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L e g e n d a r y  L o g g e r s
Logging Generations In C alifornia

The California Forest Products Commission salutes

the courage, daring and determination of

California loggers.  For many generations, their

hard work and dedication have made our state one

of the top lumber-producing areas in the world.

In honor of the two special logging conferences

coming up in February and March, the

Commission profiles some of the

distinctive individuals and

families who have made

our industry such

an integral part

of California’s

history.

When Rogan Coombs speaks, his voice sounds like a thousand

ball bearings thrown into a grinder.  Hard work, hard play and

the kicked habit of smoking 100 cigars a week have lent a smoky

rasp to his richly booming voice.  But there’s no mistaking the

sound of pride in that voice when he discusses his family history.

.“My great-granddad came looking for gold, but found timber

instead,” he says. “Thank God he ended up here—I couldn’t

live anywhere else.”

Rogan, part of a well-known North Coast timber dynasty, can

talk about a family who made it big, and, at times, lost it all.

The effects of a dream for gold, a lust for gambling and a hard

desire to make good is a daily reality for him.  He can read his

family history in the 12,000 acres of timber he owns in

Mendocino County and the house his great-grandfather built,

which is now the famous Little River Inn.

Great-grandfather Silas Coombs traded a settled life in

Maine for the adventures of the California Gold Rush.

 When he visited the timber-rich North Coast in the

1850s, Silas was convinced that he’d put his log-

ging skills into action—and make good on his

dreams for riches.  Returning to Maine and

coming back to Mendocino County with his

sweetheart and machinery for a sawmill, Silas

became a very wealthy man.  His three very busy

sawmills kept him and his family in fine style.

They lived in a stately but hospitable home that

is now a legendary hotel—the Little River Inn.

“Much of the furniture at the Inn today is from my great-

grandfather,” explains Coombs. “He brought it here from

around the Horn.”

While Coombs’ great-grandfather did well, his grandfather,

Will, was not as fortunate.

.“My granddad would bet just about anything,” Coombs says.

.“He had a limited investment in a fleet of ships, but lost a

whole ship in one poker game.  I understand that my

grandmother put an end to that kind of gambling.”

Continued on page 4

L o g g i n g  C o n f e r e n c e s
A r e  C o m i n g

S o o n !
Sierr a C a sc ade
Logging Conference
The 50th annual Sierra Cascade
conference will be in the Redding area,
on Thursday Friday and Saturday,
February 11, 12 and 13.  The Program
and Equipment show will be at
Shasta District Fairgrounds in
Anderson and feature high-tech
forest management equipment,
educational workshop and the “Wild
Things” wildlife show, as well as
many more special events.  For more
information, call (530) 258-2058.

The Redwood Logging
Conference and
Equipment Show
The 60th annual Redwood
Region conference will be
held on Thursday, Friday
and Saturday, March 26,
27 and 28 at the
Redwood Empire
Fairgrounds in Ukiah.
This year’s conference
features educational
workshops, state-of-
the-art equipment, a
lumberjack and wild-
life show, and a chain
saw carving context,
as well as much more.
 For more information,
call (707) 443-4091.



Any significant communication campaign
requires accountability, a goal most often
accomplished by public opinion research.
At the Commission, we utilize research in the
development of our messages and to track
our success.  Without it, the entire effort is
anybody’s best guess.

Determining our audience’s level of knowl-
edge about forestry and forest products,
where they get that information, how they
relate emotionally and intellectually to the
issues and what motivates them to make
decisions are all important factors in developing
a successful campaign.  Cutting through the

.“fog” of media stories and vocal political
activists, our mission is to convey accurate,
verifiable information to consumers that helps
them to make knowledgeable, responsible
choices about forests and forest products.
With a limited budget, the Commission must spend its resources
strategically, recognizing that certain large markets in California
are not affordable and that we must carefully prioritize the
goals we are working to achieve.  This is really the most difficult
task and a point of frustration because we know that consumers
in need of the greatest education on these issues are often city
and suburban dwellers.

Upon completion of our 1998 television and newspaper cam-
paign, this past October we conducted a survey to track the
effectiveness of our efforts.  Prior to the beginning of the
advertising, we surveyed a similar profile of respondents, asking
many of the same questions.  The difference in the responses
provided a means for measuring success, failure or indifference.
We expected only slight changes, if any, due to factors such as
the amount of the advertising time purchased (a reflection of
the budget) and forest-related coverage in the regional and
national news being generated from California’s north coast.

The results were mostly encouraging and should give anyone
questioning the merits of a long-term communication effort
cause for relief.

