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If 
you were to ask Pem-
broke business owner 
Amanda Gilman what is 
in the energy bites sold 
by her company, AMG 
Snacks, it would take 

her only five seconds to tell you. 
And that brevity is by design. 
“There are all of these trends out 

there like keto and paleo and what 
have you, but at the end of the day 
I just wanted something that wasn’t 
high in calories but still actually filled 
me up with healthy fats and fiber and 
carbs,” Gilman said. “There are so 
many products out there, but with this 
brand, you know what you’re eating. 
That really is the big selling point.” 

Gilman founded AMG in 2019 after 
years of taste testing her energy balls, 
recipe perfecting and research into 
how to start a snack company. Before 
moving back to the South Shore, 
she worked for a decade in finance 
in New York City, a job that had her 
traveling once or twice per week. 

“I’d be stopping in the airport to 
buy food or snacks and what I was 
finding was either really dense meal 
replacements or were insanely high 
in calories and processed sugar,” she 
said. “So I just started making these 
(energy balls) myself. I come from a 
family who loves to cook and I’ve al-
ways been really into health and well-
ness, so I just kind of dove into it.”

The Pembroke native started taste 
testing her recipes on her co-workers 
and spent almost five years perfecting 
the blend of nuts, dates, oats, choco-
late and other all-natural ingredients. 

Pembroke woman
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her way to success
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JUDGE SAYS KUSHNER 
COMPANY REPEATEDLY 
VIOLATED MD. LAWS 

BALTIMORE – A judge 
in Maryland has ruled 
that an apartment com-
pany co-owned by Jared 
Kushner, former President 
Donald Trump’s son-in-law, 
repeatedly violated state 
consumer protection laws 
by collecting debts without 
required licenses, charging 
tenants improper fees and 
misrepresenting the condi-
tion of rental units.

Administrative Law 
Judge Emily Daneker said 
in her 252-page decision 
Thursday that violations by 
Westminster Management 
and the company JK2 were 
“widespread and numer-
ous,” the Baltimore Sun 
reports.

Kushner and his brother, 
Joshua, each held 50 
percent interest in JK2. 
Westminster is the com-
pany’s successor.

The judge ruled tenants 
often were misled about 
apartment conditions and 
were not allowed to see 
their actual apartments 
until their move-in days.

MARCH US INCOMES 
SURGE AS RELIEF ROLLS 
OUT, SPENDING JUMPS

WASHINGTON – U.S. 
consumer spending rose 
at the fastest pace in nine 
months while incomes 
soared by a record amount 
in March, reflecting billions 
of dollars in government 
support payments aimed 
at putting the country firmly 
on the road to recovery.

Consumer spending rose 
4.2 percent last month, the 
Commerce Department 
said Friday, the best show-
ing since a 6.5 percent 
spending increase in June. 
Spending had fallen 1 per-
cent in February as frigid 
winter weather disrupted 
sales.

Incomes surged by a re-
cord-breaking 21.1 percent 
in March after having fallen 
7 percent in February.

EXXON POSTS $2.7B 
QUARTERLY PROFIT IN 
UNPRECEDENTED YEAR

NEW YORK – Exxon 
Mobil reported profits of 
$2.73 billion in the first 
quarter, after a tumultuous 
year led to major spending 
reductions.

The oil giant brought in 
$59.15 billion in revenue, 
up 5% from $56.16 billion 
during the same quarter 
last year. It exceeded 
analyst projections for the 
quarter.

The oil industry has been 
struggling with massive 
losses after the global 
coronavirus pandemic 
forced millions of people to 
shelter at home and travel 
ground to a halt, pummel-
ing demand for fuel. But 
as some countries have 
picked up the pace of 
distributing vaccines, there 
are glimmers of hope that 
the pandemic may get un-
der control and economies 
will recover. Oil companies 
anticipate that will mean 
more cars on the road and 
planes in the air. 
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 ■ Amanda Gilman with a tray of her energy snacks.
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 ■ Amanda Gilman, of Pembroke, with her AMG Snacks – energy balls manufactured in Plymouth. 

