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Stories and photos courtesy of ActivCare Living

Secure courtyards safe for exploring, 
themed rooms and corridors to help 
residents find their way, and a spe-

cialized activity program are some of the 
life-enhancing components found at the 
ActivCare at Bressi Ranch, a residential 
memory-loss care community that opened 
in November.

“This is the next generation of mem-
ory-care communities,” said W. Major 
Chance, founder and chief executive of-
ficer ActivCare Living. “Every part of 
this building is purposefully built for in-
dividuals experiencing memory loss. Ac-
tivCare at Bressi Ranch will do more than 
just meet the needs of those with memory 
loss; it will also offer a new life to affected 
individuals, giving them purpose and en-

hancing self-esteem, and providing peace 
of mind for their families.”

Chance adds that ActivCare at Bressi 
Ranch offers accommodations for up to 
80 individuals. 

From mild cognitive impairment (MCI) 
to late stages of memory loss result-
ing from Alzheimer’s disease or related 
dementia, ActivCare at Bressi Ranch’s 
specialized living community serves the 
changing needs of those afflicted by of-
fering a continuum of living options. 
The community also provides a host of 
services, including a thorough initial 
wellness assessment performed by Ac-
tivCare’s geriatric nurse practitioner, 
live-in options for spouses who wish to 
stay with a loved one with MCI, and a 
licensed nurse on site 24 hours a day.

According to Chance, as the baby 
boomer generation reaches 75 years 
and older, there will be a tremendous 
increase in the number of individuals 
who experience the different stages of 
memory loss. Research also suggests 
nearly one of every two people over the 
age of 85 have memory loss, and 1 in 8 
over the age of 65, showing a significant 
demand for this kind of facility.

“There is such an exceptional need 
for memory care and we are excited to 
bring ActivCare to the Bressi Ranch 
community and to San Diegans,” said 

Chance. “The opening of ActivCare at 
Bressi Ranch is not only providing our 
region with new job opportunities, but 
our experienced staff, compassionate 

care, and expertise in the field of mem-
ory loss care also offers new hope for 
the families and individuals affected by 
memory loss.”

A pioneer in memory care, ActivCare 
is a proven, trademarked program es-
tablished in 1988 to enhance the lives 
of those with memory loss. The 24-hour 
program provides personalized care for 
residents in a safe, secure and home-like 
environment.  Structured activities are 
designed to maintain the highest pos-
sible functioning level for each resident. 

To date, ActivCare has served more 
than 4,000 individuals with memory 
loss at various senior communities.

In addition to ActivCare at Bressi 
Ranch,  ActivCare communities include 
Brittany House in Long Beach, which 
serves more than 100 residents with 
memory loss, and a soon-to-be-built 
community in east Chula Vista.  Activ-
Care also provides family members with 
a number of resources, educational fo-
rums and support groups to help them 
better understand and help loved ones.

For more information about Activ-
Care at Bressi Ranch, call 760-603-
9999 or go to www.activcareliving.
com.  

Visit the community at 6255 Nygaard 
Street in Carlsbad. To arrange a tour, 
please call or stop by the lobby.

New memory-care community
now open in Carlsbad

ActivCare at Bressi Ranch serves individuals 
with Alzheimer’s and related dementia

Gardening is one of the many activities residents may participate in at 
ActivCare at Bressi Ranch in Carlsbad.

ActivCare is a proven, 
trademarked program 
established in 1988 to 

enhance the lives of those 
with memory loss.

Up to 80 individuals can be accommodated at ActivCare, which features 
distinctive architecture, attractive landscaping and well-appointed interiors.

A resident interacts with a friendly canine visitor at ActivCare at Bressi Ranch in Carlsbad.
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By MELANIE WANZEK
CTW Features

Quick: What bid would you 
off er your city for washing all 
the windows of every commer-
cial building?

In today’s job market, skills, 
degrees and even a pleasant in-
terview might not be enough to 
land a job; what jobseekers really 
need to set them apart is creativ-
ity.

