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San Francisco's
Fisherman's Wharf

by
Mike Prero

Those who visit San Francisco inevitably come away with mema@ae. good...some haout they
never fai/l to recall with pleasure their stroll
peer down at the fishing craft gently riding in the calm water, or pause to watch fishermen mending a net
and listen to shouted exchanges between these hardy sailors.

From the days of the Gold Rush until the turn of the century, the San Francisco fishing fleet was
composed of lateengged sailboats. They were copies of the craft which the
Italian fishermen knew in their native land. Green was the prevailing color of the

. tiny boats, and the name of a patron saint appeared on the hull. The fishermen
T e P themselves were as colorful as their craft. Their natural talent for song was to be
heard in renditions of arias from Verdi, lusty if not always true to the ear. In the
fog-shrouded waters outside the Golden Gga
the singing was a means of communicati
You could not see a companion boat, but
knew it was there.

The "seconejeneration" of fishing boat
1 came with the introduction of gasoli
engines; small but dependable “jputs".
What became known as the Monterey
boats came into general use. The gas en
made it possible to fish more days of the ye
gave a wider range for their operation in
ocean water and provided power to hau
the nets or lines.

SAN FRANCISCO, CALIFORNIA

WORLD FAMOUS

XReSUUCH Even today, several hundred of
AELEELEAREEN Montereytype boats remain as a part of {
AR fishing fleet. Often likened to the "vintagg
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Monterey Hull craft ride at harbor alongside a ™third generation” of commercial fishing boats: diesel
powered craft which overshadow them in size; cruising capacity and are often equipped wiidnytwo
radio telephones and "sonar" defitiders.

In those older days, the fishermen got their news about the weather from Nature instead of a radio repor
If the moon was in the east, the tide was coming in; or if in the west, the tide was flowing out the Golden
Gate. A circle around the moon meant rain. Porpoises playing around the boat indicated a bad wind wa
brewing. Old timers around Fisherman's Wharf have other tales to tell, recalled from the period of the last
sailboats. It was hard work. If the boat was becalmed, they waited long hours for a breeze, or got out the
oars and rowed. Sometimes they would throw a grappling hook into the rudder chain of a passing steame
and get an easy ride home. When the steamer crews called out imprecations against these marir
hitchhikers, the Italian fishermen screamed right back in words that soon became a part of waterfront
"lingo".

In those earlier periods the favorite fishing spots were outside the Golden Gate, just beyond the wave:
breaking on the rocks and sandy beaches. It took great skill to manage the boats so they did not drif
ashore and be wrecked. In terms of money, the rewards were very low, if today's standards of value are t
serve as a measure. The average fisherman made $2 or $3 a week, sometimes as much as $5. But, on
other hand a loaf of bread could be bought for less than five cents, and good red wine came from grape
that could be purchased for $5 a ton.

Today, as in the past, it is the fishing fleet, operated by the grandsons argrgneabns of these past

generations, which make Fi sher mano6s -ofdnadifidusasy pl
bel oved by native San Franciscans and visitors
make the whartf S0 guai nt and picturesque. Res
restaurants of the Wh&fsuch as A. Sabell ads, Aliotods, and
traditionally provided t he great maj ority- of

established ones, such as A. Sabell ads and Al
Museum? Yes, itds -ahf ex.pewntsi vedds oumti st esgtiipng! |

added five new figures (Nicole Kidman, Angelina Jolie, Madonna, Lance Armstrong, and Jack
Nicholson). What more could you ask for?

So,sleteé... we have salty ol 6 fishermen with t
restaurants for those of us who love to eat...we have famous inarticulate wax people...Hey! How could |
forget the Wharfodés most famous and most | oved

theydébre endless begging for food has had Wharf
trip over to the Wharf just to hang out and watch them for awhile, especially for the kids...and these are

awvi |l dé sea | i ons; inanktgpe 6f captivityot seei ng ones

Well, are you satisfied withmmadurerday .aMe 0tvliee gW
has an Aquatic Park at one end and famous Pier 39 at the other. The Aquatic Park is the home of Sa
Franciscods Dol phin Club (for swimmers)...but w

up to the Golden Gate and Alcatraz swifighought it was impossible to swim to or from Alcatraz?]

Pier 39 is a great place to watch the sail boats, cruise ships and cargo ships pass by on San Francisco B
Pier 39 is also about as close as you can get to Alcatraz Island without getting on a boat. And all of this i
chronicled in matchcovers, thankfully already i
plenty of money!

[facts and photo courtesy of http://www.inetours.com/Pages/SFNbrhds/Fishermans_Wharf.html]
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We used t

U. S. Army War College

o have a Wgone. \Desplldhave aamCollege ihough. Myhirgteredt was

peaked as | leafed through my Military collection and saw the covers...