 ■ Boxford Bakehouse in Plymouth manufactures AMG Snacks.

By Jordan Yadoo
BLOOMBERG NEWS

For the first time in more than 15
years, it’s cheaper to buy a new house 
than a previously owned dwelling.

The premium for newly built homes
vanished last month as low supply fu-
eled price increases in the broader mar-
ket and erased the discount tradition-
ally associated with older properties.

The median sales price of a previ-
ously owned single-family home rose
to $334,500 in March, the latest Na-
tional Association of Realtors data
show. Meanwhile, new properties sold 
for a median $330,800, according to a 
government report, marking a rever-
sal in the differential for the first time
since June 2005.

Prices – which can vary widely each
month depending on the composition
of properties sold – increased on a
year-over-year basis, but the gains were
much larger for older houses. That
resale prices have risen so sharply re-
flects a historically low level of proper-
ties available: There were 900,000 ex-
isting homes for sale last month, down
more than 30 percent from a year ago.

The number of new homes sold
and awaiting the start of construction,
meanwhile, climbed to the highest lev-
el since September 2006. That’s a sign
that builders have their work cut out for 
them as demand far exceeds supply.

Previously owned 
US homes are now 
more expensive 
than new ones

By Christian Hetrick
THE PHILADELPHIA INQUIRER

The rural borough of Kutztown,
Pennsylvania, couldn’t convince com-
panies to bring faster internet to its
community. So the town, about 70 
miles northwest of Philadelphia, built
its own broadband network.

Since 2000, Kutztown’s 5,000 resi-
dents can buy internet service from a
municipal entity, just like the water and 
electricity they purchase from borough 
utilities. The publicly owned fiber
optic network has not only provided
improved download speeds, but has
also lowered prices, the town says. A
private company has since slashed its 
rates to compete, it adds.

“Whether you subscribe to the ser-
vice or not, you’re still benefiting from
its existence,” said Mark Arnold, the
borough’s telecommunications direc-
tor.

President Joe Biden’s $2 trillion in-
frastructure plan aims to expand in-
ternet access by building more such
community broadband networks. The
Biden administration has called broad-
band “the new electricity,” noting the
federal government worked to bring
power to nearly every home under
President Franklin Roosevelt because
it was crucial to the economy.

Biden’s internet proposal would

Biden: Local 
governments 
should provide 
broadband 
internet
Could they compete with 
Comcast, Verizon?

By Ted Rossman
BANKRATE.COM

I haven’t been to a bank branch or ATM in 105 days 
and counting. I withdrew $40 in cash in early Decem-
ber and it hasn’t run out yet. It’s no secret that cash 
use has been declining for years. But I still feel like 
something has changed during the pandemic.

I’m in my mid-30s, which makes me an older mil-
lennial. I’ve had a credit card since I was 18 and I’ve 
long preferred transacting with cards. But this isn’t a 
story about the difference between digital natives and 
people who grew up in a cash-centric world and still 
prefer good old fashioned greenbacks.

What I find really interesting is that some busi-

nesses used to force me to pay with cash, and that 
experience has almost entirely disappeared over the 
past year. The only place I frequent that does not ac-
cept cards is my favorite local Chinese restaurant. I 
used to run into this a lot more.

Now I pay for my daughter’s horseback riding les-
sons via Venmo. I also recently used Venmo to buy 
Girl Scout cookies and to contribute to a kindergarten 
class gift. My town accepts electronic payments for 
property taxes and water bills. The two most recent 
home repairmen I encountered both took cards. The 
vendors at our local farmers market all seem to have 
card readers now. It wasn’t long ago that I needed to 
use cash or a check in all these situations.

