high-quality and versatile 
for everyday wear. Caviar, our signature design, sets our 
brand apart and allows for our handcrafted pieces to be 
immediately recognizable. The unique texture of the Caviar 
rope bracelet is truly a feat of both engineering and expert 
craftsmanship. Our bracelet is known to move seamlessly 
with the body—its comfortable fit is unparalleled in the 
industry. This is especially significant as we celebrate our 
40th anniversary this fall. We create a portfolio of jewelry 
that allows you to pick out your own style; we have a lot 
of silhouettes, different styles and colors. The idea is: MY 
LAGOS MY WAY. 

2.	WHAT	IS	YOUR	SOURCE		
	 OF	INSPIRATION?

Travel is a constant source of inspiration. When I’m 
traveling, I’m always looking for local crafts. Things people 
are doing that are indigenous to the area and ideas that I 
can work into a collection. When I’m on the plane it’s one 
of the only times I actually disconnect. Being in a different 
time zone allows me to focus and obsess about the details 
of our jewelry. Like the clasp of a bracelet, or the luminous 
beading of silver and gold in our Caviar Collection.

3.	HOW	DO	YOU	DEFINE		
	 THE	STYLE	OF	THE	WOMEN		
	 WEARING	LAGOS?

Women are at the center of everything we do. We follow 
a woman who is as multifaceted as the LAGOS she wears 
and who celebrates the versatility of Caviar, its glamour 
potential juxtaposed with its casual appeal. Jewelry is a super 
personal talisman people have; it means a lot to them. We’re 
working on pieces that are going to be a part of people’s 
lives for a very long time. When we design, we make sure to 
tie back to our signature Caviar with the intention that all 
collections can be layered and stacked. 

4.	HOW	DO	YOU	CHOOSE		
	 MATERIALS	WHEN	DESIGNING		
	 A	NEW	COLLECTION?

When I designed Black Caviar, I dreamed of creating a 
Caviar bracelet that returned to the roots of my original 
hematite design. I searched for the perfect material before 
finally choosing ceramic. I then went on to spend three 
years developing the technology that would give the 
ceramic beads their signature Caviar luster. When you have 
the perfect gemstones, the perfect diamonds, the perfect 
material, they really speak to you.  

A	DESIGNER’S	PERSPECTIVE:	

Steven Lagos Shares  
His Inspiration Behind  

the Art of Caviar

designer spotlight
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Stay connected and be one of the first to know of upcoming events!

sissyslogcabin.com

events

events
AT  S I S S Y ’ S  L O G  C A B I N  T H I S  PA S T  Y E A R

LAGOS The Art of Caviar
Steven Lagos showcased his classic creations at Sissy’s Log Cabin. 
Caviar, his signature design, sets the brand apart and allows for the 
handcrafted pieces to be immediately recognizable.
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events

The store is our home and when we entertain we roll out the “blue” 
carpet. Fundraisers, trunk shows, and open houses allow us to extend 
the hospitality to old and new friends.

Rolex at Sissy’s Log Cabin

Mixing and Mingling
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Oak Alley Plantation, St. Francisville, Mississippi





efore they were Governor Asa 
Hutchinson and First Lady 
Susan Hutchinson of Arkansas, 
they were just Asa and Susan, 

attending their last semester at 
Bob Jones University and meeting 

each other across from the dinner table for the first time. 
Students had assigned seating at meals to ensure they 
interacted with a mix of classmates, but on this night, off-
campus dining was allowed. She didn’t have the funds, and 
his regular table was put away, so he sat in the first empty 
chair he saw, directly across from her. 

“It was a divine appointment,” the First Lady recalls. 

He asked her questions throughout dinner like, “What are 
you majoring in,” and “What’s your goal for the semester?” 
and didn’t lose interest when her forthright answers were 

“Science” and “To make straight A’s.” They had a good conversation, yet he didn’t contact 
her afterward. 

They were both in the debate club, and she showed up to one of his debates. “There were 
four debaters, a timekeeper, and a judge. I walked in, and there was no audience but me. 
Asa lit up like a Christmas tree, because he knew I was there for him.” Their relationship 
progressed, and then it briefly stalled when they parted after graduation. She persevered 
and he came to his senses.   

Today, First Lady Susan Hutchinson is on a very different path than the one she intended. 
She had planned on becoming a doctor, and there’s no doubt she would have helped 
numerous lives had she done so. But in her role as First Lady, she is committed to an 
array of initiatives that positively affect the people of Arkansas, especially the children, 
including the Arkansas Symphony Orchestra, the Museum of Discovery, and the Arkansas 
Children’s Hospital. 

But perhaps the most important initiative she is dedicated to is one she was involved in 
before becoming First Lady. The Children’s Advocacy Centers of Arkansas (CACA) is a 
nonprofit organization that helps sexually abused children receive the attention, protection, 
and medical aid they need to heal. Instead of forcing children to retell their story multiple 

As First Lady of Arkansas, Susan Hutchinson is 

dedicated to helping Arkansas’s children first. 

ARKANSASOF

THE

FIRST LADY

By Jessica Lindner



times, the CAC records it and turns it over to the appropriate 
authorities that can address the issue and get that story into a 
courtroom. 

By acting as a bridge between the children and government 
officials, the CAC ensures the 
horror that’s been experienced 
doesn’t get lost or forgotten. The 
center also provides medical 
exams specific to sexual abuse, and 
highly specialized counseling that 
lets kids work through the trauma 
and understand that they are not 
to blame for what happened.   

She first got interested in the 
organization when she learned 
a friend had suffered abuse as a 
child, and had worked hard throughout her adult life to overcome 
it. “A longstanding myth is that children are so resilient. But I’ve 
encountered women who have experienced this as kids and who 
seem fine, but it’s affected their entire lives—it’s long term. So it’s 
very rewarding to help kids early and protect their future.”  