Overall, the respondents were generally positive about forest
products companies:

• A plurality agree that “companies are doing a good job pro-
tecting forests;”

• Fifty-one percent agree that companies are “making sure
there will be enough trees to meet future demand for wood
products;” and,

• Seventy percent agree that, “most forest products companies
understand it is in their own best interest to do a good job
managing forests.”

This survey, and past Commission surveys,
provides substantial evidence that the more
the public knows about forest management,
the more receptive it is to those practices:

• The public perceives that private forests
are generally well-managed, yet many are
not aware of what forest management in-
volves and how extensively it is practiced;

• There is widespread agreement that pro-
duction of wood products is compatible
with protecting the environment, and that
it is possible to have all the wood we want
and need.  Yet, it is clear we need to do
more to convince the public that we are on
a path that will allow us to protect the
environment and keep pace with the de-
mand for wood products;

• The benefits of wood products are not 
widely understood.  Less than half of

the target population is aware that wood is more renewable
and more energy and resource-efficient than other
building materials;

• There has been an increase in the number of people aware
that, “most timber harvested in California comes from younger
managed forests,” that “California’s private forests are among
the most protected in the world,” and that “one hundred
percent of every tree is used when harvested;” and,

• Fifty-four percent are now aware that, “there are more
trees being planted every year in California than being
harvested,” compared to forty-seven percent who were
aware of that in June.

In summary, though this survey showed an increase in aware-
ness and positive reaction to forest management activities after
our 1998 advertising campaign, continuing our commitment to
a long-term communication program will be the only way to
have a sustainable impact on public attitudes.

Importantly, while ill-advised policy considerations will be
undoubtedly debated in California’s State Legislature and the
U.S. Congress, it is imperative that the Commission stay on
course by helping consumers develop a strong foundation of
information about forest-related issues and not attempt to
address technicalities or politically driven concerns.

Slowly, but surely, it is possible to create a better understanding
in the mainstream public about what we do in the forest to produce
and deliver high quality products to consumers. The staff and
board of directors at the California Forest Products Commission
look forward to building on this momentum in 1999. 
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The results were

mostly encouraging

 and should give

anyone questioning

the merits of a

long-term

communication

effort cause

for relief.
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Donn Zea
President

Here are some statements about  forest  management.

Please tell  me i f  you agree or  disagree with each.

100%  of  every tree is  used when harvested

W O O D  U T I L I Z A T I O N
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L e g e n d a r y  L o g g e r s

I have it

planned that

the property

I own will

continue

to be managed

carefully and

logged

until the

next Ice Age.

Ed Lewis  Sr.
When Ed Lewis surveys some
of the timberlands he has
logged over the years, he
sees traces of his family his-
tory.  He can also see the
continuity of the business he
has nurtured for over 40 years
and his father and grandfa-
ther for decades before.

.“Once in awhile I run across
a stump from a tree my father
or my granddad logged doz-
ens of years ago,” he says.

.“It gives me a good feeling of
closeness to them.  I think
they’d be proud of how well
our company has fared.”

The Lewis family, owners of
Lewis Logging in Fortuna, has been involved in logging for four
generations— since Ed’s grandfather came west from Missouri in
about 1890 to settle in Scotia.  His father was actually born in a
logging camp out of Scotia in about 1900.  Lewis, who recently retired
from the company, says the feeling of pride doesn’t stop with him.

.“I get a kick out of my sons and their children seeing my work in the
woods as well.  I think they feel pretty good about the way we’ve
taken care of the property over the years.”

Most of the timberland logged by Lewis Logging belongs to a
company they’ve done business with for decades:  Pacific Lumber
in Scotia.

.“We contract with Pacific Lumber on a year-to-year basis, and have
for the past 40 years,” Lewis says.  “I’m proud to be working with
such a great company—they’ve been wonderful to us.”

While Ed Sr. enjoys his retirement years, he feels certain that the
company will continue on to the fifth generation and beyond.

O t h e r  L e g e n d a r y  L o g g e r s

Continued from page 1

But Will Coombs’ biggest misfortunes were the result of a

different kind of gambling.  One that he couldn’t recoup his

losses from.

.“He was really ahead of his time,” says Coombs.  “He started

subdividing some of his logged-over property, but then the

Depression hit, and he lost it all.”

Rogan’s father was determined to bring the Coombs timber

holdings back to the level his grandfather had built.  Starting

from scratch, Mal Coombs slowly purchased timberland parcel

by parcel, always making sure his son helped him along the way.