The Federal Reserve’s latest Diary of Consumer 

Payment Choice was conducted in 2019. It revealed
that Americans used cash for 26 percent of all pay-
ments. Cash was most prevalent for small purchases 
(47 percent of payments under $10). Debit cards
comprised 31 percent of all payments and credit
cards came in at 24 percent. Electronic payments
(defined as bank account number payments, online
banking bill pay and services such as PayPal) were
at 11 percent and checks came in at 5 percent. From
2016 to 2019, cash fell from 32 percent to 26 percent
and checks declined from 7 percent to 5 percent.

More recently, cash use for in-person purchases fell

Is COVID-19 killing cash in our day-to-day lives?

SNACKS/PAGE 26 INTERNET/PAGE 26

CASH/PAGE 26



26 The Patriot Ledger SAT/SUN, May 1–2, 2021  PATRIOTLEDGER.COMBUSINESS

NEW YORK (AP) – Big 
Tech stocks are flexing 
their enormous strength 
again, after getting 
knocked around a bit ear-
lier this year.

Apple, Microsoft, Ama-
zon, Google’s parent com-
pany and Facebook all 
gave profit reports this 
week that blew past inves-
tors’ already high expec-
tations. Apple earned 40 
percent more than what 
Wall Street forecast, for 
example, leading one ana-
lyst to call it a “drop the 
mic” performance.

The blowout reports are 
forcing the spotlight back 
onto this group of stocks 
that dominate the market 
like no fivesome ever has 
before, especially after 
they lagged behind earlier 
this year. Shares of each 
of the Big Five companies 
jumped between 7 percent 
and 16.5 percent in April, 
easily beating the S&P 

the month.

The financial results 
give some validation to 
investors who bid up the 
stocks through the pan-
demic on expectations 
they’d weave themselves 
deeper into everyone’s 
lives, even as the broader 
economy collapsed around 
them. Amazon’s $108.5 
billion in sales last quar-
ter helps show that it “is 
emerging from the pan-
demic in an even stronger 
position than it was be-
fore,” UBS analysts led by 
Michael Lasser said in a 
report, for example.

Altogether, the five 

percent of the S&P 500’s 
entire market value, ac-
cording to FactSet. That’s 
actually down from the 

-
counted for at the end of 
August. But it’s a reas-
sertion of their strength 
after that figure shrunk to 

March, according to S&P 
Dow Jones Indices.

Big Tech stocks flex muscles 
again after a rough winter

from 41 percent in Septem-

-
ing to Square’s review of a 
consistent set of businesses 
that had a history of accept-
ing cash and cards. Cash-
less in-person businesses 

percent during that span.
What about the un-

banked?
Even though this group is 

shrinking, it still comprised 
5.4 percent of all American 

per the FDIC). Some cities 
and states, including New 
York City, San Francisco, 
Philadelphia, New Jersey 
and Massachusetts, have 
passed laws protecting con-
sumers’ ability to use cash.

But just because cash is 
allowed doesn’t mean con-
sumers want to use it. Con-
tactless payments – tapping 
a card or phone at the point 
of sale – have risen substan-
tially during the pandemic. 

of global consumers are 
now using this technology, 
citing safety and cleanli-
ness as key drivers. 

The U.S. has been slower 
than many other countries 
to jump on the contact-
less bandwagon, although 
that’s changing. Visa found 
contactless use in the U.S. 
exploded 150 percent 

-
press reports 58 percent of 
Americans who have made 
a contactless payment are 

more likely to use contact-
less payments now than 

Does this mean we’ll be 
a cashless society?

While I don’t expect 
cash to entirely disappear 
anytime soon, we’re mov-
ing more in that direction. 
The unbanked population 
is declining. Many people 
are using prepaid debit 
cards and apps such as 
Venmo and Cash App as 
substitutes for traditional 
financial institutions. It 
has gotten easier to tip via 
cards and apps. Those de-
siring privacy can opt for 
cryptocurrencies instead 
of cash. Even senior citi-
zens are becoming more 
tech savvy. And many new 
habits have formed as a re-
sult of the pandemic.