The First Lady originally worked as a layperson at the CAC 
of Benton County. Within two months of her husband’s 
inauguration, she called the state headquarters and said she was at 
their service. At the state level, there is always the need for more 
training, centers, communication, personnel, and a constant, fresh 
look at laws and policies, and she made it her mission to spread 
awareness and provide support. Mrs. Hutchinson was honored as 
the CACA’s inaugural “Arkansas Woman of Inspiration,” in 2015. 
Now in its third year, this honor is bestowed at an event that raises 
funds to implement more centers and provide for those centers 
already in existence. 

Mrs. Hutchinson was inspired to advance this organization not 
only because of her friend’s experience, but also because of her 
own upbringing. Her parents both endured rough childhoods; 
her father’s family was nearly wiped out by tuberculosis, and he 
himself spent a year at a sanatorium for observation. And after 
a drunk driver killed her father, Mrs. Hutchinson’s mother 
eventually quit school and worked, relying on the generosity of 
church folk to stave off the worst of hunger and poverty. 

But both of them dreamt of more for their seven children (Mrs. 
Hutchinson was the second oldest), and worked hard to give them 
that life. Her father worked twelve hours a day, six days a week at 

a local tire company. Growing up in Atlanta, Georgia, 
Mrs. Hutchinson and her siblings had decent food and 
clothes, took piano lessons, and went to church camp. 

“I never lacked for love in that house. And my mom 
would always say things like, ‘don’t hurt a child, everyone is unique, be kind to 
children.’ Things that I remembered and took with me as I grew.” Understanding 
the childhood her parents’ experienced, and yet being raised as she was pushed 
her to help kids reclaim their childhood and their future. 

Mrs. Hutchinson’s father had an innate business sense, and did increasingly better 
at work. He was able to pay for her college, where she and Governor Hutchinson 
met that night over dinner. They have been married for forty-four years, have 
four children, six grandchildren, and a rescue cat named Snowflake. If not for 
that empty chair, her life—and the lives of many assisted by the CACA—would 
have been very different. Call the events that led to their meeting happenstance, 
coincidence, or pure luck.  But to First Lady Susan Hutchinson, it will always be 
divine intervention.  

“But in her role as 

First Lady, she is 

committed to an 

array of initiatives 

that positively 

affect the people 

of Arkansas, 

especially the 

children...”



In 1927, two unlikely men met together in a home in West Orange, New 
Jersey. One was a wizard of technical invention, a man who churned out 
wonders like the incandescent light bulb, phonograph, and the earliest 
motion picture camera. But, as Thomas Edison admiringly remarked 
to his improbable companion, “There are two things which couldn’t be 
made in my laboratory—diamonds and pearls.” 

His companion that day, Kokichi Mikimoto, did one of the things 
that Edison could not. He made and cultivated only those of the most 
beautiful, pure, and lustrous quality. It was Mikimoto’s dream to “adorn 
the necks of all women around the world with pearls,” and at the time of 
their meeting, he was well on his way, having already opened a store in 
London. In just three years, he would be recognized by the Emperor of 
Japan as one of the ten greatest Japanese inventors. 

Kokichi Mikimoto was born the eldest son of a noodle-shop owner on 
Japan’s Shima peninsula. His father fell ill, and at age 11, he was forced 
to seek his fortune in a world that was just stepping into modernity. 
With the arrival of Commodore Perry in the 1850s, Japan had suddenly 
broken out of isolation and opened up to foreign trade, and Mikimoto 
took advantage. He was bold and curious, and willingly interacted with 
strangers and other cultures. 

He also developed an interest in his port town’s most famous local 
product: Ise pearls. However, he realized that these natural pearls were 
being gathered without restraint, and were becoming scarcer by the 
year. Mikimoto made it his life’s mission to grow and cultivate his own 
protected oyster beds. 

In 1878 when he helped judge an exhibition of pearls, Mikimoto noticed 
how misshapen and underdeveloped the gems were. He was disturbed 
by the lack of quality and lust for greed in the pearl industry. As a 
perfectionist, he knew his pearls would be flawless. He also knew the 
journey wouldn’t be easy. 

Mikimoto threw himself into his work and conducted immense 
amounts of research and experimentation. He learned that Akoya 
oysters produced the choicest pearls, and tried different methods of 
introducing a tiny particle into the flesh of the oyster to stimulate 
secretions of “nacre” to build up the pearl. He faced challenges from 
nature—including oyster-eating octopi and a “red tide” of bacteria—
that almost destroyed everything. 

But Mikimoto persevered, and on July 11, 1893, his hard work came to 
fruition. His wife, Ume, pulled a basket of oysters from the sea. Peeking 
out from the folds of an oyster was a gleaming object: a 
cultured pearl. 

In 1896, Mikimoto was granted his first 
patent for cultured pearls. He continued 
to conquer new challenges, such 
as the cultivation of South Sea, 
and the world’s first spherical 
cultured pearl. He met fellow 
inventor Thomas Edison, and 
was rewarded by the Emperor 
of Japan. And his dream of 
adorning the neck of women 
around the world lives on. Over 
120 years later, Mikimoto pearls 
continue to stand for heritage 
and tradition, and are sold by the 
world’s finest jewelers. 

“There are two things which 
couldn’t be made in my laboratory— 

diamonds and pearls.”

Though he came from humble beginnings,   
Kokichi Mikimoto grew to be one of  Japan’s  
greatest inventors—and changed women’s jewelry forever.

designer spotlight
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In 1682, after French explorer Robert de la Salle surveyed the Great Lakes (the first European 
to do so), he heard of a great river that he mistakenly thought flowed into the Gulf of Mexico. 
Down the Ohio and the Mississippi Rivers went the exploring party claiming land for France 
and Louis XIV. 

In 1686 LaSalle charged his trusted lieutenant, Henri de Tonti, to found a permanent 
Indian fur-trading settlement in what is now southeastern Arkansas. Tonti selected a site 
high on a bluff overlooking the point where the Arkansas is joined by the White River, 
just thirty-five miles upriver from its confluence with the Mississippi. The Arkansas Post 
was born.

When you think of the very first European settlement 
in our country, English Pilgrims landing on Plymouth Rock or a 
Spanish mission in St. Augustine likely comes to mind. But the 
first permanent and continually occupied European settlement 
west of the Mississippi is here in Arkansas. The French named it 
Poste de Arkansea (Arkansas Post); it was founded just sixty-six 
years after the Pilgrims landed in Massachusetts.

