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Vista clearing
Land/brush clearing
Driveways installed & repaired  
Tree/shrub planting  
Excavating  

(860) 397 5267  •  service@kindredpropertycare.com  •  www.kindredpropertycare.com

Walkways, patios, & stonewalls  
Cobblestone, outdoor kitchens, 
    & fire-pits  
Heated aprons, walkways, 
    & terraces  

Weekly lawn maintenance
Lawn installation 
    (seeding, sod, hydro-seeding)  
Turf maintenance  
Mulch delivered & installed 

THE TRI-STATE AREA’S PREMIERE LANDSCAPE CONTRACTOR

Before After After
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We’re here to insure your entire world.
With three offices in Copake, Valatie, and Chatham we are here to help you with any of your insurance 
needs. Contact us today for a quote on your home, auto, business, health insurance or life insurance. 

We are the Kneller Agency and we’re here to insure your world. 

6 Church Street
Chatham, N.Y. 12037
P. 518.392.9311

1676 Route 7A
Copake, N.Y. 12516
P. 518.329.3131

Auto • Home • Farm • Business & Commercial • Life, Health & Long Term Care

Kneller Insurance
Agency
 

Kneller Insurance 
Agency

 

3030 Main Street 
Valatie, NY 12184
P. 518.610.8164

CROWN
ENERGY CORP.

Wishing everyone a happy 
and healthy Thanksgiving! 
And a special thank you to 

all of our customers. 

SERVICES:
Propane • Heating Oil • Diesel Fuel • Gasoline 

Kerosene • Heating Systems • Service 
Installations • 24 Hour Service

(518) 789 3014 • (845) 635 2400
1 John Street, Millerton, NY 12546

www.crownenergycorp.com
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THE ESSENCE OF JOY

Every morning on my daily Monday 
through Friday commute, I find myself sing-
ing the opening lines to Jimi Hendrix’s song 
“Hey Joe” when I pass by the same gentle-
man, on the same road, every morning. He 
looks like a Joe to me, and I like to greet 
and say hey to Joe when I drive past him. 
 It was in August when I began my new 
daily commute as a result of Covid and my 
child care circumstances. Let’s just say that 
I spend a lot of time driving now – but you 
know, I really don’t mind. I have found great 
inner calm as a result of it, and Joe and my 
favorite podcasts are a part it. My commute 
consists of driving down some of the pretti-
est back country roads in Dutchess County, 
specifically Route 83 between Shekomeko 
and Smithfield, and behind the Millbrook 
School down to Route 44. It’s on Route 83, 
on either side of Shekomeko, that I usually 
pass Joe. It took a week or so before Joe and 
I realized that this was a daily routine, and 
that’s when he began waving and smiling 
when I passed. When he first did, it just 
struck me as such a kind gesture. Now, 
more than two months in, I look forward to 
our daily greeting – a greeting and a smile 
between two complete strangers. There’s a 
certain beauty, kindness, and simplicity to 
our exchange, and it has highlighted the 
fact that in our complex lives that simple 
exchanges like this really matter. 
 Taking in the moments that bring pure 
joy, those are the moments that I want to 
continue to chase – the simple and joyful 
moments, where nothings is asked of me 
and I ask nothing of anyone else. Just like 
after I pass Joe; the sight of the rising sun 
over beautifully winding roads and rolling 
hills, with the leaves shining in their pletho-
ra of colors, the squirrels running across the 
road, horses and deer grazing in the fields 
that I pass. It just doesn’t get too much more 
beautiful than this… that’s to say, if you are 
able to take in the sight, the sounds, smells, 
and exchanges. 
 My daily commute and all that it entails 
has helped me slow down, let go of stress 
and anxiety, and enjoy the moment – bet-
ter yet, to take in the moment. And this 
couldn’t have come at a better time in my 
life. I wanted to share this piece of my day 
with you because I hope that you too have 
a beautiful moment every day that brings 
you nothing but joy. And to me, this is the 
essence of joy and kindness. I also share 
this story with you, because in many ways 
it embodies this issue’s theme of art and de-
sign, because life should be artistic, creative, 
expressive, and fun! Find what makes you 
happy, and always spread kindness.
  – Thorunn Kristjansdottir

Art
Design

The

and

issue
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artist profile

By CB Wismar
info@mainstreetmag.com

The era of silent films ushered in the 
evolutionary landslide that has led us 
to digital streaming, spectacular visual 
effects, panoramic sound and the fully 
immersive world that is film today. 
Even in the era of COVID-19 when 
visiting the neighborhood cinema has 
been replaced by streaming services 
and parking lot ad hoc theaters, the 
magic of film is magnetic and con-
suming.
 From the moment in 1903 when 
The Great Train Robbery mesmerized 
audiences with 12 minutes of non-
stop action, a new art form emerged. 
Stories were told. Mysteries unfolded. 
Good guys chased bad guys and, most 
of the time, good triumphed over evil. 
Loves were lost and won as emotions 
ran high and love conquered all.
 Then came “the talkies.” It was 
1927, and The Jazz Singer ushered 
in a new era in film. But, what about 
silent films? Could they still be rel-
evant?
 Enter Donald Sosin and Joanna 
Seaton, the husband and wife creative 
couple from Lakeville, CT, who have 
focused their immense musical talents 
on providing the soundtracks to liter-
ally hundreds of silent film classics, 
making the early creations of a na-
scent industry still engaging, amusing 
and relevant.

“You  must have been a 
beautiful baby…”
Joanna grew up in the Hell’s Kitchen 
section of New York City, near the 
Theatre District and was, from 
infancy, an actress and model. Chosen 
by the folks who manufactured Ivory 

Soap to be there “baby” one year, she 
appeared in print across the country.  
Intent on a life in the theater, she had 
a degree from Cornell and was on her 
way to a career as a singer/songwriter, 
gifted with a lovely lyrical voice. She 
returned to New York City and had 
begun building a career on the stage 
when she met Donald.
 He was already recognized as a tal-
ented pianist and composer who flew 
through the University of Michigan as 
a composition major, accompanying 
dance classes, providing the musical 
tracks for dormitory screenings of 
silent films and, by his last two years 
on campus, being the accompanist for 
all campus screenings.
 Donald had navigated his way 
through the twists and turns of the 
New York theater, working with 
performers as they readied them-
selves for auditions, playing in the pit 
orchestras on and off Broadway and 
filling in at the Metropolitan Museum 
of Modern Art (MOMA) when the 
regular pianist was not available to 
accompany the museum’s screenings 
of silent films. That freelance pursuit 
morphed into a full-time appoint-
ment. It was there, sitting in the dark, 
watching black and white silent clas-
sics projected on a vibrant screen with 
expressive music provided by Donald 
that Joanna realized she was in love – 
with Donald and with silent film.
 When the two were attending the 
1999 Il Cinema Ritrovato, a silent 
film festival in Bologna, Italy, where 
Donald was performing, they made a 
discovery that became the foundation 
for the career they share. A couple 
appearing in the festival utilized both 
the husband’s compositions as well as 
the wife’s vocal skills to bring specific 
lyrical songs to bear on the story. It 
was magical.