Along with building up the family’s timberland holdings, Mal

served several terms on the California State Water Commission

and was the director of Southern Humbolt Harbor Recreation

and Conservation district.

.“Dad never stood for any foolishness—he was strict, damn right,”

Coombs laughs.  “We could have a good time, but boy, you had

your work cut out for you, and you’d better do it—but I’ll be damned,

he ended up with nearly as much timberland as Silas had.”

Today, Rogan Coombs continues the family tradition of hard

work, and a sense of fun and generosity.  His stature and his

civic involvement is well-known in many communities along

the North Coast including the tiny town of Ferndale, where he

currently resides.  He enjoys mixing with the locals and is known

to strike a  dashing pose

now and then in his

legendary derby and

cherry-condition T-bird.

Currently, he has more

big dreams for the future

of his family.

.“I have it planned that

the property I own will

continue to be managed

carefully and logged un-

til the next Ice Age.  And

I have a dream of creat-

ing a logging heritage

theme park, along the lines of Knotts Berry Farm.  Based on my

experience with regulations, it’s probably gonna take at least

five years to get the permits to build the thing,” he jokes.

And the Coombs family history continues. 

Rogan Coombs, beside his beloved truck
on the streets of Ferndale.

Silas Coombs
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Long John Ruk avina
Bursting with curiosity and the
need for adventure, “Long
John” Rukavina came to the
United States from his native
Croatia in 1910.  The trip cost
$80.  After dabbling in mining
in Minnesota, the tall and lean
Rukavina began his logging
career in Ontario, Canada.
Following brief logging jobs in
Canada and Oregon, and a
quick backslide into mining in
Nevada, Rukavina went back
to logging for good, and spent
many years perfecting his
talents:  an expertise in
logging and road-building.
Exasperated with the curves
in a mountainous section of

State Highway 88, Rukavina realigned the highway, eliminating the
curves, and had his road crew build the realignment.  His improvement
is now officially accepted as part of State Highway 88.

He was also concerned with the rapid wear and tear of the arch lines
(wire rope cable used on a tractor for dragging or skidding) so he
devised a way to make them last longer, and persuaded wire rope
manufacturers to apply heavy grease to their lines before shipment.
 The results were impressive, as the arch lines lasted much longer.

Rukavina worked for a variety of companies in California, Idaho and
Oregon.  In 1918, he set up as a gyppo logger for Boise-Payette and
during the next decade he secured his reputation as an excellent
logger.  For many years he was a boss for J.T. McDonald.  In the
peak of his career, Rukavina was the logging boss for Winton Lumber
Company in Amador County.  He died in 1960.

.“Not only was he good at what he did for a living, he was an extraor-
dinarily generous person,” recalls Warren Carleton, who worked
with Rukavina. “I remember the way he used to hand out silver
dollars to children.  Long John stood tall among his peers and with
his fellow Yugoslavians in the Jackson community.”

O t h e r  L e g e n d a r y  L o g g e r s
Ray Whiteley

Ray Whiteley felt his fate was
revealed to him by someone
he once worked with.

.“One of the folks my family
used to work for told me I
would never get out of the
woods.  I guess he was right,”
says Whiteley.

Whiteley, Chief Forester at
Soper-Wheeler Company in
Strawberry Valley, can look to
his bloodlines for that love of
the forest. His great-grandfa-
ther, grandfather and father
were all in the logging busi-
ness—his great-grandfather
owned a sawmill in Scott Valley,
and his grandfather became a
very successful logger.

.“There .“There have been
enormous gains and losses

in my family’s business, but that seems to hold true for a lot of
businesses that are based on resources,” says Whiteley.  “The worst
that happened in my family was the loss of an important contract
with Sacramento Box Company in 1957 when we were living in
Sterling City.  It was a big blow—and threw everyone out of work.”

Although family members found jobs at a variety of timber companies,
including Fruit Growers Supply Company in Hilt and Louisiana-Pacific
on the North Coast, Whitely was convinced he would go into another
field:  engineering.  But fate took hold.

.“I wound up getting a ‘temporary’ job with the Forest Service in Challenge,
and got some of the most significant forestry training you could imagine.
 I was there for seven years, and became a Registered Professional
Forester based on the job I had.  And I never left the woods.”

Whiteley will soon celebrate his 30th year at Soper-Wheeler.  And
with is son, Ted, who runs a skidder for Soper-Wheeler, the Whiteley
tradition of logging continues. 

Ray Whiteley’s mother,
Fern Crawford as a young
girl, in front of the family’s
logging truck circa 1923.