A Plymouth Rock
Right in Our Back Yard

A Plymouth Rock
Right in Our Back Yard



Over the years the trading post's site was moved, depending on the whims of the Arkansas River. Today, the original "high bluff" on which it was 
founded is now at water's edge. 

For the next 117 years, the Spanish, French and English all 
vied for the Post. But it permanently became part of the 
United States with the 1803 Louisiana Purchase. In 1819 
Arkansas was officially made a territory, and two years later 
was designated the capital of the Arkansas Territory. Its 
importance waned as settlers moved further up the Arkansas 
River—rapidly so after the capital moved to Little Rock in 
1821. But the town remained a significant river town. 

With the onset of the Civil War, a fort was built onsite to 
prevent Union boats from going upriver towards Little Rock. 
A battle was fought at the Arkansas Post in early 1863 as part 
of Grant's move on Vicksburg. The South was vastly outnumbered (33,000 versus 5,500) and Union gunboats bombarded the small town and fort. 
Quickly, the hopeless defenders surrendered, but the damage to the town was lasting. The Arkansas Post was devastated, and that, combined with the 

passing of time and erosion by the relentless Arkansas River, has contributed to its present 
rural state. 

That was not the end of the Post, however. In 1929, twenty acres of land—including the 
Post—were donated by Fred Quandt (his descendants still live in Arkansas). A state park 
and museum were created, and over the ensuing decades hundreds of acres have been added 
until the site was eventually established as National Park in 1960. 

Today, a visit to Gillett, AR, will bring you to a Arkansas Post National Memorial, complete 
with a reconstructed fort, houses, and museum that shows the struggle of daily life in the 
1800s on the southern edge of the great American prairie. 

Arkansas's very own version of Plymouth Rock will not be forgotten. 

A battle was fought at the Arkansas Post in early 
1863 as part of Grant's move on Vicksburg.

Arkansas Post Museum State Park in southeast 
Arkansas displays exhibits and artifacts and 

presents programs about Arkansas Post.
Visit the Arkansas Post Museum State Park 

5530 U.S. 165 South, Gillett, AR 72055

ORIGINS OF TWO WORDS:
Do you know Arkansas is named after an Indian tribe, the Quapaw. What? 
Where did "Arkansas" come from? The other Indian tribes, principally the 

Algonquian, referred to the Quapaw as "Arkansea." Voila! The French 
settlers referred to the Arkansas Post as "Aux Arcs" (literally "home of the 

Arkansas"). Does the French name remind of us of our mountains?
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CLASSICS	IN	THE	OYSTER	COLLECTION	ARE	UPDATED	AND	
	A	NEW	MODEL	JOINS	THE	CELLINI	COLLECTION.		

Rolex has been resetting the standard 

for watch innovation since its founder 

Hans Wilsdorf set out to prove that the 

wristwatch had the potential to be more 

than a piece of jewelry. In 1926, Wilsdorf 

broke fresh ground with the Oyster, the 

world’s first waterproof wristwatch. 

With that, Rolex became the watch 

of choice for professional pioneers 

who aimed to dive to uncharted 

depths and explore the upper 

echelons of the atmosphere. 

With each new challenge, Rolex 

created a watch that helped push 

the limits.

 Over the years, the brand has 

stayed true to that spirit of 

innovation and modernism, and 

applied it to every new design 

and model update. This year, Rolex 

presents updated versions of its 

flagship Oyster models, and introduces 

the Cellini Moonphase, a new model to its 

Cellini collection. 

 PERPETUAL INNOVATION

ROLEX
OF

THE

By Jessica Lindner



The original OYSTER	PERPETUAL	SEA-DWELLER, 
the legendary professional divers’ watch, was created in 

1967. Rolex celebrates its 50th anniversary with an 
updated Sea-Dweller that has a bolder, larger 43mm 

case. It is equipped with the new calibre 3235, a 
self-winding mechanical movement at the forefront 
of watchmaking technology, and employed for the 

first time in a Rolex Professional category watch. This 
new-generation movement is entirely developed and 

manufactured by Rolex. Also for the first time, the Sea-
Dweller features a Cyclops lens on the crystal at 3 o’clock to 

enhance the reading of the date. 

To honor its heritage, the dial bears the name Sea-Dweller in red, 
a reference to the first model. It is waterproof to 1,220 meters and 
still equipped with the invention that contributed to its prestige: 

the helium escape valve. Patented by Rolex in 1967, this safety 
valve preserves the waterproofness of the watch while regulating 

the pressure accumulated in the case during decompression phases of 
deep-water saturation dives. 

The iconic COSMOGRAPH	 DAYTONA, originally 
designed in 1963 to meet the demands of professional racing 
drivers, is now available in 18k yellow, white, or Everose gold 
versions. These new versions are fitted on the Oysterflex 
bracelet in in elastomer reinforced with a metal blade. This 
bracelet combines the robustness of metal with flexibility 
and comfort. It is fitted with an 18k yellow, white, 
or Everose gold Oysterlock safety clasp that prevents 
accidental opening, as well as the Rolex patented 
Easylink rapid extension system that allows the bracelet 
length to be increased by approximately 5 mm, for 
added comfort. 

The new Cosmograph Daytona is equipped with a monobloc 
Cerachrom bezel, patented by Rolex, in black ceramic, which 
pays tribute to the heritage of this legendary chronograph. 
The black bezel is reminiscent of the 1965 model that was 
fitted with a black Plexiglas bezel insert.
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Rolex has also updated the	YACHT-MASTER	 II, its professional regatta 
watch built specifically for yachting competition. The new model is 

equipped with a triangular hour marker at 12 o’clock and a rectangular 
hour marker at 6 o’clock for enhanced legibility and a more intuitive 

reading of the watch, both imperative when every second matters 
during a race. These new markers also increase the aesthetic 
quality.  A luminescent disc on the hour hand distinguishes it 

from the minute hand. 