“With so much competition 
in the marketplace right now, 
employers are looking for peo-
ple who are not only skilled in 
whatever role they’re applying 
for, but are also able to bring new 
value to the workplace through 
their ideas and insights,” says 
Todd Henry, author of “The Ac-
cidental Creative: How to Be 
Brilliant at Moment’s Notice” 
(Portfolio Hardcover, 2011). “In 
many ways, the job-seeking 
process is your opportunity to 
show off  the unique creative 
value an employer will gain from 
hiring you.”

More often than not, work-
ers must make decisions with-
out the luxury of time or a quiet 
space. Henry says more employ-
ers now ask complex ques-
tions in interviews that require 
problem-solving skills in order 
to gauge how employees will re-
spond on the spot.

Create 
on 
your 
feet
The ability to 
innovate on 
the spot is the 
newest test of a  
job candidate’s 
mettle

Follow-up is key

By DAWN KLINGENSMITH 
CTW Features

In business, there are 
certain types of favors 
that require more than 
sincere thanks in return. 

Jodi Glickman calls 
this extra step “closing 
the loop,” or letting the 
person who helped you 
know how things turned 
out. 

Especially when she 
sticks her neck out 
for people, Glickman, 
founder of the Chicago-
based communication 
training fi rm Great on the 
Job, expects an update. 
But she also would have 
liked to know whether a 
young family friend got 
accepted into college af-
ter she helped him with 
his essays, since she had 
invested time and shared 
in the young man’s ex-
citement.

Failing to close the loop 
is not just bad form but 
potentially puts rela-
tionships and prospects 
at risk. Glickman says 
she’ll think “long and 

hard” before doing her 
young friend another fa-
vor.

People appreciate rec-
ognition and follow-
through. No matter the 
outcome, share what 
happened, she advises. 

Perhaps the young es-
sayist did not get accept-
ed and was embarrassed. 
Yet he might have writ-
ten: “While I’m disap-
pointed, I do appreciate 
all your help. I am still 
waiting to hear from my 
second choice and will 
keep you informed.”

A recommendation 

certainly requires fol-
low-up. So, too, does a 
professional introduc-
tion. 

“With email and social 
media, I think introduc-
tions seem so easy now 
that sometimes referrals 
aren’t seen as signifi -
cant,” says Brandi Brit-
ton, a Los Angeles-based 
district president for the 
staffi  ng fi rm Robert Half 
International. 

Depending on the type 
of introduction, a thank-
you note and updates via 
email may suffi  ce; how-
ever, “If someone puts 
you in touch with a deci-
sion maker, a good old-
fashioned handwritten 
note is a nice touch,” she 
adds.

There’s an on-the-
books etiquette rule re-
garding introductions 
that makes certain no 
one is left out of the loop, 
at least not initially. 

“If geographically pos-
sible, when you treat the 
new person to lunch or 

In today’s world of quick notes and emails, 
don’t forget to fi nish the conversation  

There’s an on-the-
books etiquette 
rule regarding 

introductions that 
makes certain
no one is left

out of the loop ...

By DEB ACORD
CTW Features

Car buying can be daunting. A vehicle 
is one of the most expensive purchases 
you make in your life, next to your home. 
And buying a used car brings extra chal-
lenges. Prices on used vehicles have 
climbed due to reduced new vehicle sales 
the past several years, a drop in leasing 
and fewer trade-ins. Prices on fuel-ef-
fi cient models have increased with par-
ticular speed, with values up 20 percent 
from January to May 2011, according to a 
Kelley Blue Book market report.

Here’s a checklist to help you focus 

and manage your search and purchase:
■ Think about it. Decide what’s most 

important to you: price, style or make. 
The more fl exible you are going into the 
search for a car, the more options you’ll 
have. The National Endowment for Fi-
nancial Education suggests separating 
needs — a car for transportation— from 
wants — a red SUV with tinted win-
dows. Think about your particular cir-
cumstances: Do you drive mostly in the 
city or the country? How many people 
do you have to carry regularly? Do you 
have a long daily commute?