Founded in 190l1he U.S. Army War College is the nation's preeminent center for strategic leadership and
landpower. The college provides professional development and subject matter expertise to nearly 7,00
students, program participants, media representatives and senior visitors each year. Its teaching departme
include military and nonmilitary faculty members, proven experts in a wide spectrum of strategic and
operational studies. The supporting Institutes and Center extend education, research and outreach progra
worldwide through higHevel analysis, evaluation and consultation to senior Defense Department,
government, academia, media and industry leaders on political, economic, social, military and diplomatic
issues facing the nation and the international community. If you are seeking a good story source, verifying
information or desire a worldlass speaker for a special event, the U.S. Army War College has expertise in
the many areas including:

bl

and the CIS

b1~ ~Tly T 1

Universal Match Corp, Philadeiphia

Wd ‘SOvHEvYE IISITEVI

A9ATIO) aVA ANYHV

ARMY WAR COLLEGE

CARUISLE BARRACKS, PA.

Close Cover Before Striking

Regional Expertise including: Africa, Asia, Europe, Latin America, Middle East, NATO, Russia

Strategic Leadership, Management and Vision

National Security, Strategy, and International Affairs

Military Strategy, Affairs and Operations--Army's Evolution into 21st Century
Military History

Executive Health and Fitness

Since 1901, the U.S. Army War College (USAWC) has prepared senior military
officers and civilians for strategic leadership responsibilities. Today we play a
major role in developing dedicated, intelligent and competent men and women who
will go on to serve our nation in positions of great responsibility. Senior military,
civilian, and international leaders from all military services and government
agencies come to "study and confer” on the strategic application of landpower. For
the past 100 years, the faculty and students of the USAWC have played an
instrumental role as strategic thinkers in identifying, developing and addressing
future strategic issues critical to the Army. The

College enjoys a widely acclaimed reputal Elihu Root- USAWC Founder
within the Department of Defense, other U

government departments and abroad, and w4
all be proud of our success. For the past 50 V
Carlisle Barracks has been the home of this (
institution. At Carlisle Barracks, we have the iq
environment to learn, study and confer, w
maintaining balance between our professi
responsibilities and our personal obligations.
challenge for us now is to ensure we continu
develop further and improve the great foundg
that is the USAWC. Ours is a shared vision,
each of us shares in making that vision a realit

http://carlislewww.army.mil/
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Shameless SelAggrandizing Facts About SierraDiablo

SierraDiablo Matchcover Club is 23 years old this year, so | thought an overall look at some interesting
club facts and achievements might be in order, especially since most collectors in the club now are no
original members.

1. Starting from a membership of zero in 1983, SiBieblo established itself as the second largest
regi onal club i n the hobby within just a few ye
especially notabl e, I believe, because wdelsitye s
population area such as Los Angeles, Chicago, new York City, etc.

2. SierraDiablo bulletin auction isoutinely described by collectors around the country as the best such
auction in the hobby. Most of the credit for that goes to Dan Bitter, who was not only the premier founder
and first president of Sien@iablo, but who has also handled the bulletin auctions since their inception.
The time and effort that Dan has put into the auctions over the yeamsmgimentalln recent years, Peggy
Leslie and Loren Moore have also provided invaluable logistical support.

3. For decades, Sierziablo has gone the extra distance to provide its membersaimegthing extréo set

it apart from other great clubs. The late Warren Marshall designed his own mastersctdargbeim pages

and donated them to the club. For years, Sieradlo provided collectors with the best such pages in the
hobby; now, the club offers what | think are the best plastic pages in thedhBlelttgrvue SierraDiablo
meetings wer e al ways characterized by Peggi e
innovative membership cards have been the talk of the hobby for years; Dan Bitter offered caddy sales; ar
on and on...

4. Also for decades, Sierfai a bBuletinsvas the only such publication in the hobby that was a monthly;

t hen, it became the only bulletin issued in ful
Publication in the Hobby (the only bulletin to ever receive that award). Cemist theBulletin has
always been at the forefront of the hobby.

5.SierraDi abl o was one of the first to take advant ac
the hobby that has its own web -8ne(besidesthe régslarhande o
copy version). ; and it o6dnetabwellonl y cl ub that has

6. Several years ago, Sieigablo became the only club to abandon local meetings all together band
demonstrate that such meetings are not necessary to the success dinatdhdt not having meetings
should be everyoneds goal , but it can be done]

7. In 2002, Sierr®i abl o establ i sh-®daklmlno aS$Smruiang ASweep frast
collectors together from near and far for the express purpose -fdsbidned, onen-one trading. The
brainchild of President Loren Moore, the Swapfest is establishing itself as aamtigpated event. The

time and effort that Loren puts into this is, again, staggering...and it shows.

For 23 years, SierfBiablo Matchcover Club has always been on the cutting edge of the hobby. Our
auctions, our bulletin, our album pages, our web site, our swapfest...but most of all...our outlook, has, fo
those 23 years, characterized Si®rablo as recognized leader in the hobby.
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Eddy Match Co.