B u y i n g  T h e  F a r m
One Couple’s  Christma s Dream
Becomes a  Solvent  Realit y

Jim Armstrong will never forget the Christmases of his childhood
in an area just east of Sonora.

.“They were wonderful—
absolutely the best times
I’ve ever had,” he recalls
fondly.  “I have very vivid
memories of the years
my family sold Christmas
trees—and how the peo-
ple buying them were
always so happy.”

Some dreams get lost or
die hard—while others
find a way of coming true.
For Jim and his wife,
Ginger, the dream came
to life this Christmas
when they spent their
first season as owners
of the Snowy Peaks
Tree Farm in Foresthill,
California, a company that
had been in business for
over two decades.  The
property boasts 55 acres
of White and Red Fir and
Scotch Pine.

The couple purchased
Snowy Peaks last sum-
mer from long-time own-
ers Charles and Kathryn

Wilson, who just happened to be looking for the perfect buyers
for their carefully tended farm.  Jim, a contract logger, was
working on an adjacent property.  He couldn’t help but admire
the Wilsons’ farm and be pleasantly reminded of the Christmases
of his youth.  When he impulsively dropped by to compliment
them on their trees, he got a response he wasn’t expecting.

.“They said, ‘That’s neat, would you like to buy it, because it’s
for sale?’  I knew instantly I would find a way to do just that,”
he laughs.

Christmas 1998 was a sweet one for the Armstrongs.  The couple
say they were very close to their Christmas sales goals:  selling
well over 1,000 trees and more than 100 wreaths.  They also added
a few new holiday bells and whistles to ensure future business.
While sticking close to the prior owners’ formula for success, they
added horses and covered wagons and warmed spirits by serving
more than 80 gallons of hot chocolate to their visitors.

.“We’ve gotten a lot of compliments from people—some who
took their trees all the way back with them to Los Angeles,”
says Ginger.  “They love the fact that we’re keeping all the
wonderful traditions they expect from Snowy Peaks.”

Another benefit of the Christmas tree farm is that it gives the
Armstrongs a chance to explain the basics of forestry.

.“When some folks come back a year from now, they’ll more
than likely see new growth spurting from last year’s stump,”
Jim says.  “We plan to tell them that it’s the same with the
bigger trees, it just takes a little longer for those to grow to
a marketable size than it does for Christmas trees.”

So far, the experience of owning the tree farm has been all the
couple had hoped.  “We really make a great team,” explains
Ginger.  “While I’m more of a detail person and enjoy the
accounting aspects of the business, Jim looks at the big picture.
Our ideas seem to meld together pretty well.”

The couple also had help from the Wilsons, who taught them many
facets of the Christmas tree business that the Armstrongs say have
helped immeasurably.  The former owners also dropped by often
to help ease first-Christmas jitters and to offer encouragement.

.“They said they were so glad we found them and they found
us,” says Ginger.  “It’s just been a wonderful relationship.”

Jim and Ginger say the next steps will be not to make big
changes at Snowy Peaks, but to continue to enhance the
Christmas tree-buying experience there with small improve-
ments.  They also plan to build a home there so they can live
on the farm all year long.

Jim cites kismet for the good omens that surrounded the new
business venture.  The Wilsons began their successful business
shortly after Jim’s parents sold their Christmas tree farm 23 years
ago, and, as a unique double-coincidence, the prior owners live
on a street that bears Jim’s wife’s name:  Ginger Drive.

.“I don’t question it at all,” he explains.  “God had a plan.
He just laid it all out for me and said ‘it’s right here if you
want it’.” 

Jim and Ginger Armstrong
and their dog Cheyenne at
Snowy Peaks Tree Farm.

R e p o r t  D o c u m e n t s  F i s h - F r i e n d l y
F o r e s t r y  I n  C a l i f o r n i a
Could it be that forest management can actually be good for
fish?  In some coastal watersheds in California, that’s exactly
what the evidence suggests.

Supporting data and relevant findings are found in a recently
released document entitled Forests & Salmon: Forest-Fisheries
Management Relationships in Northern California During the
19th & 20th Centuries.  Funding for Forests & Salmon was
provided by The Forest Foundation, a non-profit organization
created by the California Forest Products
Commission.  The report, written collabora-
tively by California Registered Professional
Forester Stephen Horner and the staff of the
Foundation, references 222 citations of his-
torical and contemporary scientific sources
to make its case.

The conclusions are provocative and contrary
to the claims of many prevailing activists,
media and federal bureaucrats.