Songs out of the silence
Years of research and discovery have 
uncovered records pertaining to many 
of the film classics that have been 
scored and performed by Joanna and 
Donald. For some films, there were 
cryptic notes about the scores. When 
the year of a film’s release and distri-
bution was determined, exploration 
into the music of the day, the popular 
tunes that were known to contempo-
rary audiences gave the couple specific 
cues to what music would have been 
heard in the “nickelodeons” across the 
country. And, in some unique cases, 
sheet music would be visible on a 
piano being played or a soloist per-
forming in an otherwise silent world 
of the original film.
 When Donald and Joanna pro-
vided the lively musical soundtracks 
to a recent screening of two recog-
nized classics at the Sharon Playhouse 
sponsored by Millerton’s Moviehouse, 
the artistry of their partnership was on 
full display. Grandma’s Boy, the first 
five-reel feature created by silent film 
superstar Harold Lloyd, includes a 
moment when the female lead, played 
by Mildred Davis sings to her suitor, 
Harold Lloyd. As the scene appeared, 
Donald played and Joanna sang and 
the “silent” movie became alive for the 
audience. “You Are the Ideal of My 
Dreams” by Herbert Ingraham (1910) 
wafted across the assembled moviego-
ers and what was old became new, 
again.
 Worth noting, from a purely his-
toric perspective, is that the song must 
have worked. Not only did “the boy 
get the girl” in the film, but Lloyd and 

Musical alchemy: silence made golden
Artist profile: Donald Sosin & Joanna Seaton

Above: A program 
page from Sosin and 
Seaton’s event. 
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Davis married the year after the film 
was released and made a total of 13 
films together over their careers.

On the road…
Travel has been a great part of the 
Sosin/Seaton story. After spending 
years in New York, they decided, 
with the birth of their first child (they 
have two, both musical) that being in 
New York was fine, but bringing up 
a family could be a challenge. They 
explored living outside the City and 
finally settled in Lakeville, CT – near 
enough to allow the occasional trip 
for business, but well into the land of 
clear air and open spaces.
 When the opportunity presented 
itself for the two to combine their 
musical and theatrical talents in a 
tour that would last for 14 months, 
the attraction was strong. Joseph and 
the Amazing Technicolor Dreamcoat 
was about to be taken on the road. 
Tim Rice and Andrew Lloyd Webber’s 
blockbuster retelling of the story of 
Joseph, his brothers and their sojourn 
in Egypt needed a casting element 
that could not be feasibly packaged in 
New York – 50 children singing and 
dancing.
 Joanna and Donald had experience 
teaching song writing and performing 
to children in and around New York 
City. The road show needed a couple 
to handle selecting, training, encour-
aging, choreographing, and presenting 
50 children in each of the 26 cities 
of the tour. In fact, two couples were 
needed, since the training time con-
sumed a week before the tour came 
into town, so two couples would “leap 
frog” each other. The task was Hercu-
lean – arrive in a city, create a singing, 
dancing, acting chorus of young 
people over a week’s time and with an 
hour and a half blocking and rehearsal 
on stage with the touring actors, as-
semble the puzzle pieces in time for 
the opening curtain that night. Their 
five year old in tow accompanied by 
a nanny, off they went from coast to 
coast, delivering a children’s chorus 
for every performance.

Around the world
But, domestic travel isn’t all that 
appears on their collective resume. 
Silent film festivals have appeared in 
countries all around the world. Italy, 
England, Russia, Thailand, South 
Korea. The stamps in their passports 
reflect the breadth of the interest in 
bringing musical life to the screen-
ing of classic silent films. Donald’s 
orchestral score for the 1916 version 
of Sherlock Holmes premiered on the 
famous Odessa Steps, made famous in 
the classic Battleship Potemkin for over 
15,000 people.
 Being premier musicians is not 
enough to recommend artists to score 
silent films. There must be a precise 
sense of timing, a true understanding 
of plot and sub-plot and a repeatable 
flair for the dramatic. Donald Sosin 
and Joanna Seaton have all of those 
things and more. Spread across a shelf 
in their home is a parade of over 50 
compact discs of their original music, 
with more to come.
 The number of live performances 
by Joanna and Donald has well 
exceeded 3000. Their talent has been 
applauded in every major film festival 
and museum archive. As long as the 
magic of brilliant silent films and en-
gaging live performances exists, their 
journey continues. •

 Explore the magical work of Donald 
Sosin and Joanna Seaton at their website, 
www.oldmoviemusic.com.
 Are you an artist and interested in being 
featured in Main Street Magazine? Send 
a brief bio, artist’s statement, and a link 
to your work through the arts form on our 
“arts” page on our website.

Above, top to bot-
tom: Grandma’s 
Boy. Donald Sosin 
and Joanna Seaton 
at the Sharon 
Playhouse during a 
recent Moviehouse 
event. All images 
courtesy of Sosin 
and Seaton. 
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SalisburyArtisans.com
860-435-0344

Continuing this winter with fresh, local produce, meats, cheeses, 
and baked goods at the Millerton Methodist Church, 6 Dutchess Ave. 

Saturdays 10a - 2p thru December 

sponsored by the NECC

FB: millerton.farmers.market IG: @neccfmktmillerton
www.neccmillerton.org/farmers-market

tristate 
antique 
restoration

CONALL HALDANE  |  proprietor

191 wiltsie bridge road  |  ancramdale, ny 12503  
518 329 0411  |  www.tristateantiquerestoration.com

SPECIALIZING IN ANTIQUE 
FURNITURE RESTORATION 

RONSANI 
BROTHERS 

PAVING
(518) 429-1797
ronsanibrotherspaving.com

• Residential & Commercial Paving 
• Specializing in Home Driveways, 
   Private Roadways, Parking Lots 
• Stone, as well as Oil & Stone finishes  
• Fully insured

$65.99

 $43.99 
CT Beverage Media Group  

Suggested Retail price

NOV-DEC ONLY!!! 
10% BELOW STATE MINIMUM   

Time to get bubbly

www.TheSharonPackagestore.com 
1  Gay St. Sharon, CT 
(860)  364  -  5760

Pol Roger 
Brut Reserve Champagne  

Epernay, France 
750ml

Only  At    The

+ TAX

Native Habitat 
Restoration
Returning Balance to Nature

Invasive Plant Control • Field Clearing 
Forestry Mowing • Wetland Restoration
Pollinator Habitats