Buying pre-owned?
How to choose a used vehicle that will 
provide years of loyal service

...................................
See Innovate, G2
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BY MANNY LOPEZ
Special to the North County Times

Ever since humans fi rst ap-
peared on earth, there has 
been a natural awe and won-
der about the night sky and 
all of its celestial objects. The 
invention of the telescope 
more than 400 years ago has 
given stargazers — and the 
occasional backyard astrono-
mer — the ability to see, close 
up, extraterrestrial matter 
and the phenomena that oc-
cur outside the earth’s atmo-
sphere.

Over the past 38 years, 
Oceanside Photo & Telescope 
has become one of the top 
retailers in the world at pro-
viding amateurs and profes-
sionals alike with the equip-
ment and training they need 
to satisfy their curiosity about 
the oldest of the physical sci-
ences. 

 “Astronomy helps us to 
better understand our place 
in the universe,” said Craig 
Weatherwax, president of 

OPT. “It gives us a diff erent 
perspective on the bigger pic-
ture of what life is all about.”

 In its 15,000-square-

foot retail and warehouse 
space at 918 Mission Ave. in 
Oceanside, OPT showcases 
more than 80 diff erent tele-
scopes and carries products 

from over 150 manufactur-
ers that include accessories, 
cameras, microscopes, bin-
oculars, spotting scopes and 
books.

 “This is more than just a 
place to buy a telescope. It’s 
a place to learn about as-
tronomy,” Weatherwax said. 
“With each purchase, we give 
customers complete training, 
we encourage them to use it 
and we show them how to get 
involved in astronomy clubs 
around the country.”

Weatherwax said that for 
him, the real thrill comes 
whenever he sees the look of 
amazement on people’s faces 
the fi rst time they experience 
the night sky in detail. Planets 
like Jupiter and Saturn, which 
are spectacular, always cause 
customers to wonder whether 
what they are seeing is real, or 
an image painted on the front 

lens, said Weatherwax.
He encourages parents to

get their children interested in
astronomy as a learning tool
to build a strong foundation
in science and mathemat-
ics, which many American
students are lacking. It also
helps to get kids off  the couch
and away from violent video
games. But best of all, he said,
it gets them in touch with na-
ture. Weatherwax added that
astronomy is among the fast-
est-growing outdoor hobbies
and is a great way to gather
the whole family for some
quality time. 

 “This is a great gift to give a
kid. We’re giving them a new
perspective on life,” Weath-
erwax said. “It’s a fascinating
view, and there is always some
celestial event going on. It’s a
great way for kids to occupy
their time.”

 At its seventh annual
Southern California Astron-
omy Exposition, held July 6

UNIVERSAL APPEAL
OPT President Craig Weatherwax with some of the powerful telescopes on display at the Oceanside store.
MANNY LOPEZ  |  For the North County Times

World-renowned store a hub for 
astronomy pros and hobbyists

“This is more than 
just a place to buy 
a telescope. It’s a 

place to learn about 
astronomy ...”

Craig Weatherwax
President of OPT

SUNDAY, DECEMBER 25, 2011 To Place An Ad Call 1-800-600-5454 (LVCO) NORTH COUNTY TIMES G-1

G

MARKETPLACE
AN ADVERTISING SUPPLEMENT TO THE NORTH COUNTY TIMES AND THE CALIFORNIAN

N C T I M E S . C O M / G E T- I T

B U S I N E S S  P R O F I L E S       |        A U T O M O T I V E        |        J O B S        |        C L A S S I F I E D 

BUSINESS PROFILE   ACTIVCARE AT BRESSI RANCH

AUTO 2012

Ringing in the new-car year

BY JIM GORZELANY
CTW Features

With the strains of Auld Lang 
Syne soon ringing in the New Year, 
here’s a quick introduction to the 
cars that are making their � rst-ever 
appearances in dealers’ showrooms 
for 2012.