The technically innovative programmable countdown 
function that Rolex developed which made the original Yacht-

Master II so distinctive remains. A function that responds to 
the need for precise timing during the starting sequence of a 

regatta, the countdown can be programmed for the duration of 
between 1 and 10 minutes and has a mechanical memory that can 

be synchronized on the fly. The countdown programming is accessed, 
and locked, via the rotatable Ring Command bezel, an innovative 

interface between bezel and movement. 

The new Yacht-Master II is offered in 904L steel, 
18k yellow or 18k white gold, or Everose Rolesor, 

combining 904L steel and 18k Everose gold. 

The new CELLINI	 MOONPHASE features an exclusive 
display of the lunar cycle. It has a white lacquer dial with a blue 
enamelled disc at 6 o’clock showing the full moon (depicted 
by a meteorite applique) and the new moon (represented by a 
silver ring). The moonphase is read via the indicator set at 12 
o’clock on the subdial, as the full moon and the new moon 
rotate through the lunar cycle. The date is displayed around 
the circumference of the dial, via the center hand, which has a 
crescent moon at its tip. 

The 39 mm Cellini Moonphase is offered in 18k Everose gold, and 
fitted on a brown alligator leather strap with a folding Crownclasp 
in 18k Everose gold, a first for a Cellini model. It is driven by a self-
winding mechanical movement, entirely manufactured by Rolex, whose 
patented moonphase module is astronomically accurate for 122 years.
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The fundraising auxiliary of the Arkansas Game and Fish 
Commission, the Arkansas Game and Fish Foundation, is 
a non-profit organization composed of men and women 
who are passionate about promoting hunting, fishing, and 
conservation education among the youth of Arkansas. 
Foundation members will tell you that they learned about 
the outdoors, hunting, and fishing from their grandfathers, 
fathers, and mothers. 

“Members of the Foundation are passionate about passing 
on the heritage of conservation education to their children 
and grandchildren, and more importantly, introducing that 
legacy to new outdoor enthusiasts,” says Deke Whitbeck, 
President of the Arkansas Game and Fish Foundation. “We 
encourage people to get outdoors and take along a young 
person. Be that fan who sparks the flames for the future 
generation of conservationists and outdoor enthusiasts.”
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Created in 1982, a continuing mission of the Foundation 
is supporting youth education initiatives focused on getting 
youngsters unplugged and engaged in Arkansas’s outdoors. “We 
help support Arkansas Game and Fish Commission programs 
across the board,” Whitbeck explains. 

One of those is the highly successful Arkansas Youth Shooting 
Sports Program (AYSSP), which continues to be among the 
nation’s leaders in youth shooting sports. Over 350 teams from 
every corner of the state participate in the program, which 
equates to nearly 6,000 students – 1,200 which are girls. “This 
program gives kids an opportunity to be part of a team and 
represent their community aside from the traditional sports of 
football or basketball.” 

In 2013, the Foundation partnered with the city of Jacksonville 
to build a state-of-the-art shooting sports complex, and home 
to the AYSSP. The multi-use complex is the largest of its kind in 
the state and includes 14 trap fields, three skeet overlays, three 
lit fields, two pavilions, a fishing lake, and a 5,100 square foot 
clubhouse that includes a learning center. Last year over 1.3 
million targets were thrown!  

The Foundation also owns and maintains other properties 
including the Potlatch Conservation Education Center 
at Cooks Lake near Casscoe, AR. The Foundation gets 
to share in experiences of the special deer hunts for the 
mobility impaired, as well as youth duck, deer, squirrel, 
and raccoon hunts! 

“For many of the kids, this could be the first time they 
get to enjoy a hunt. It is very special that the Foundation 
can help play a part in making memories with them,” 
Whitbeck says. 

In addition to the hunting, over 3,500 students visited 
the Arkansas Game and Fish Commission’s education 
center on the facility last year. It includes a hands-on lab, 
3D archery, fishing, discovering wetlands, and even the 
opportunity to participate in hummingbird banding!

“Members of the Foundation are 

passionate about passing on the 

heritage of conservation education to 

their children and grandchildren, and 

more importantly, introducing that 

legacy to new outdoor enthusiasts,”
  

—Deke Whitbeck, 
 President of the Arkansas  
Game and Fish Foundation 

To learn more about the Foundation 
and become a member, check out 

their website at www.agff.org
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Quartz Aquaracer with blue bezel and dial, $1,700

By Jessica Lindner

5 Reasons
EVERY Man
Should Wear

A Watch

What man doesn’t want to control time rather than obey it? Though that’s a relative impossibility, watches provide that sense of 
ownership. A quick glance down at your wrist gives off an impression of power and importance. The same can’t be said for taking a 
bulky smartphone out of your back pocket. Here are five more reasons why watches will never go out of style.

1. Watches Are Convenient  —  Fishing for a cell phone on regular 
occasions just to check the time looks desperate, and pulling out your 
phone in the midst of a conversation is rude. A quick glance towards 
your wrist is a much classier way to keep tabs on time during a date or 
a meeting. On other occasions where it’s advisable to leave the phone 
concealed—like at a funeral or wedding—a watch is a much more subtle 
and convenient way to check time.

2. Watches Are Functional  —  Men’s wrist watches were made 
popular in the twentieth century by soldiers who wore them 
to synchronize military maneuvers during World War I. Since 
then, specialized watches have been worn in the depths of the 
ocean by divers, and high in the sky by aviators. Many watches 
are designed either to be self-powered through motion or 
to use a small amount of energy from a battery. That’s 
years of maintenance-free time telling compared to a 
smartphone’s eight-hour battery life!

3. Watches Provide Simplicity  — When you 
wear a watch, it’s less likely you’ll fall back on your 
phone as a distraction. Often, checking the phone 
for the time results in a rabbit trail of activities. 
Facebook, email, and that new dating app all get 
opened and scrolled through, and suddenly an hour 
has passed. When you need to keep track of something 
as important as time without getting preoccupied by a 
video your friend just shared, a unique device to measure 
and manage it is justified.