(413) 358-7400
nativehabitatrestoration@gmail.com
NativeHabitatRestoration.weebly.com

Licensed in MA, CT, NY, VT – Over 40 Years of Experience
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friendly faces

friendly faces: meet our neighbors, visitors and friends

As a caregiver, Jennifer Euling Johnson lives by this 
quote from her father: “Stay rooted and connected in the 
world. That is what is important.” The medical-surgical 
nurse at Sharon Hospital became interested in the profes-
sion when her son was hospitalized for a skull fracture 
and respiratory distress. “The clinicians’ thoughtfulness 
and compassion made a tremendous difference in my 
life, and I wanted to follow in their footsteps.” When 
she’s not at work, the Litchfield, CT, resident is also an 
avid reader and music lover. Before the pandemic, she 
was an alto singer in her church choir. “My background 
in graphic design also comes in handy for the occasional 
leaflet, which includes beautiful paintings from all over 
the world to illustrate the lessons,” she said. To the quote 
which guides her, she says, “before my father passed, he 
pointed to a drawing of a tree and roots on his hospital 
room wall and told me to stay rooted – so here I am, put-
ting my best foot forward to care for others.”

As owner of Carpentry Creations, Karl Aakjar is a 
carpenter skilled in all areas of residential construction 
and woodworking. “It’s very satisfying to see something 
that I have created with my hands and mind,” says Karl. 
“There’s a sense of accomplishment and pride that comes 
with the completion of every job.” Naturally, Karl enjoys 
being outdoors and spending time with family while 
traveling to various countries, experiencing different cul-
tures, and imparting his love for the great outdoors to his 
son Kasen. Karl says he enjoys the many outdoor activi-
ties the area offers including hunting, fishing, and hiking. 
“As a woodworker, I take Mother Nature’s resources and 
bring objects to life,” he says. “I like to create pieces using 
exotic hardwood and local wood products through hand 
carving, chainsaw carving and chisel work.”

When Adelaide Harris isn’t busy running a household, 
serving on the committee for the Women’s Support 
Services in Sharon, CT, as well the Salisbury School’s 
Board of Trustees, she enjoys being active in the com-
munity, travelling, skiing, and playing tennis with her 
three children. Adelaide first came to the area in 1975 
when she met her future husband in Salisbury, eight years 
later, they were married. For the past decade, Adelaide 
has embraced her entrepreneurial spirit by making her 
own jewelry and travelling from village to village sell-
ing her unique items. “I enjoy waking up at five in the 
morning and being a one-woman travelling show,” she 
says. “When someone treasures a piece, it makes it all 
worthwhile.”  

Though a stay-at-home-mom raising three daughters,
Maria Cullinan is happy to finally put her art degree to 
good use. “I am an artist after all,” says Maria who has 
become a popular landscape painter in the area. “I am al-
ways visualizing my next landscape each time I walk out 
the door into our amazingly beautiful countryside.” Over 
the past year, Maria has been able to show her artwork 
at Merwin Farm & Home in Millerton, NY, after some 
inspiration from owner and friend Charlotte Sheridan. 
“Charlotte encouraged me to have my first professional 
art show at her shop last year,” she says. “The most 
rewarding accomplishment for me has been seeing people 
enjoy my paintings and print gifts. I am thankful to be 
afforded the opportunity to brighten the world a little for 
the people in our area.”

Stockport native Rebecca Jennings, who currently re-
sides in Niverville, NY, helps to run Columbia Disposal, 
a family-owned garbage removal and dumpster rental 
business with her fiancé while also bartending and serv-
ing at Jackson’s Old Chatham House in Chatham, NY. “I 
love meeting new customers,” she says. “It’s amazing how 
many people you get to know by running a business!” 
Rebecca has worked at Jackson’s since August of 2017 
and says she loves being able to socialize with customers 
and spending time with family when she’s not working. 
“I have two daughters who keep me very busy,” she says. 
“But I can be creative when I put my mind to something. 
My family enjoys getting together monthly for family 
craft days. We make beautiful crafts, share ideas, and 
bond together.”

Apart from working in the food industry since he was 15, 
Josh Driver is also a musician and music teacher. “My 
musical background stems from singing in choirs, and 
performing since I was in kindergarten,” he says. “I love 
the mixture of music and food. I studied music for two 
years at The University of the Arts in Center City Phila-
delphia, and that education has helped me get to where I 
am now, musically.” Josh loves to cook food with his wife 
Carissa, play golf, snowboard, and catch up with family 
and friends. “The most artistic part of me comes through 
food and music,” says Josh. “I’ve played in many bands 
in my life, but these days, I mostly focus on my solo act, 
which includes live looping, beatboxing, looping guitar 
and harmonizing with myself through a loop pedal. I 
perform live, and online as well.”

Photo: William Regan
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Jim Young 
Owner

jim@sharonautobody.com

28 Amenia road | PO Box 686 | Sharon, CT 06069 
T: 860 364 0128 | F: 860 364 0041

sharonautobody.com

Tel: 845.373.8232 • 5058 Route 22, Amenia, NY 12501
Open 7 Days: Mon–Sat 11am–7pm, Sun 12–5pm

Cascade Spirit Shoppe
Fine Wines & Spirits • Custom Engraving  

Gift Cards & Custom Gift Baskets

Church Street

DELI & PIZZERIA
WW

Breakfast • Lunch • Dinner

Salads • Sandwiches • Subs • 
Wraps • Burgers & Dogs • 
Pizza • & more!

(518) 329-4551
1677 County Rt. 7A, Copake

Happy Thanksgiving!

Stissing 
house

518.398.8800  •  www.stissinghouse.com
7801 South Main Street, Pine Plains, New York 12567

Located on the corner of Route 199 and 82 at the light
Dinner hours: Thursday-Sunday • Lunch served on Sundays

lunch • dinner • events

Berkshire
Roofing
RESIDENTIAL ROOFING SPECIALIST
Written estimates • Fully insured • Big crew, fast service!

860-480-6490  |  www.bgrco.net

“We like your smile 
when we’re done.”

wood stove 
gallery
fine european wood stoves

a division of 
monterey 
masonry

open 8am - 4pm weekdays • weekends by appointment

(413) 528-3300
789 s. main street, great barrington, ma

www.woodstovegallery.com
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By Christine Bates
info@mainstreetmag.com

This month’s entrepreneur feature shares 
the business story of William Morrison 
of Morrison Art Storage, which is based 
in Kent, CT. Morrison’s business is obvi-
ously the perfect feature for this month’s 
theme of “Art & Design,” but beyond 
that, the business of art storage is quite 
unique and interesting – and talk about 
a niche market!