We always tend to tout the Diamond Matc .

Company as the #fAgrand
industry, and rightly so, but few may be aware
the history of Canada
Co., which had a proud track record of its own.

In 1851, before the Civil War had even starte
in this country, a young man named Ezra Butl
Eddy set up a small matechaking business in
Hull, Quebec. It was hardly more than a-@oem
shack decked out as
early wooden matches were produced.

a

Innterestingly, while Eddy was making his
ASul phur mat cheso I n
matchboxes were being made by fema
employees working in their homes. This we
characteristic of much of the work in the {re
Industrial Revolution and even early Industrie
Revolution work ©patte
because today, with the advent of the persol
computer, more and more workers are returning
the home as the primary work place. Histdoges
repeat itself.

So, Ezra Eddy, perhaps unknowingly, perha
with foresight, started what would later becorr
the match monolith of the North.

As soon as he could, Eddy moved away fro
the smelly sul phur mat

p

Indeed, the Eddy Match Co. was always going to
be on the leading edge of the Canadian match

manufacturing industry. Around 1910,

introduced t he first

Eddy

i No

Canada (seléxtinguishing; the match burned down
to a certain point on the stick and then went O{Jt

automatically).

In 1928,Eddy introduced the first matchbooks in

Canada. During World War I,
expanded its production and met all
emergency government requirements
guidelines.

Over

the years, it produced a number

the company
of the
and

6s

of

trademarks and manumarks that have become
favorites of both Canadian and American coIIeciiors

ali ke.
Comet

Eddy

Mat c h, Eddyods

trademar ks i
Saf et

Vestas, Eddylites, Eddylites Safety Pocket Matches,

Eddylites Strike Anywhere Matches,
Utility Matches, Maple Leaf, Parlour,
Sesqi,

Eddylites
Redbird,
and Telegraph. Eddy also produced an

EDDY QUALITY footer on its early covers, a

much soughafter type by collectors today.

In the troubled 1980 and 1990s, Eddy managed
to hold out longer than most of the American
manufacturers, but in 1998 it merged with Atlas,
and production stopped on March 5th, 1999.
moved its production from its Pembroke plant to
the Atlas Match factory in Euless, Texas. It is now
no longer an independent manufacturer. Indehed

It

which used paraffin instead of sulphur. By nov ;vae re arenot any manufa cr

Eddyods problem was r oc¢ i 2d,

more and more space was needed for expan

production. In 1866, Eddy moved into an emp lvar Kreuger

sawmill. Four years later, he bought a sm _ . )

island, an ideal site for working with the Mlchﬁel Turrini, C_A, with reference tq March |s-

dangerous materials required to produce matchdS U €foTsh e — Gi ant o,fsentim& July/nd u

August 2005Paper Moneyarticle,i The f | nan

When Diamond Match Co. made its discove|C @ € €r of lwhatred & create g matph ,

of a practical nomoisonous match publid monopoly in the 1920s and whiad create the Swed-

domain, the Eddy match Co. immediate ish Match Company. Michael noted that this

switched to producing the newer matches. TfV - - - ¢onfirms that two|see

was long before the Canadian governmg! @t €d hobbies can and |do

prohibited the making of the old white

phosphorous matches.

Thanks, Michael!
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An American Tou
1

Graceland
I 61 1 admi t right of f the bat t hat I was neve.l
groupie...so | really donodt understand the on

products, not the least of which is Graceland.

Graceland is the name of the large estate of thddaspite constant sightings from everywhere from
Siberia to RiOJEIl vi s Presl ey. |t i s | cccarentydused as aNtmise@mh i s
Located on Elvis Presley Blvd., the Graceland complex is made up of the 14 acre Presley estate, museun
and entertainment facility with eateries, shops and a movie theater that shows a free 20 minute film tracing
Elvis' career.

On August 16, 197 7lvis allegedly[notice the politically correct termHied there as a result of an
overdose of mixed drugs and complications of severe heart disease; the suggestion that he died has oft
been questioned by people who think he went into hiding...giving rise to all the various urban legends,
sightings, and jokes. He was buried at Graceland, and the estate has become a pilgrimage for Elvis far
across the world.

A typical year at Gracelangd
starts off with a weelong
celebration of Elvis' Birthday in
January, Elvis Week in August,
and Christmas at Graceland [in
December. Graceland is rated
the second most visited home
in America, after the Whit¢
House, with over 600,000
beloved fans annually. The
Graceland tour includes |a
digital audio guide of thg
Mansion, narrated by Lis
Marie. Highlights include the
"Jungle Room," Trophy
Building, special exhibits, and
Meditation Garden, a todr
Elvis' private jets and the
Automobile Museum and the
Sincerely Elvis exhibit...ang
more. Plus, you have plenty of
opportunities to spend your
money here and there.

LA ) I L