4. Watches Signal Style   —  Many men only wear three main 
accessories—a nice watch, a stylish pair of cufflinks, and a simple 
wedding band if they’re married. Cufflinks are nice, but watches really 
let men express their style. Depending on the watch, a man can give off 
a hint of danger, show a sense of adventure, or display his sporty side. He 
can embody James Bond or Lebron James. No matter the style, a quality 
watch gives a polished finish to any ensemble.  

5. Watches Embody Craftsmanship  — Watch design is 
inherently artistic. Some watch houses have four craftsmen 
working on one watch for several months, designing 
complex pieces of technology by hand. There are plenty 
of generic and non-inspiring watch styles in the world, 

but the best ones are beautiful, wearable art. A watch 
can have an intricately designed band, or a detailed 

painting on the dial. Watches that are creatively 
designed are pieces that you’ll want to show off to 

anyone who asks for the time. 
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THE BROADFIELD JACKET—THE PIECE 
YOU NEED FOR MOUNTAIN ESCAPES

”

”
There are few menswear brands that 

master the art of timeless style and 
modern sensibility. Peter Millar 
is one of those brands. At a time 

when the spectrum of attire seems forever-
expanding, Peter Millar leads the world of 
menswear with entirely unique, proprietary 
designs that add both a prestige and 

personal touch to a gentleman’s wardrobe.

The brand sets itself apart by sourcing 
some of the most precious European 

textiles and luxury hardware and 
then reimagining classic styles by 

way of cashmere sweaters with 
poly-plaited interiors, rare black 
sheep fleece products, exquisite 
quarter-lined sport coats, 
multi-season outerwear pieces, 
sophisticated luggage, and 
refined accessories. 

Peter Millar started in 
Raleigh, North Carolina where 
the company’s founders had 

dreams for an old textile mill on 
the verge of ruin and where they 

assisted in the restoration of the 
historic site—known as the Pilot 

Mill. In 2001, Peter Millar made 
the Pilot Mill home for their offices 

and recorded their very first business 
sale with a single cashmere sweater. 
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One of the most innovative pieces from Peter Millar this season is the 
Woodland Carryall Duffle. This isn’t an ordinary duffle. It’s made from a 
very rare black sheep wool fleece, shorn from sheep that roam the scenic 
hills of New Zealand. Subject to maritime climates, their fibers naturally 
acclimate to varying temperatures by shrinking and expanding, making 
this fleece exceptional for use in apparel, fine goods, and accessories.

But Peter Millar wanted to do something different with this special black 
fleece wool and designed this duffle with a unique zip-out silhouette, 
allowing it to become a garment bag for Peter Millar soft jackets, 
blazers, and suits. This product is masterfully constructed with nubuck 
top handles for strength during transport, and features beautiful suede 
detailing, an exterior pocket, and a tear-resistant bonded interior. It 
seems you’re always getting something more than you thought you were. 

Peter Millar clothes and accessories are available online and in the 
finest specialty retail stores, prestigious resorts, and most exclusive 
country clubs.  

So what does it mean to reimagine classic menswear? And how is Peter 
Millar doing entirely new things for the modern wardrobe? They start 
with the simple desire to improve and innovate. 

Take the brand’s famous poly-plaited cashmere sweaters. When layering 
a traditional cashmere sweater, the sweater might bunch up around the 
elbows and create an unwanted ruched or rippled effect throughout 
the appearance of the garment, causing an unsuitable look. There are 
a myriad of other concerns with traditional makes, like compromised 
garment longevity and loss of shape, trapped moisture, and a non-
breathable next-to-skin surface area. 

Taking luxury yarns like merino wool or cashmere and plaiting them 
with a polyester interior fortifies the precious exterior yarns so the 
garment lives longer. This innovation also provides a more natural 
drape, offers a slick interior surface for layering with dress shirts, and 
allows for a very breathable next-to-skin surface for enhanced comfort. 

Another noteworthy way they’re rethinking classic staples can be seen in 
the brand’s iconic tweed shirt jacket. This mountainside-inspired jacket 
maintains a true heritage appeal and is constructed from premium 
quality Shetland wool that’s exceptional in cold weather climates. The 
Broadfield is styled with sporty patch pockets at the chest as well as 
sleek side entry patch pockets. Here’s where Peter Millar elevates the 
design: The interior of this particular jacket features an internal zip 
pocket and slip pocket with a complimentary leather bound stainless 
steel Peter Millar Flask. You know, just a thoughtful feature for those 
chilly nights in the mountains. 

PETER MILLAR POLY-PLAITED 
CASHMERE SWEATER AND 
QUARTER-ZIPS 

THE WOODLAND  
CARRYALL DUFFLE



TRUSTED AND REQUESTED BY THE 
NAVY SEALS
Navy SEALs require a sense of security that 
their gear will work when needed. Luminox 
honors the legacy of these elite teams by 
designing watches conceived with Navy SEALs 
input over the years and manufactured in a way 
that leverages the most advanced technology. 

The Original Luminox Navy SEAL watch, first 
introduced in 1994, is the timepiece that put 
Luminox on the map. The officer in charge 
of procurement for the Navy SEALs, Chief 
Nick North and Luminox worked together to 
develop a watch specifically for the SEALs. 

“As a research, development, test, and evaluation 
officer for the Navy SEALs I was asked, back 
in 1992, to find a dependable watch for night 
missions. After testing a variety of brands in the 
most arduous conditions, Luminox was the only 
one still functioning at the end of the evaluation.” 
Nick North, Navy SEAL (Retired).

In 1994, the Luminox 3001 Original Navy 
Seal was launched and is the timepiece that 
made Luminox famous. The ultra-light weight 
and the extreme robustness were the features 
that turned the Original 3000 Series into the 
Navy SEALS’s favorite.

FROM THE ELITE TROOPS TO THE 
MAN ON THE STREET
Since then, Luminox has never strayed from 
its mission and this has been confirmed and 
validated by the many elite military and law 
enforcement units that have requested Luminox 
for their use around the world. 

The man on the street has also shown particular 
interest in Luminox, figuring rightly that if 

“Luminox was the only 
one still functioning 

at the end of the 
evaluation”

the watches are designed for and used by elite 
troops, they have to be able to stand up to 
everyday use. 