I heard about Morrison Art 
Storage on Robin Hood Radio 
this morning. Is this a new 
business for you?
It’s really an extension of my con-
temporary art gallery business. I’ve 
had a gallery in Kent for 20 years. 
We started off in a small location off 
Main Street and then upsized into 
the beautiful space designed by James 
Preston of Rock Hill Associates for 
Back Country Outfitters (BCO). 
When BCO moved out we moved 
in and worked with the big space 
even though the retail design was 
not perfect for art. When we decided 
to relocate to a permanent home, I 
bought a parcel of land at 60 North 
Main Street to construct a new gallery 
and storage space. Construction of the 
art storage facility began first because 
a number of New York galleries ap-
proached me about their need to store 
inventory less expensively than in the 
city. It seemed like a good business 
idea. Besides art storage offers the pos-
sibility of steady, predictable revenues 
unlike the gallery and art dealing 
business. 

Who are the clients for this 
specialized type of storage?
Our clients are private collectors, 
artists and their estates, art advisors, 
galleries, art and antique dealers, 
museums, architects and interior 

designers, and owners of any kind of 
valuable object from vintage fashion 
to silver. Some collectors just don’t 
have enough room at home for the art 
they have purchased, but want to keep 
it in a secure environment. Our stor-
age facility could be a pit stop for art 
in travelling shows in between exhibi-
tion dates or before being shipped in-
ternationally. Dealers need a place to 
keep excess inventory that is safe and 
readily accessible. And the extra space 
is very useful to our own gallery so we 
can keep an artist’s work in inventory 
after an exhibition and have it readily 
available to show to buyers.

Will the storage business en-
hance your gallery business?
Absolutely, that is our hope. Some 
clients of Morrison gallery will want 
to store art here. Maybe they will even 
buy more because they will have a 
place to put it. And all the art storage 
clients will be exposed to the artists in 
our gallery shows.

What’s special about Morrison 
Art Storage?
This building was actually designed 
and built from the ground up for art 
storage. Purpose built, not retrofit-
ted from a former factory or ware-
house. It’s built like Fort Knox out of 
concrete and steel with fire rated walls 
and a custom designed state of the art 
built-in security system. The ceil-
ings are 32’ tall. A tractor-trailer can 

Continued on next page …

business

William Morrison of Morrison Art Storage in Kent, Ct
Too much great stuff? No place to keep it?

Above: William Mor-
rison enjoys a corner 
of the private exhibit 
space he designed for 
Morrison Art Storage. 
All photos courtesy of 
William Morrison.
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drive into the building and unload 
huge paintings and very large, heavy 
sculptures, or use the loading docks. 
Plus it has private exhibit spaces where 
clients can display, and enjoy their art 
or invite their own clients for a private 
viewing. We have 22,000 square feet 
of storage space with another 10,000 
feet at a secret location. 
 We also offer flexibility. Clients 
can store in an open space or have us 
construct their own storage unit to 
their specifications. There are three 
levels of climate control. Heated areas; 
a temperature controlled environment 
with heating and cooling; or a mu-
seum standard, full climate controlled 
with humidity maintained at 50% at 
all times. Cost depends on the square 
feet needed and the level of climate 
control required.

Besides the physical structure 
what is important to clients?
Confidentiality is super important. 
We do not reveal what is stored or 
who our clients are. Expertise in han-
dling all kinds of valuable objects and 
the required equipment like forklifts 
and trucks is critical, as well as the 
sophistication to deal with collectors 
and dealers. Our specially designed 
inventory/tracking system is another 
important distinguishing feature. And 
the approximately 2,000-square-foot 

elegant exhibit space that is available 
to clients to display their stored work 
is very appealing and a real perk for 
large collectors and dealers. Plus it’s 
well ventilated and large enough for 
social distancing. Overall it’s the total 
value of what we offer including very 
competitive pricing and a conve-
nient location close to New York and 
Boston.

Are you optimistic about the art 
business by spring of 2021?
Actually the art business locally is 
pretty good right now with new full-
time residents putting down roots and 
furnishing their homes as permanent 
residences. Certainly all galleries took 
a hit during the pandemic – by some 
estimates gallery sales, especially small 
galleries, were down over 40%, but I 
am already starting to see a recovery. 
And we will start doing art fairs na-
tionally when Covid restrictions lift. •

To learn more about Morrison Art Storage, 
they are located at 60 N Main St, Kent, CT. 
You can reach them by phone at (860) 927-
4501, or online at www.morrisonasf.com.

business

Above, top to bottom, 
L-R: Aerial photo of 
Morrison Art Storage, 
the L-shaped build-
ing. Soaring ceilings, 
fire-rated walls, and 
concrete floors are 
required to store art 
and other valuables. 
George Sugarman 
painted wood sculp-
tures on exhibit in 
Morrison Art Storage. 
All photos courtesy of 
William Morrison.
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WILLIAMSTOWN, MASSACHUSETTS
CLARKART.EDU
Major support for Ground/work is provided by Karen and Robert Scott, Denise 
Littlefield Sobel, and Paul Neely. Additional funding is provided by the Terra  
Foundation for American Art and the National Endowment for the Humanities. 

Kelly Akashi, A Device to See the World Twice, 2020. Optical acrylic, bronze, rope. Courtesy of 
the artist, François Ghebaly Gallery, Los Angeles, and Tanya Bonakdar Gallery, New York

It’s the perfect time to get out and explore 
the Clark’s first outdoor exhibition, featuring 
the work of six international artists set 
against nature’s beauty.