■ Audi A7. This sleek “four-door 
coupe” is a more expressive looking 

hatchback alternative to the A6. As 
with that model, it comes powered 
by a lively 310-horsepower super-
charged 3.0-liter V6 engine and of-
fers Audi’s Quattro all-wheel-drive 
system for top traction on wet or dry 
roads. Myriad high-tech features 
include a navigation system that al-
lows users to enter destinations via 
� ngertip handwriting recognition.
MSRP: $59,250

■ Buick Verano. Buick’s new-
est and smallest sedan is a plusher 
version of the compact Chevrolet 
Cruze. A standard 2.4-liter four-
cylinder engine delivers a peppy 
180-hp. Standard amenities are plen-
tiful and include 10 air bags; the car 
also packs full smartphone con-
nectivity with the ability to stream 
audio tracks directly from Internet 
music services. A heated steering 
wheel is among its top-shelf options.
MSRP: $23,470.

■ Chevrolet Sonic. The subcom-
pact Sonic sedan and hatchback 
replaces the discontinued Chevy 

Aveo with added style and sophis-
tication. Its aggressive exterior and 
interior styling borrows visual cues 
from motorcycles. With handling 
that’s surprisingly sporty, the Sonic 

packs a choice of either a standard 
1.8-liter four-cylinder engine or 
a quicker 138-hp 1.4-liter turbo-

Dealers get ready to showcase brand-new 
crop of engaging autos for 2012

2012 Audi A7

SHARON PETERS
sharon@ctwfeatures.com

STEERING
YOU RIGHT

QUESTION: Our 
daughter will be attending 
an urban university 
next year as a transfer 
student and will have an 
internship that requires a 
couple of trips a week off 
campus. There’s public 
transportation, but I don’t 
want her relying on it late 
at night (which may be 
required in the internship), 
since she has to walk four 
blocks to the bus stop. 
She’s lobbying for a car. I 
understand it’s possible to 
set up a long-term rental 
agreement for a campus car. 
Do you know about this?

ANSWER: You’re 
probably talking about 
Zipcar, a car-sharing group.

The car pickup points are 
on dozens of campuses (and, 
for the record, you don’t have 
to be attending college to link 
up with Zipcar; they’ve got 
centers in many cities). 

You didn’t mention what 
college your daughter will 
attend, but you can � nd out 
if it has Zipcars available by 
going to zipcar.com. If so, 
that may be an option for you.

There are three levels 
of membership to choose 
from, depending on how 
much driving is likely to go 
on. Prices vary a little from 
college to college, but a 
typical arrangement is this: 
you can take several trips a 
week for $314 a month, or for 
$140 a month, have the car 
for somewhat fewer number 
of hours, and for $28 a month 
fewer still. 

Upsides of car-sharing 
are that you don’t have to 
wrangle a parking place on 
campus (or pay for one), 
and there aren’t the ongoing 
expenses of car payments, 
insurance, etc. A downside 
is that although the company 
promises to be quickly 
responsive, it’s possible the 
need for a car would arise 
suddenly and no car can be 
had. 

I don’t know any students 
who have signed Zipcar 
agreements, but several of my 
not-student friends claim the 
Zipcar program has changed 
their lives. When they travel 
to Boston and Miami, for 
example, they don’t rent cars 
to travel from the airport to 
the hotel — cars they rarely 
take out of parking garage 
(and have to pay parking 
for) except for maybe once 
at night to drive to dinner. 
They get a Zipcar only for the 
hours they need it.

© CTW Features

ZIPPING
AROUND

BY DAWN KLINGENSMITH
CTW Features

When shopping around her 
book manuscript, Michelle 
Tillis Lederman attracted 
the interest of a big publish-
ing house with a name you 
would surely recognize. But 
then she met with a woman 
from a smaller — and argu-
ably less prestigious — pub-
lisher and opted to go with 
her � rm instead. “We talked 
about shoes and hair, and I 
just felt really at ease with 
her,” Lederman says.