What’s really going to 
drive the movement away 
from cash is more consum-
er demand for – and access 
to – cards, bank accounts, 
financial apps and other 
digital alternatives. Con-
tactless factors into this, but 
it’s not the primary driver. 
Going cashless isn’t about 
switching from dipping a 
card to tapping a phone. 
It’s taking a transaction that 
used to be made with cash 
and making it digital.

The ease and speed of 
contactless could help here. 
But as I’ve seen in my per-
sonal experience, the big-
gest difference occurs when 
merchants who used to only 
take cash and checks decide 
to start accepting cards and 
mobile payments. That tran-
sition is accelerating.

Is cash still king? 
Or is it dethroned?
CASH/FROM PAGE 25

-
ties from competing with private providers, in-
cluding a law in Pennsylvania that passed after 
Kutztown already built its network.

Biden’s plan has renewed debate over wheth-
er municipal broadband makes the internet 
more affordable and accessible. Advocates, 
including Democrats in Washington, argue 
that public networks give internet titans like 
Philadelphia-based Comcast Corp. and Verizon 
Communications Inc. much-needed competi-
tion. That would drive down prices and create 
more options.

But critics, including Republican lawmakers 
and the cable industry, say the taxpayer-funded 
networks are unfair competition, discourage 
private investment, and are ill equipped to keep 
pace with technology.

A University of Pennsylvania study found the 
public projects can be money-losing operations. 
And Philadelphia offers a cautionary tale about 
how municipal internet projects can fail.

The coronavirus crisis underscored the ne-
cessity for high-speed internet as governments 
closed schools and offices, forcing Ameri-
cans to stay home. Cities such as Philadelphia 
scrambled to connect low-income families that 
did not have computers or internet.

According to the Biden administration, over 

broadband infrastructure, and millions more 
can’t afford it because the U.S. has higher 
broadband prices than other countries.

At the same time, 76 percent of Americans 
believe that internet service is as important as 
water or electricity in today’s world, according 
to a February survey by Consumer Reports, a 
pro-consumer group.

‘Gig City’
Biden’s plan would spend $100 billion on 

broadband infrastructure, prioritizing support 
for networks run by local governments, coop-
eratives, and nonprofits. The president believes 
such networks have less pressure to turn profits 
and can commit to serving entire communities, 
an administration official said.

“Broadly speaking, I think what the president 
wants to do is encourage more competition,” 
said Bharat Ramamurti, deputy director of the 
National Economic Council. “There are a lot 
of parts in this country where there’s only one, 
maybe two internet providers in the area, which 
means that oftentimes the price is high or ser-
vice isn’t as high quality as it should be.”

Chattanooga, Tennessee, offers a broadband 
success story. The city’s electric power compa-
ny deployed a fiber optic network a decade ago 
to deliver the internet and operate a smart grid.

million bond issue and a $111 million grant from 
the Obama administration, which wanted to 

stimulate the economy after the Great Recession.
The city has been dubbed “Gig City” for of-

fering gigabit (1,000 mbps) internet speeds. 
More recently, PCMagazine called the city 
something else: the best city to work from 
home, after the coronavirus forced consumers 
to work remotely.

The city-owned network has never raised its 
prices, claims to have the world’s fastest speeds, 
and has lured tech startups to the city. A recent 
study from the University of Tennessee said 

billion in economic benefits from the infra-
structure, including business investments and 
residential bill savings.

The public network’s primary competitors are 
Comcast and AT&T Inc., and it’s winning the 
market share battle. It serves 116,000 custom-
ers out of about 170,000 homes and businesses 
in its footprint, according to J. Ed. Marston, 
head of marketing for the utility, EPB, formerly 
called the Electric Power Board of Chattanooga.

For $58 a month, EPB customers can get 

per second, far exceeding the Federal Commu-
nications Commission’s minimum broadband 
requirements. It also offers 1,000 mbps for 

month, the latter plan it calls “the world’s fast-
est internet.”