GROUNDS ARE OPEN AND 
FREE OF CHARGE
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RESIDENTIAL & COMMERCIAL
SALES • SERVICE • INSTALLATION

REPAIRS
• Broken springs
• Broken Cables
• Damage Sections

TROUBLESHOOTING
• Garage Door Openers
• Preventative Maintenance 
   on Doors and Openers

845-876-2772  •  www.hudsonvalleydoors.com  •  12 Enterprise Dr., Rhinebeck

Proudly serving Columbia, Greene, Dutchess, Ulster, 
Berkshire & Litchfield counties for over 10 years

PORTRAITS IN 
BRONZE & PASTEL

www.peggykauffman.com

R&R 
Servicenter, LLC

Steve J Mosher  •  C: 914.474.5206  •  randrservicenter.net 
Specializing in: Ponds, Landsculpting, Riding Arenas, & Roads
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baking

By Jessie Sheehan
info@mainstreetmag.com

Coffee cake is just about the most 
perfect cake there is, if you ask me. I 
mean, of course: yes, I adore a gener-
ously frosted birthday cake, and I am 
nothing if not a huge fan of snacking 
cakes (small, single layer cakes often 
baked in an 8x8x2-inch square pan). 
But coffee cake is special because it 
is breakfast cake, cake to be enjoyed 
with your first cup of coffee of the day 
(or on its own, if coffee is not your 
thing). In other words, coffee cake is 
cake that you are permitted to eat as 
soon as you wake up, for no reason at 
all except that YOU LOVE CAKE. 
You need not wait to make a coffee 
cake until there is an event that needs 
celebrating, and you certainly need 
not wait any longer than it takes you 
to roll out of bed and mosey into the 
kitchen to enjoy a slice. 

You’re welcome!
This particular coffee cake is an oil-
based cake (my favorite kind) which 
means it is an extremely moist cake 
– and stays that way for days – and 
also a relatively easy cake to assemble, 
as you do not have to remember to 
soften your butter, nor do you have to 
cream it until fluffy (you’re welcome). 
Instead you combine a mild olive oil 
(my favorite choice) or vegetable oil 
with granulated sugar and a nice glug 
of vanilla in a stand mixer or with 
a hand mixer until well combined. 
There are a couple of yolks added to 
the mix, for extra richness along with 
two eggs. And rather than call for sour 
cream, as so many coffee cakes do, I 
like to use Greek yogurt, for the tang 
and moisture it imparts. 

 The crumb for the swirl in the 
cake’s center, as well as for its topping, 
is all about brown sugar and butter 
and cinnamon, as all the best crumbs 
are; and the fact that it does double 
duty as both swirl and topping means 
just the tiniest bit less work for you. 
 The cake is assembled in a tube-
pan making for an extremely impres-
sive presentation, but it can also be 
whipped up in a 13x9x2-inch pan 
which I like for its simplicity and ease 
of serving. 
 I originally developed the cake 
when writing my second cookbook, 
The Vintage Baker, as the book is full 
of recipes for old-fashioned desserts 
and coffee cakes easily fall into the 
“vintage” cake category, as there is 
something wonderfully homey and 
nostalgic about them. And homey 
and nostalgic treats are exactly the 
kind I’m craving as the weather cools 
and the holidays creep up on us. And 
although you might not serve this cof-
fee cake as part of the Thanksgiving 
dessert spread, it would be lovely on 
the morning-of, as a pre-game treat, 
and then could be nibbled at all week-
end long, or, at the very least, once 
the last slice of pie has disappeared. 

Crumb topping and swirl
1/2 cup unsalted butter, melted and 
cooled slightly
1 1/4 cups all-purpose flour
1 cup packed dark brown sugar
1 tsp ground cinnamon

Coffee cake
3 1/4 cups all-purpose flour
1 1/4 teaspoons baking powder
1 1/2 teaspoon baking soda
3/4 teaspoon kosher salt
2 1/3 cups granulated sugar
1 cup mild olive oil or vegetable oil
1 tablespoon pure vanilla extract

2 eggs
2 egg yolks
1 3/4 cups plain whole Greek yogurt
Confectioners sugar for dusting

Serves 12

What you’ll do is…
Preheat the oven to 350°F. Generously 
grease a 10- to 12-cup tube pan with 
non-stick cooking spray or softened 
butter and dust with flour, knocking 
out any excess. 
 For the topping and swirl: Mix 
all of the ingredients together in a 
medium bowl with a fork until thor-
oughly combined. Refrigerate covered 
in plastic wrap, until ready to use, up 
to one day in advance.
 For the cake: In a large bowl, whisk 
together the flour, baking powder, 
baking soda, and salt. In the bowl of 
a stand mixer fitted with the paddle 
attachment, beat the sugar, oil, and 
vanilla on medium-low speed until 
well combined, stopping and scrap-
ing the bowl with a rubber spatula, as 
needed, for 2 to 3 minutes. On low 
speed, add the eggs and yolks, one at a 
time, stopping and scraping the bowl 
after each addition.
 Add the dry ingredients on low 
speed in three additions with two 
additions of the yogurt, scraping the 
bowl, as needed with a rubber spatula. 
Stop the mixer and remove the bowl 
when there are still streaks of flour in 
the batter. Finish mixing by hand. 

VANILLA YOGURT

Coffee cake

 Transfer half of the batter to the 
prepared pan and smooth the top 
with a small offset spatula or butter 
knife. Sprinkle half of the crumb mix-
ture evenly over the batter. Add the 
remaining batter and smooth the top 
again. Using your fingers, sprinkle the 
remaining crumb mixture evenly over 
the top of the cake, pressing down 
lightly.
 Bake for 60 to 70 minutes, rotating 
the pan at the halfway point. The cake 
is ready when a cake tester inserted 
in the center comes out with a moist 
crumb or two. Let cool to room 
temperature before removing from the 
pan. 
 Dust with confectioners’ sugar 
before serving. The cake will keep, 
tightly wrapped in plastic wrap, for up 
to three days on the counter. •

 The photo depicted above is from “The Vintage 
Baker” and was taken by Alice Gao, provided to us 
by Jessie Sheehan.
 Jessie is a baker and cookbook author; you 
can learn more about her through her website 
jessiesheehanbakes.com.



16  MAIN STREET MAGAZINE

POOCHINI’S

Providing grooming & boarding services
46 Robin Road • Craryville, NY 
518.325.4150 • 518.821.3959
poochinipetsalon@gmail.com 
Follow us on Facebook!

Your pet will leave happy, feeling good and most importantly, looking great!

Pet Salon
DAWN GARDINA

518 567 6737
20 Main Street, Millerton, NY
Open Thursday-Monday 11-4

Merwinfarmandhome@gmail.com

Offering DIY workshops!
Stop in or check us out on Facebook for upcoming classes

(518) 325-4679
HILLSDALE, NY • info@eswps.com

www.easternstateswellandpumpservices.com
Mass. Lic. #101, 704 & 949 • NY. Lic. #10061 • Conn. Lic. #85 & 364
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this Holiday Season
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Hillsdale, NY: 518.325.3131· Lakeville, CT: 860.435.2561· Millerton, NY: 518.789.3611 
Hudson, NY: 518.828.9431· Chatham, NY: 518.392.9201·  Sheffield, MA: 413.229.8777

www.herringtons.com· 800.453.1311· OUR PEOPLE MAKE THE DIFFERENCE

We share your passion.®
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(860) 364-5380 
349A Main Street, Lakeville, CT

www.roaringoaksflorist.com

Don’t forget to set the table with 
holiday floral decorations!