The report points to ocean habitat, not the
freshwater environment, as a primary reason
for the current decline in the fishery. Causes such as El Niño,
predation from seal lions and other predators, and past
commercial fishing above sustainable levels are all supported
by the studies.

Where freshwater conditions are implicated, “removal of large,
woody debris from many streams may have had the single
largest negative effect on the quality and quantity of salmon
spawning and rearing habitat,” states the report.  Competition
and disease transmission to wild salmon from hatchery-raised
fish released in large numbers are also discussed.

Forests & Salmon brings to light the benefits of active, modern-
day forest stewardship occurring on private lands in northwest

California. The report serves as a compendium
of sources to help dispel common misunder-
standings regarding the negative impacts
of sediment in streams and the relationships
between logging, increased erosion and
natural occurrences of landslides.  In addition,
it provides readers with an accurate, docu-
mented view of the environmental and social
history of the North Coast region.

Based on the information presented in Forests
& Salmon, it is the intention of the Forest
Foundation to promote a truthful and useful

discussion about what can and cannot be done to benefit our
watersheds, the fish and the people that depend on them.

To receive a copy of Forests & Salmon, please call our office at
(530) 823-2363 or toll-free at 1-877-REPLANT.  Or, you can soon
find it on our web site at www.calforests.org. 

The conclusions

are provocative and

contrary to the claims

of many prevailing

activists, media and

federal bureaucrats.
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The Forest Foundation

F o r e s t - F i s h e r i e s

m a n a g e m e n t

r e l a t i o n s h i p s  i n

N o r t h e r n  C a l i f o r n i a

During the 19th & 20th Centuries



Lumber Company Gives  $250,000
And Names Lab  After  Founder s

Two modest men who

had an abiding regard

for a lake and the forests

surrounding it will be hon-

ored for decades to come

in the area they loved.

The Wetsel-Oviatt

Lumber Company of El

Dorado Hills announced

a gift of $250,000 to

name the Wetsel and

Oviatt Watershed and

Sustainable Forests

Laboratory after the

company’s founders, Cecil L. Wetsel Sr. and Glenn H. Oviatt.

The lab will be one of several scientific laboratories in UC

Davis’ new Lake Tahoe Center for Environmental Research.

.“When the UC Davis Campaign for Tahoe asked us about sup-

porting a lab that will study sustainable forestry and the

quality of the watershed in Tahoe, it made a lot of sense to

us,” says Wetsel-Oviatt Vice President Judy D’Amico.  “Glenn

and Cecil Sr. truly loved Tahoe.  Glenn had a cabin and a boat-

house there, and his passion was to fish in Tahoe from the

beginning of summer to November.  And the Wetsel family

has vacationed in Tahoe for three generations.  Cecil Jr. and

I even got married there.”

Although the idea of contributing to the construction of a new

forestry lab in Tahoe made sense to D’Amico and Wetsel Jr.,

they were even more convinced about the need once they

toured the current site (built in the early 20’s).  There, among

the towering pines, they visualized an up-to-date facility hous-

ing the most comprehensive technology available.

Wetsel Sr. and Oviatt, now deceased, ran their lumber compa-

ny with the philosophy of planting more than they harvested,

always keeping in mind the future of the forests they managed.

Today the company plants 12 trees for every tree harvested, ex-

ceeding by nearly double the amount that California forestry

standards require.
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Cecil Wetsel Jr., his wife, Judy D’Amico and D’Amico’s son,
Rob Buschmann on a recent tour of Lake Tahoe.

.“We support good science and have a strong belief in protect-

ing the integrity and health of Lake Tahoe and the surrounding

forests for future generations,” said D’Amico.  “Although Glenn

and Cecil Sr. would probably be embarrassed by all the fuss, we

know they’d be proud of our commitment to the UC Davis forestry

and watershed research lab named for them.”

Dr. Charles Goldman, Director of UC Davis’ Tahoe Research

Group and recipient of the 1998 Albert Einstein World Award

of Science was delighted about the company’s pledge.  “This

is the kind of partnership

we value so highly at UC

Davis, because we know

that, in order to truly have

an impact, we must be en-

gaged with business lead-

ers such as those at Wetsel-

Oviatt—working together

to tackle problems and

spearhead innovation.”

More pledges are needed.
For more information about
the UC Davis Campaign for
Tahoe, please contact Robin
Pleau at (530) 757-3339. 

W e t s e l - O v i a t t  P r o v i d e s
G i f t  t o  U C  D a v i s  F o r e s t r y  L a b

Cecil L. Wetsel Sr. and
Glenn H. Oviatt
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