“We have to charge enough for our services 
to make what we’re doing sustainable,” Marston 

said. “But we’re community based, so our focus
is providing the best value, the best pricing that
we can.”

Municipal broadband models widely vary.
While Chattanooga’s system is city-owned, oth-
er towns have built then leased their infrastruc-
ture. Others have paid private firms to build and
operate community networks.

internet service, said Christopher Mitchell, di-
rector of the community broadband networks 
program at the Institute for Local Self Reliance,
an advocacy group.

‘Potential burden’
Although municipal broadband has worked

in places such as Kutztown and Chattanooga, 
taxpayers can be on the hook if the expensive 
projects don’t work out.

Christopher Yoo, a University of Pennsylva-
nia professor of law, communications and com-
puter science, studied the financial viability of

-
ing costs, and just two were on track to pay off

useful life of the systems.
“Municipal broadband is often oversold as a

solution,” Yoo said. “Taxpayers are sort of told
this is something for nothing, that it’s going to
make money for the city, and it’s not really por-
trayed as a potential burden.”

Local internet service can be cheaper, but not always profitable
INTERNET/FROM PAGE 25

“It took years to figure out the 
right flavor combinations and how 
much of each ingredient to use and 
how to make it all stick together 
without using artificial ingredients,” 
Gilman said. “It does take a lot of 
time to get it right, but I wanted to do 
that and I really wanted to focus on 
this one product.”

While still working on the trad-
ing room floor, Gilman made a 
goal to do one thing per day toward 
launching her business – things like 
creating labels, researching how to 
register her company and building a 

quit her job, moved back to Massa-
chusetts and spent the entire summer 
figuring out exactly what she wanted 
her business to look like.

Taking a bite out of the  
global snack market

Gilman partnered with Boxford 
Bakehouse, a small-scale snack 
manufacturer based in Plymouth, 
and launched with six flavors: peanut 
butter chocolate, strawberry vanilla, 
espresso, almond chai, chocolate 
raspberry and cherry pistachio.

“I knew I wasn’t going to be able 
to make them myself or, if I did, it 
would take all of my time,” Gilman 
said. “I started researching and found 
Boxford and, with them, a little com-
munity you can reach out to and chat 
with about your experiences ... I left 
my career in finance to do this and I 
didn’t just want to see how it went – I 
wanted this to be a growing business 
and I have big hopes about it being a 
household name.”

Gilman knows she’s entering a 
market that is far from niche. The 
global snack market was valued 

and is expected to grow by up to 

There are hundreds of thousands 
of companies serving all kinds of 
snack markets, but Gilman said it’s 
all those other companies that inspire 
her to keep going.

“I was really inspired by this com-
pany called Dave’s Bread. There has 
been bread forever, but all the sudden

million,” she said. “I was so fascinat-
ed by how it was possible to disrupt 
these markets that already existed.” 

Since launching AMG almost two 
years ago, Gilman said she is con-
stantly surprised by the demographic 
of her customers, which is constantly 
changing and runs the gamut in age, 
race and gender.

Gilman said she is also constantly 
testing new flavor ideas on friends 
and existing customers, and recently 
launched lemon coconut and choco-

AMG’s first production run made 
a few hundred bags of each flavor. 
These days, they churn out thousands 
of bags per month.

each and come in two sizes of bags: 
a two-pack and a six-pack, which is 
resealable. Large bags sell for $6 and 

on amgsnacks.com and in a dozen 
local shops including Lucky Finn 
Cafe in Hanover, Slacktide Coffee 
in Marshfield and Vela Juice Bar in 
Plymouth.

Reach Mary Whitfill at mwhitfill@
patriotledger.com.