It just goes to show that 
people do business with peo-
ple they like. That’s the basis 
of Lederman’s book, “The 11 
Laws of Likability” (AMA-
COM, 2011), which encour-
ages networkers to uncover 
what is inherently likable 
about themselves — and to 
look for likable qualities in 

others.
Working with people you 

like is just easier and more 
pleasant than working with 
people who annoy or bore 
you, says Lederman, found-
er and CEO, Executive Es-
sentials, South Orange, N.J. 
What’s more, you’ll tend 
to do your best work when 
someone you like has a stake 
in it.

To be liked, you must 
� rst be approachable. “The 

Nametag Principle,” self-
published this year by Scott 
Ginsberg (aka the Nametag 
Guy), offers 366 daily prac-
tices to improve your ap-
proachability in all aspects 
of life, from � rst-time en-
counters to long-term rela-
tionships. The book title and 
Ginsberg’s nickname come 
from his decade-long habit 
of wearing a stick-on nam-

Laws of likability
To get ahead in 
life, it really helps 
if people like you. 
Here’s how to amp 
up your ratings

ON THE JOBINTERVIEW

BOB LANKARD
CTW Features

“Whew! I’m glad that’s 
over!” is the reaction most 
people have when they exit 
an interview. Some choose 
not to think about the session 
again until they get a rejec-
tion. Then they ask the an-
guished question, “What did 
I do wrong?”

A better approach is to 
evaluate any interview right 
away, the better to under-
stand how you performed and 
make changes to improve the 
next time around.

Here’s what to ask yourself 
in post-interview mode: 

■ What questions did you 
ask? How did the employer 
respond?

■ What should you change 
about your questions for the 
next interview?

■ What questions should 
you have asked? Incorporate 
them into your thank-you let-
ter.

■ What questions did the 
employer ask you?

■ How did you respond?

■ Could you have respond-
ed better? If so, mentally 
role-play the interview and 
come up with a better answer 
to that question 

■ What skills or quali� ca-
tions did you mention? Did 
you present them well?

■ How did the interviewer 
respond?

■ Did you overlook any 
that were important? Incor-
porate these into your thank-
you letter. 

■ Did you remember to 
ask how long the decision 
process will take? Will the 
employer call you to notify 
you of your status?

■ Did you ask for permis-
sion to follow up with the in-
terviewer?

How to 
evaluate an 
interview

______________
See New, page G2

______________
See Like, page G2

Stories and photos courtesy of ActivCare Living

Secure courtyards safe for explor-
ing, themed rooms and corridors 
to help residents � nd their way, 

and a specialized activity program are 
some of the life-enhancing compo-
nents found at the ActivCare at Bressi 
Ranch, a residential memory-loss care 
community that opened in November.

“This is the next generation of mem-
ory-care communities,” said W. Major 
Chance, founder and chief executive 
of� cer ActivCare Living. “Every part 
of this building is purposefully built 
for individuals experiencing memory 
loss. ActivCare at Bressi Ranch will 
do more than just meet the needs of 
those with memory loss; it will also 

offer a new life to affected individu-
als, giving them purpose and enhanc-
ing self-esteem, and providing peace 
of mind for their families.”

Chance adds that ActivCare at Bres-
si Ranch offers accommodations for 
up to 80 individuals. 

From mild cognitive impairment 
(MCI) to late stages of memory loss 
resulting from Alzheimer’s disease or 
related dementia, ActivCare at Bressi 
Ranch’s specialized living community 

serves the changing needs of those af-
� icted by offering a continuum of liv-
ing options. The community also pro-
vides a host of services, including a 
thorough initial wellness assessment 
performed by ActivCare’s geriatric 

New memory-care community
now open in Carlsbad

ActivCare at Bressi Ranch serves individuals 
with Alzheimer’s and related dementia

Gardening is one of the many activities residents may participate in at 
ActivCare at Bressi Ranch in Carlsbad.

ActivCare is a proven, 
trademarked program 
established in 1988 to 

enhance the lives of those 
with memory loss.

__________________
See ActivCare, page G2

Up to 80 individuals can be accommodated at ActivCare, which features 
distinctive architecture, attractive landscaping and well-appointed interiors.