In 2007 Luminox introduced the Navy SEAL 
Colormark 3050 series - the evolution of the 
Original Navy SEAL series – soon to become 
Luminox’ s best-selling models! 

The 3050 series still had all the main features 
that were favored by the SEALs on the Original 
3000 Series. The case and the uni-directional 
rotating bezel are made of Carbon Compound, 
resulting in an attractive yet incredibly light 
and durable timepiece. The crystal is scratch-
resistant, tempered mineral glass and the 
double gasket stainless steel crown enables 
water resistance to 20ATM. 

In addition, its updated design with a larger 
case and larger opening made the 3050 even 
more readable. Thicker than its predecessor, 
its tougher look turned this timepiece into a 
real icon.

WATCH OF CHOICE
Luminox is honored to be selected to design and supply watches for one of the most elite and respected Special Forces in the world. With its new 
3500 Navy SEAL Series, Luminox is celebrating this ongoing relationship with the SEALs and is proud to have been chosen by two generations of 
SEALs, first in 1992 and again in 2013, as their watch of choice.

1994 2007 2017

3500
SERIES

3050
SERIES

3000
SERIES



In 2013, the SEALs decided to re-evaluate watch brands. They arrived at 
the same conclusion as in 1992 and again chose Luminox, confirming 
Luminox as Essential Gear for the SEALs, both active duty and retired.

In 2017, Luminox releases the latest evolution of its Navy SEAL watches, 
the 3500 Series! The 3500 Series is a modern design interpretation of the 
3050 Series–where proportions and technical features of the watch have 
been optimized. As for all Sea Series Luminox watches, the 3500 Series 
case with its protected crown balanced by an opposite outcropping and 
four prominent horns is referred to as the Luminox iconic “turtle-shape” 
case. The Carbon Compound case is a matter black and the dial is darker, 
resulting in a more valuable and more modern look for the new 3500 
Series. The stainless steel screw down caseback reveals a stamped relief 

Navy SEAL logo and makes it even safer for water resistance. The crown 
is beautifully engraved with the Luminox logo, perfectly integrated with 
the crown protection yet easier to manipulate. The Luminox signature 

strap is now made of a new longer lasting and more resistant material. 
The strap is also wider, giving the 3500 Series a stronger look. Keeping 
in mind harshest environments that Navy SEALs operate in, as well 
as all the outdoor enthusiasts in need of a tough watch, the new 3500 
is still very functional and even more robust. When grasped from the 
top, the rotating bezel has more grip than on the 3050 Series. Also, 
the aluminum hour and minute hands make the watch more shock 
resistant. With its 16 Light Tubes on the dial, the hands and bezel, the 
3500 Series allows un-surpassed visibility, even in total darkness.

Always Visible: Luminox uses tiny 
tritium gas tubes, which provide 
illumination for up to 25 years. 
Unlike other systems, which 
depend on exterior light sources 
to charge luminous paint or a push 
button to illuminate the watch, 
the luminosity is built right into 
Luminox watches, ensuring that 
you will always be able to see the 
time, no matter the conditions.
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HOW	A	CAREFULLY	CRAFTED	

ARTISAN	GIN	RECIPE	IS	

CONVERTING	PEOPLE	ONE	

DRINK	AT	A	TIME

ROX
ing

the
-

GIN
worLd

By Jessica Lindner
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While Robert refined the formula, Don put his marketing 
wizardry to work on creating a distinctive name and 
packaging. ROXOR encompasses the multiple ways the gin 
can be enjoyed: on the ROX, shaken OR stirred. And the stylish 
bottle represents a toast to architects that have created the 
skylines of the world—and is eye-catching behind a bar. 

There might not be a more divisive liquor than gin. 
It has its die-hard devotees who savor martinis and 
merrily clink the ice in their gin and tonics. And 
there are those who loathe it, who study the cocktail 
menu and are taken in by the French 75 until they 
see gin listed as an ingredient and instead opt for the 
standby Cosmopolitan. 

You can thank juniper berries, also known as female 
seed cones, for this. They’re the predominant flavor 
in gin, and the reason many of the liquor’s critics 

think they’ve consumed a liquid Christmas tree 
after taking a sip.

So what happens when you create a gin that 
has interesting tasting notes similar to wine 

throughout and lacks that pine needle 
astringency? You bottle it, name it, and 
spread the word to convert gin and 
non-gin drinkers alike. 

Though Texas is known more for tickling 
taste buds with spicy Tex-Mex and chicken-

fried steak slathered in creamy gravy, ROXOR 
Artisan Gin is the state’s first artisan gin, and 
possesses its own unique Texas twang. Inspired 
by Austin, the recipe perfected in Houston, and 
distilled in Dallas, it’s enough to make any Lone 
Star State lover set their vodka aside. 

“It’s 90 proof to hold up well to cocktails, yet very 
smooth and balanced, so bartenders can put their 
spin on the gin,” explains Donald Short, who co-
created ROXOR, and now oversees marketing and 
strategy for the company. “We believe we can move 
vodka drinkers to gin, or back to gin.” 

ROXOR is a long way from the original Dutch 
genever, served up in the 16th and 17th century 
to cure a variety of ailments, including nerves 
before battle. It later made its way overseas as 
gin, and became established as a favorite—and 
abundant—British tipple. 

So how was this uniquely Texan gin dreamed up 
and developed? 

Like all good liquors, it involves the right 
harmony of ingredients, though this one started 
with the right harmony of people: a businessman 
and marketing mastermind, a James Beard award-
winning chef with a Ph.D. in biochemistry, and 
a non-gin drinking Arkansas businessman with a 
background in a famous frozen yogurt. 

Donald Short had already found success in the 
beverage business with The Coca-Cola Company, 
where he started The Beverage Institute for Health 
& Wellness. Through his work devising healthy 
beverages for Coke, he met Robert Del Grande, a 
superstar chef in the Houston area. They teamed 
up together on projects and discovered a mutual 
love for gin. When Don decided to retire from 
Coke but start a new company, ROXOR had its 
foundation.