(917) 715 0624  •  6050 Route 22 in Millerton, NY
dan@precisionautostorage.com  •  www.precisionautostorage.com

PRECISION
AUTO STORAGE



MAIN STREET MAGAZINE  17

real estate

By Christine Bates
info@mainstreetmag.com

Location shooting, finding and trans-
forming actual sites, as opposed to 
sound stage filming, has fascinated me 
since the day a location scout knocked 
on our door in Greenwich Village. For 
this article about using your real estate 
to generate extra income or a higher 
price when you plan to sell, I decided to 
update my personal urban experience by 
talking to people who have had a recent 
shoot on their property, locations scouts, 
and, especially, Laurent Rejto of The 
Hudson Valley Film Commission.

What do location scouts 
look for?
Location scouts search for the real 
estate that the director, the art direc-
tor, and the producer need to make 
their films and/or TV show or com-
mercial. This can be a parking lot to 
store equipment, a church basement 
to set up a kitchen to feed the crew, 
an orchard, a riding ring, a quarry, a 
Main Street, or a farmhouse. Ideally 
locations for a particular shoot are 
within easy distance of one another 
like the Stissing House parking lot, 
the Hammertown guesthouse, and 
the Presbyterian Church for shooting 
Hallmark’s Christmas Camp at the Inn 
at Pine Plains, NY. 

 If your location seems promising, 
the scout will probably take some 
preliminary photographs with your 
permission. Good photographs of 
your property can also be sent directly 
to www.hudsonvalleyfilmcommission.
com with a request that your site be 
added as a possible location. You can 
also follow filming work in the Hud-
son Valley on their website. Last time 
I talked to them, scouts were looking 
for eighteenth century log cabins, 
which had turned out to be surpris-
ingly difficult to find. The site posted 
a need for an abandoned gas station 
and found one in Hopewell Junction 
in just one day. 
 After initial interest, expect a 
follow-up visit from the director, the 
AD (Assistant Director), the Produc-
tion Designer, and sometimes even 
the producer. Dick Wolfe, the Law & 
Order producer, visited our house be-
fore deciding to use it as the primary 
location for a TV pilot. He thought 
it was exactly where a NYC Assistant 
District Attorney would live. The pro-
duction company for the 2020 Things 
Heard and Seen, a Netflix horror 
thriller movie, left a pamphlet in the 
mailbox of the new owners of a house 
and barn on Skunks Misery Road in 

Continued on next page …

Location. Location. Location.

 Laurent Rejto of the Hudson Val-
ley Film Commission, works closely 
with location scouts and claims that 
almost any location can be found in 
the Hudson Valley from desert scenes 
shot in quarries to castles to Ken-
tucky – ocean beaches and skyscrapers 
excepted. 
 The film and location business is 
also driven by individual state incen-
tives for feature films and TV series. 
At the moment New York State is 
attractive because it refunds 25% of 
the “below the line” film costs – basi-
cally the expense of the locations, the 
camera crew, props, locations and sets, 
and post-production activities such as 
editing, sound and visual effects, etc. 
If the film’s budget is over $500,000 
and filmed in Dutchess County or 
Columbia County another 10% is 
added on for qualified labor. Further-
more, the promise of this payment is 
often used to attract investors to the 
project. Up to $450 million has been 
set aside to stimulate film production 
in New York and to create and main-
tain film industry employment. 
 For high budget films, which have 
hundreds of crew members, large 
hotel accommodations nearby are 
desirable. Large hotels in Kingston 
and Poughkeepsie make the west-
ern side of Dutchess and Columbia 
County more convenient than more 
rural areas east of the Taconic. The 
recent I Know This Much to Be True 
with Mark Ruffalo booked a block 
of 30,000 nights in area hotels. It 
has been estimated that in 2019 the 
film and television industry generated 
more than $46 million for our region’s 
economy.

Step one
A location scout may knock on your 
door because filming is planned in 
your neighborhood or the scout is 
aware that your property may fit the 
vision of the director. It’s always a 
good idea to ask for identification 
before you let a scout into your home. 

USING YOUR PROPERTY AS A “LOCATION” FOR FILM SHOOTS

the Town of North East, NY, explain-
ing their interest in finding locations 
in the area. Planning to renovate 
anyway, the owners invited the scout 
to take a look. Before the shoot some 
interiors were modified and the faded 
name of a fictitious dairy added to the 
barn.

Think before you sign up
If your property is selected you will 
be presented with a contract from 
the film production company to sign 
with a stipulated fee, dates, insurance, 
etc. Note that they pay the location 
scout, not you. This contract will be 
very favorable to the film production 
company and not very protective of 
your interests. 
 Everything is negotiable and should 
be carefully defined. What are the 
hours of shooting? What will you get 
paid for the set-up days before filming 
and the wrap days afterwards? Exactly 
where is the crew permitted to be? 
Who pays for electricity usage? Do 
you charge a cleaning fee, an overtime 
fee? Is the liability insurance sufficient 
and does it cover subcontractors? 

Above: The front of this barn in the Town of North East, NY, was repainted by the loca-
tion scenic for the movie Things Seen and Heard. Photo Christine Bates. Below, left: 
Christmas Camp shot at The Inn in Pine Plains, NY, put up Christmas decorations inside 
and added artificial snow to the outside that never completely disappeared. Photo 
courtesy of Patty Vincent.
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Will you be paid for damage to your 
property? How will they protect your 
floors? Will they repaint your walls? 
Where will the generator and produc-
tion trucks park? Can you eat at the 
“honey” truck or where ever the crew 
is fed? 
 Before you decide to participate in a 
film shoot consider your whole family 
whose lives will be disrupted. It might 
be a good idea for small children and 
pets to consider a visit to the grand-
parents. You should also consider your 
neighbors and the possible incon-
venience to them. They should be 
forewarned.
 Fees for locations vary hugely and 
depend on the budget for locations. It 
could be $1,000 for use of a parking 
lot or $10,000 a day for a historic 
home. Smaller, Indy film companies 
pay less, and student film projects 
often have no budget. There’s no set 
rate and owners usually feel that the 
money makes it worthwhile combined 
with the excitement. You may also 
want to determine the content of the 
film and consider whether it would 
potentially affect the value of your 
property. You might not want a mass 
murder filmed in your barn. 