Local woman 
takes snacks 
seriously
SNACKS/FROM PAGE 25
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 ■Packs of menthol cigarettes and other tobacco products line shelves at a store in San 
Francisco. On Thursday, the Food and Drug Administration pledged again to try to ban menthol 
cigarettes, this time under pressure from African American groups.

By Matthew Perrone
ASSOCIATED PRESS

WASHINGTON

U
.S. health regulators pledged again 
Thursday to try to ban menthol 
cigarettes, this time under pressure 
from African American groups to 
remove the mint flavor popular 

among Black smokers.
The Food and Drug Administration has at-

tempted several times to get rid of menthol but 
faced pushback from Big Tobacco, members 
of Congress and competing political interests 
in both the Obama and Trump administrations. 
Any menthol ban will take years to imple-
ment and will likely face legal challenges from 
tobacco companies.

Thursday’s announcement is the result of 
a lawsuit filed by anti-smoking and medi-
cal groups last summer to force the FDA to 
finally make a decision on menthol, alleging 
that regulators had “unreasonably delayed” 

the flavor.
The deadline for the agency’s response 

was Thursday. The FDA said it aims to 
propose regulations banning the flavor in the 
coming year.

The action would also ban menthol and 
fruity flavors from low-cost, small cigars, 
which are increasingly popular with young 
people, especially Black teens.

“We will save hundreds of thousands of 
lives and prevent future generations from 
becoming addicted smokers,” said Dr. Janet 
Woodcock, the FDA’s acting commissioner.

She cited research estimates that banning 

related deaths over 40 years, more than a third 
of them among African Americans.

Menthol is the only cigarette flavor that 

the FDA authority over tobacco products, an 
exemption negotiated by industry lobbyists. 
The act did, though, instruct the agency to 
continue to weigh banning menthol.

The flavor’s persistence has infuriated 
anti-smoking advocates, who point to re-
search that menthol’s numbing effect masks 
the harshness of smoking, likely making it 
easier to start and harder to quit.

The mint-flavored cigarettes are over-
whelmingly used by young people and 

minorities, particularly Black smokers, 85 
percent of whom smoke menthols. That 
compares to about a third of white smokers.

“The science is there, the data is there, so 
why are these products still on the market?” 
said Carol McGruder of the African Ameri-
can Tobacco Control Leadership Council.

Her group sued along with Action on 
Smoking and Health, the American Medical 
Association and the National Medical Asso-
ciation, which represents Black physicians.

For decades, companies focused menthol 
marketing and promotions on Black com-
munities, including sponsoring music festivals 
and neighborhood events. Company docu-

companies viewed menthol cigarettes as good 
“starter” products because they were more 
palatable for teenagers.

“There was a specific, intentional focus on 
creating the next generation of smokers by 
making menthol cigarettes available in those 
communities,” said Dr. Nia Heard-Garris, 
who chairs the American Academy of Pedi-
atrics’ group on minority health and equity.

cigarette advertising from billboards, public 
transit and most event sponsorships. Compa-
nies shifted more promotions to retail locations 
like gas stations and convenience stores, which 
researchers have shown are heavily concen-
trated in Black neighborhoods.

About a third of all cigarettes sold in the 
U.S. are menthol and its elimination would be 
a huge blow to tobacco companies, including 
Altria and Reynolds American, maker of the 
leading menthol brands, Newport and Kool. 
With the slow decline of smoking, tobacco 
companies have been diversifying into alterna-
tive products, including electronic cigarettes 
and tobacco pouches. But those ventures still 
account for a tiny slice of industry sales.

A spokeswoman for Reynolds American 
said the company would submit evidence 
countering FDA’s proposal.

“Published science does not support regu-
lating menthol cigarettes differently from 
non-menthol,” she said in a statement.

An Altria spokesman said in a statement 
that “criminalizing menthol” would have 
“serious unintended consequences.”

The FDA stressed Thursday that its ban 
would only apply to manufacturers, distribu-
tors and retailers, not individuals.

US vows again  
to ban menthol flavor  
in cigarettes, cigars