Before Robert began concocting the recipe, he 
and Don agreed on the essentials of what ROXOR 
should be. They understood that the craft cocktail 
movement was growing, so they wanted a smooth 
gin that would mix well with bitters, juices, and 
liqueurs. They wanted a “perfumey” gin that was 
light and clean, and didn’t want any botanicals to 

S I S S Y ’ S  L O G  C A B I N  F I N E  J E W E L R Y   I    4 1



Herren hasn’t always liked gin,  

but he was won over by ROXOR’s 

modern interpretation. As he says, 

“You have to think of gin as a vodka 

with more flavor, and ROXOR is a 

perfectly balanced botanical vodka 

that I wanted to be involved with and 

share with our friends in Arkansas.” 

His favorite gin recipe is simple:  

Pour	2	oz.	of	ROXOR	Artisan	Gin		

over	good	ice	in	a	highball	glass.	

Garnish	with	a	lemon	twist.	

BRINGING	THE	TEXAS	
SPIRIT	TO	ARKANSAS

be too forward. And they wanted a gin that vodka and traditional 
gin drinkers alike would enjoy.

There are several ways to make gin, and Robert experimented with 
separate distillates of each plant before blending to decide on taste 
profiles. Rather than focusing on the oily parts, he concentrated 
on the top notes, the perfume. This means the plants used to make 
ROXOR aren’t crushed; they’re steeped in a neutral grain spirit for 
24 hours. 

His wife Mimi became a crucial target for the product. Like many, 
she prefers her gin without the Christmas tree, so Robert used her 
taste profile as a guide. He balanced the juniper berry out with fresh 
citrus, including lime zest from Mexico and grapefruit from Texas. 
He continued to tweak the recipe, keeping classic ingredients 
like coriander, orris root, and grains of paradise, but included 
cocoa nibs, hibiscus, cinnamon, and sarsaparilla to add a mix of 
intriguing notes throughout. And because this is Texas, native 
pecans also made it in.

While Robert refined the formula, Don put his marketing 
wizardry to work on creating a distinctive name and 
packaging. ROXOR encompasses the multiple ways the 
gin can be enjoyed: on the ROX, shaken OR stirred. And 
the stylish bottle represents a toast to architects that have 
created the skylines of the world—and is eye-catching 
behind a bar. 

ROXOR seemed ready to take on the gin market. But 
first it had to pass the scrutiny of a non-gin drinker. Enter 
Herren Hickingbotham, son of the founder of Arkansas’s 
TCBY Enterprises Inc., and current businessman and 
philanthropist. He and Don met years ago during their 
TCBY and Coke days, and over a memorable dinner at 
Alouette’s in Little Rock, realized they were both foodies, and 
became close friends.

Though Herren was not a fan of gin, Don wanted his thoughts on 
ROXOR. Herren was intrigued, and eventually became a financial 
and strategic partner, and is now involved in all aspects of the business. 
And wouldn’t you know it? He too, has now been converted to the gin 
way of life. 
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Buying the Right Diamond
A Guide to the Four Cs

For most people, the purchase of a diamond engagement ring is baffling, to say the least. It’s especially daunting 

because it is likely to be among the most costly acquisitions a couple makes. Most people have no idea how to 

determine the value of a ring and its diamond. What should you look for? What’s important?

You might have heard of the “Four Cs” that are attributes that define every diamond. They are: Carat, Clarity, Color, and 

Cut. The last attribute, “Cut,” has two distinct meanings: the shape of the diamond and the quality of its cuts. First, we’ll 

discuss a diamond’s shape.

 The Round Brilliant shape is by far the most popular; in fact, it 
has been the top-selling diamond shape for more than one hundred 
years. The round brilliant most effectively displays a diamond’s unique 
ability to reflect light and to sparkle. (The oval and pear-shaped cuts 
are variations of the round brilliant.) When cutting Round Brilliant 
diamonds, the cutter must adhere to a set of strict guidelines that will 
maximize the diamond’s brilliance. (Notice that the facets on Brilliant 
diamonds are triangular or kite-shaped.)

 

All other shapes of diamonds are referred to as “fancy” cuts, and there 
are many. Among rectangular stones, the brilliance of the round 
standard is rivaled only by the square princess cut and its cropped-
cornered cousin, the radiant cut. The emerald cut is elegant and always 
popular and is an example of a “step-cut” diamond. (Notice that its 
facets are rectangular shaped - like steps.)

CUT — In grading, “cut” evaluates the skill in the cutting of the 
diamond. Cut is arguably the most important element because it is 
directly responsible for the diamond’s sparkle and brilliance. 
 A well-cut diamond is cut precisely to the proportions that yield the 
most light return. Here’s the reason a diamond sparkles: Light enters 
through its table (top) and reflects off the cone-shaped pavilion until it 
comes back through the top, giving the stone that spectral sparkle. But 
if a diamond isn’t cut well, the light never comes back up; it leaks out 
the bottom or sides of the stone. It has little sparkle and life. 
 Three components comprise “cut.” They are: proportions, 
symmetry, and polish. Do the cuts on the diamond meet the angle 
guidelines for maximum dispersion of light? Is the stone symmetrical? 
Are the stone’s surfaces smooth? Can you see sanding marks? All three 
of these elements greatly affect the quality of the cut and the diamond’s 
value, brilliance, and beauty. A grade is assigned to the Cut.Round Brilliant

Triangular Faceting
Emerald Cut

Step Faceting

diamond education
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CLARITY — Clarity is the evaluation of a diamond’s internal and 
external characteristics. The fewer inclusions or blemishes, the more 
desirable the diamond. (Inclusions are inside the diamond; blemishes 
are on the outside of the diamond.) To locate most of these tiny 
characteristics, a jeweler will use a ten power microscope, then, evaluating 
the size, location, nature, number, and color of all the inclusions and 
blemishes, a clarity grade is assigned. This characteristic is more than 
cosmetic; a heavily included diamond can be susceptible to breakage. 

There are six main categories:
• Flawless (FL) — Extremely rare. No inclusions or blemishes.

• Internally Flawless (IF) — No inclusions and only minor blemishes.

• Very Very Slightly Included (VVS) — Very minute inclusions seen  
 under scope.