Prepare for an invasion
Before the day comes, take a photo 
inventory of your property and assign 

values to objects that will be included 
in the shoot or moved by the crew. 
Special Victims Unit dropped a camera 
on our dining table and broke the 
slate top. Initially they refused to pay 
the inventory price, but eventually 
relented when they couldn’t find a less 
expensive replacement. 
 You should make plans to be in the 
vicinity of the shoot or have a repre-
sentative on site to make certain that 
contractual requirements are being 
met. If they go into overtime someone 
needs to be there to document the 
hours. Movie and TV crews are large. 
There might be 500 to a 1,000 people 
at a Mission Impossible shoot, but the 
40 that were at The Inn in Pine Plains 
are more typical for our area. They 
will occupy your property like an in-
vading army. You have to enforce the 
rules established in your contract like 
no smoking, no food or open drink 
cups, etc. And remember to do a 
walk-through with the location scout 
at the end of each day. Noisy appli-
ances can be turned off and you might 
want to turn the refrigerator back on 
for the night.

It may be Christmas in April or 
you may get a new silo 
The Inn at Pine Plains was trans-
formed with Christmas decorations 
and snow in April for the Christmas 
Camp shoot, which lasted two weeks. 

Patty Vincent, the innkeeper, de-
scribed it as “quite the experience. 
I don’t think I would do it again but I 
don’t have any complaints. There were 
40 of them and they worked 14-hour 
days. They took away my houseplants 
and put up Christmas trees.” Vincent 
even helped the production by con-
necting them to the Hammertown 
Barn for a scene and finding them 
a wishing well. The shoot lasted ten 
days and on Fridays the crew was 
gone by 6pm so weekend guests could 
check in. The snow and Christmas 
lights delighted them in April. 
 A Quiet Place, released in 2018, 
altered equestrian Mistover Farm in 
Pawling, NY, which is now for sale for 
$3,750,000, including the New York 
State qualified production facility 
that was built at the expense of the 
production company. The film created 

a stage in the horse arena and offices 
inside the stable. The crew also added 
a silo because the existing silo wasn’t 
facing the right way and doubled 
the size of the barn. In addition they 
found local farmers to raise 100 acres 
of corn needed for the movie.
 Wing Castle in Millbrook, NY, 
required very little transforma-
tion for its role in A Fairy Tale After 
All, which completed shooting in 
December 2019. To get an idea of 
what a location shoot is like at a castle 
go to https://www.youtube.com/
watch?v=xF9F9VmDs8c.

Cash and other benefits
In addition to quick cash, a loca-
tion shoot can add value to your real 
estate. All sites are tested for environ-
mental hazards, asbestos, mold, etc., 
and typically remediated at no cost 
to the owner. Or maybe your house 
needs a new coat of paint. Union 
scenic painters are skilled artisans and 
do excellent work. Locations work is 
work for the owner, but there is the 
satisfaction of seeing your property 
transformed on the big screen or 
streaming for your viewing pleasure.  
 Kevin Walsh’s father Joseph owned 
the house at 47 Delafield Street in 
Poughkeepsie, NY, featured in I Know 
This Much Is True. Watching it on the 
screen was “indeed a unique experi-
ence.” Freshly painted and renovated 
the house is now for sale. “For us it 
was a wonderful experience. It was the 
experience of a lifetime, something I’ll 
probably never do again.” •

Christine Bates is a registered real estate agent in 
New York and Connecticut with William Pitt 
Sotheby’s and has written monthly for Main Street 
Magazine since it’s first issue. 

Above: Inside the HBO shoot for the movie The Undoing filmed in Kingston, NY, and starring Nicole Kidman and Hugh Grant. The 
movie is available for streaming at the end of October. Photo courtesy of the Hudson Valley Film Commission. Below: Wing Castle in 
Millbrook, NY, was the location for A Fairy Tale After All. Photo by Christine Bates.
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C AT E R E R  +  P L A N N E R

MICRO

518.398.9500  |  YOUREVENT.US  | FARMERSWIFE.BIZ  |  PS@YOUREVENT.US  |  FOLLOW US: @YOUREVENT  +  @FARMERSWIFEANCRAMDALE

Our team has worked together during these months delivering professional and mindful weddings for couples and families 

that have their sights set on celebrating (anyway!). Our clients rely on us to provide an exceptional experience for 

their VIP guest list while meeting current safety guidelines. We have packages and a plan to personally create your day. 

We can also efficiently source options for venues, florals, photography, rentals, lighting and officiants. 

A shift in your wedding priorities 
need not come with all the compromise.

2 0 2 0  |  2 0 2 1

THANKS 
FOR

45  

GREAT 
YEARS

ON 
MAIN ST.

•  The original flyer heralding our opening on Main Street, Millerton in 1975!  •

obongbooks.com
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Hours: Tuesday - Saturday 10-5, Sunday 12-4  
5938 North Elm Ave.  •  Millerton, NY 12546 
t: 518.789.3848  •  f: 518.789.0234  •  www.northelmhome.com

Fall SALE going on now!

518.789.0252
52 Main Street, Millerton  

52main.com

BAR  •  TAPAS
RESTAURANT

Dine in  •  Take out  •  Curbside pick-up

Millerton Service Center
ASE Blue Seal of Excellence

Michael D. Lyman 
& Adam M. Lyman

Repairs & Service 
Used Car Sales

518-789-3462 • 518-789-3488 fax
52 South Center St. • Millerton, NY 12546

Holiday gift certificates available 
Remote car starters would be 
the ideal gift this winter!

(845) 518-0632 • DLopaneJr@gmail.com 
700 McGhee Hill Road, Millerton, NY

Call for free onsite estimates  
Licensed & insured  
30 years experience

EXCAVATION SERVICES
Backhoe & bulldozer 
Driveway installation & repair
GROUNDS MAINTENANCE
Monthly maintenance programs
Spring, fall & storm damage clean-up
SPECIALIZED STONE WORK
Patios • Walls • Walkways • Boulders
LANDSCAPING
Lawn renovation & installation
Large tree & shrub installation
Edging & mulching • Bed maintenance
Landscape construction
TREE INSTALLATION & REMOVAL
Large evergreens & decidious trees 
installed • Large fruit trees

Landscaping 
& Excavating

Domenick Lopane Jr. 

(518) 697-9865  •  margaretavenia@gmail.com  •  RealEstateColumbiaCounty.com

559 Hunt Rd., Hillsdale, NY. 240 acres, beautiful view / building sites, country estate 
or prime development property 2 hours from NYC. $3,500,000. 