• Very Slightly Included (VS) — Minor inclusions seen under scope.

• Slightly Included (SI) — Noticeable inclusions seen under scope  
 and a small percentage visible to the naked eye.

• Included — Significant inclusions seen with the naked eye.

Notice that inclusions are visible to the naked eye only in the I grade. In 
most cases, there’s no link between clarity and beauty.

COLOR — Color for white diamonds can vary from colorless (“D” 

grade and exceedingly rare) to light yellow (“Z” ). Most diamonds possess 
some degree of yellow or brown. Small, nearly undetectable, differences 
in color can make a substantial difference in a diamond’s cost. Generally, 
the more colorless the diamond the greater its value. If a diamond is  
well cut, and this is especially true with the round brilliant cut, the 
diamond’s refraction and dispersion often will disguise certain degrees 
of coloration.
 A stone with a color rating near the bottom of the alphabet may 
benefit from a yellow gold setting instead of a platinum or a white gold 
setting. Stones that possess more color than a “Z” rating may be prized 
as a Fancy (Yellow or Brown or Red or Blue, etc.).

CARAT —  This is the easiest of the 4Cs to determine: The loose 
diamond is weighed on a calibrated scale. (A carat equals 1/5 of a 
gram  or 1/142 of an ounce.) Each carat is divided into points; each 
point represents 1/100th of a carat. So, a “half carat stone” contains 
fifty points.
 As diamonds increase in size, their cost tends to increase 
geometrically. Thus, a one-carat diamond will cost considerably more 
than twice as much as a one-half carat stone of equal quality. But carat 
weight can be very misleading. For example, a diamond might have 
far greater brilliance and more value if more of it were cut away, and it 
consequently weighed less. Diamonds of equal carat weights can have 
huge disparities in price. 
 Some diamond shapes, like the cushion cut, do not really lend 
themselves to small stones, whereas even a small round brilliant stone 
can be very striking. You can decide what diamond size will work best 
for you and your budget by balancing carat weight against the other 
characteristics.

Light Path Entering and Leaving a Diamond

Colorless to Light Yellow

Sizes are approximate
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As owner and chef Chuck Taylor says, 
“You can’t just make it on Dumas. The 

food has to be excellent. And it is, and we draw 
from everywhere—Little Rock, Texarkana, 
Mississippi, Fayetteville. We’ve had a Saturday 
night where everyone in here was from 
DeWitt or Stuttgart, Pine Bluff, Monticello, 
you name it.” 

How does this unassuming former grocery 
store serve arguably the best steaks in the 
state? Chuck uses only prime beef because it 
has the element that’s crucial: fat. “Fat’s your 
friend; it’s for flavor and tenderness. Without 
the fat, I wouldn’t be able to age it properly.” 
And he has perfected the process of wet- and 
dry-aging beef. 

What does Chuck do to age a steak?

Slabs of beef still in their plastic wrapping are 
refrigerated for approximately one month.  
That’s the “wet-aging.” As the beef ages, 
enzymes break down muscle tissue tenderizing 
the meat. Then the wrap is removed and the 
slab is returned to the refrigerator to begin 
its “dry-aging” process. This can add another 
thirty or forty days to the process. 

Taylor’s Steakhouse, Dumas, Arkansas. You wouldn’t think a 

town of 4,289 in southeast Arkansas could support a World 

Class steakhouse. It doesn’t; Taylor’s thrives because its fabulous 

reputation has spread far and wide.

As the unwrapped slabs age, the moisture is 
drawn into the air; the outside turns black, 
and the flavor of meat within intensifies. It’s 
an expensive process: The slab loses weight as 
water evaporates, and the outside of the slab 
must be removed and discarded. But what’s 
left is heavenly.

As Bill Jones, President of Sissy’s Log Cabin 
says, “This could be the best steak EVER!” 

Just to the left of the restaurant entrance is a 
dining room with an interesting appeal. You 
can eat here, and you’ll have a perfect view of 
large glass-front refrigerators. Row after row of 
pans with slabs of date-tagged beef in varying 
stages of aging are visible. 

Taylor’s Steakhouse has a long list of other 
appetizing offerings. Blackened barramundi 
and asparagus, blackened duck breast served 
with a wine reduction raspberry chipotle, ��₄ 
pound of Gulf shrimp along with an eight-
ounce filet, and superb sides and desserts are 
all mouth-watering fare that is certainly worth 
the drive.

Aged to Perfection 

Taylor’s Steakhouse is on Highway 54 west of Dumas on the way to 

Monticello. Open three days a week, its hours are 5:30-9pm on Thursday 

and 5:30-10pm on Friday and Saturday. Phone is 870-382-5349.

“This could be the  
best steak EVER!”

—Bill Jones, President of Sissy’s Log Cabin







GREENER PASTURES
Reconnect Your Wardrobe to Nature.

Greenery

PANTONE®

People have been going green for a while now. And now, Pantone, the 
foremost authority on color, has gone green too. But not just any green--

this particular hue is Greenery, “a fresh and zesty yellow-green shade that evokes 
the first days of spring when nature revives, restores and renews.” It signals 
vitality and energy, and the desire to disconnect from technology and reconnect 
with the natural. 
 The color has been popping up across runways and on style blogs in clothes, 
make-up, and jewelry. So even if you’re not the outdoors type (or can’t bear to 
stop scrolling through your inbox and newsfeed), you can still take part in the 
Greenery trend. 

Peridot Renaissance 

Thanks to Greenery, peridot is having a moment. The yellow-green gemstone is 
best known as the birthstone for August, and is said to grant those born during 
that month peace and happiness. Though first mined by ancient Egyptians (who 
dubbed them “the gem of the sun”) peridots are also found in China, Pakistan, 
Arizona, and occasionally, meteorites. They can be cut into a variety of shapes, 
including ovals, cushions, and emerald cuts, and with their sparkling green hue, 
look brilliant worn any time of the day.  

Roberto Coin Carnaby Street 
Malachite and Diamond Pendant

Simon G Peridot and Diamond Ring

Tacori Prasiolite Stud Earrings
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