Columbia County Real Estate Specialists
Licensed Real Estate Broker serving buyers and sellers in Columbia County, NY
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Taking the lead for music
By Griffin Cooper
griffin@mainstreetmag.com

Simply saying that music has deep 
roots in the Berkshires undermines 
the very way it has helped to shape 
the character of the communities 
nestled within. Music has flowed 
with the history of Western Mas-
sachusetts like the way the Housa-
tonic keeps time with the changing 
seasons in the Berkshire foothills. 
 Whether it’s Louis Armstrong 
trumpeting at the Music Inn or 
Janice Joplin opening the summer 
season of the Boston Symphony 
Orchestra before she went on to 
perform at Woodstock in 1969, 
generations of music lovers have 
hummed along with the symphonic 
sounds of the area in hopes to pass 
the legacy on to those who will 
come after. This rich tradition has 
also touched the heart of education 
in Berkshire County, which has be-
come a wellspring for youth-driven 
music initiatives. 
 In Sheffield, MA, the Berkshire 
Children’s Chorus has provided 
young people of all socioeconomic 
backgrounds access to the world of 
the arts for almost three decades. 
Today, on the 30th anniversary 
of the non-profit’s mission to give 
voice to area youth, and during 
a year fraught with adversity, the 
Children’s Chorus is once again 
taking the lead for the future of 
musical education in the Berkshires.

music

Rising above
For many aspiring vocalists, parents 
and educators in Berkshire County, 
The Berkshire Children’s Chorus 
plays a pivotal role within the com-
munity. Started in 1990 by Nancy 
Loder, a music teacher from Mount 
Everett Regional High School, who 
felt the children of the Berkshires 
needed more exposure to music and 
choral singing, the children’s chorus 
has worked fervently to not only 
offer premium choral education, 
but access to perspectives, opportu-
nities, and camaraderie that are dif-
ficult to find within the traditional  
musical education structure. 
 “We have always been driven by a 

Continued on next page …

provide a similar type of educational 
structure while allowing children to 
find their own musical niche. Be it 
classical, folk, or even multi-lingual. 
In fact, last year students performed 
in six different languages.” 
 As such, young people of all 
socioeconomic backgrounds enjoy 
an opportunity to access the world 
of musical discoveries, one of the 
defining features of the Berkshire 
region. Since the beginning, the 
Board of the Chorus has been 
dedicated to welcoming all inter-
ested children, regardless of their 
family’s ability to pay. To make this 
possible, the Board seeks com-
munity donations that allow them 
to keep tuition affordable and 
offer scholarships to all families 
that demonstrate need. According 
to the organization, the increas-
ing foreign-born population and 
growth in communities of color are 
trends that require renewed atten-
tion to cultural competence and the 
relevance of extracurricular services 
to help integrate underserved and 
minority populations. 
 Growing income disparities, 
particularly between year-round and 
seasonal residents, the growth in the 

All images depict-
ed show the Berk-
shire Children’s 
Chorus from their 
2019 season. Pho-
tos: Kari Giordano, 
Sundae Design and 
Photography www.
sundaegraphics.
com/.

in the Berkshires

desire to present 
music education 
in a new and 
engaging way,” 
says Natalia 
Smirnova, who 
is presiding over 
her second term 
as the president 
of the Berk-
shire Children’s 
Chorus Board 
of Trustees, and 
whose daugh-
ter sang in the 
chorus for four 
years. “We 
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music

percentage of the senior population, 
and the geographical dispersion of 
rural sub-populations are demo-
graphic trends that also necessitate 
unique responses to engagement in 
the arts. That cultural investment 
in the arts has helped the Berkshire 
Children’s Chorus expose area 
youth to a wider culture of music 
steeped in Berkshire history. “Our 
main priority is to allow students 
time to invest in their musical 
interests and ambitions,” Smirnova 
says. “All while learning to adopt 
the discipline of listening to music, 
hearing style and timbre, and most 
importantly, engaging with each 
other’s differences.” 
 It has been those transcendent 
principles that have made the Berk-
shire Children’s Chorus a bedrock 
community organization for bud-
ding artists and families for years – 
until 2020.

A fateful year and an encore 
performance
As a prominent member of the 
community for the last 30 years 
with students from Connecticut, 
New York, and Massachusetts in 
grades one through 12 participating 
in making choral music, perform-
ing in various towns’ venues, and 
providing opportunities for children 
to form mentoring relationships 
and life-long friendships, the shock 
of the COVID-19 pandemic struck 
a particularly painful chord for the 
Berkshire Children’s Chorus. 
 In March of this year, in the 
midst of wide-reaching lockdowns, 
the chorus was forced to meet 
online, and the normal fundraising 
and performing calendar – which 
allows the chorus to cover costs as 
they arise – was wiped out. Perhaps 

food and small business, leading the 
development of food and bever-
age programs for Irving Farm, the 
International Women’s Club, The 
Wing, and others. Dillon relayed 
her time with the chorus and how 
she learned to be OK with being 
vulnerable, managing a team, and 
finding the strength to find and 
maintain her voice.
 “There are several life lessons 
music and choral singing can teach 
us,” Smirnova says. “In particular, 
learning how to present yourself 
in a way that allows you to project 
confidence, for young girls this is 
especially important.”
 As artistic organizations and 
small businesses throughout our 
area fight off the hopelessness of 
the challenging times the pandemic 
has wrought, the Board of Trustees 
of the Berkshire Children’s Chorus 
is somewhat miraculously looking 
ahead with optimism.
 “If nothing else, 2020 has been 
a time of reflection for many of 
us,” says Smirnova. “After three 
decades of community engagement, 
we have a lot to reflect upon. We 
are welcoming the opportunity to 
explore new ways to fulfill our mis-
sion, while at the same time looking 
forward with so much anticipation 
to the time when singing together 
will again be possible.” •

Please consider donating to the Berkshire 
Children’s Chorus to keep musical educa-
tion alive in the Berkshires by visiting 
www.berkshirechildrenschorus.org/donate.

most devastatingly, because singing 
has been shown to allow high rates 
of transmission of coronavirus, cho-
ral singing will likely not be allowed 
for at least another six months. So, 
the 2020-2021 singing season was 
cancelled.
 Despite the crippling effects of 
both a lack of music, and of crucial 
funds necessary for continuing the 
all-inclusive program, the Board 
of the Berkshire Children’s Cho-
rus steadied their resolve. “Choral 
singing has been one of the most 
tightly-restricted activities during 
the pandemic because of the nature 
of singing and the proximity of 
the children,” she says. “Still, I felt 
I needed to hang on as president 
despite the incredible challenges 
presented by the pandemic.” 
 Like the steely vocal chords of the 
young singers themselves, the Berk-
shire Children’s Chorus has decided 
to adapt rather than be silenced. 
This reimagining has taken form in 
the Take the Lead! program, which 
began in the Spring.
 Take the Lead! is a series of 
online events for both choristers 
and their families featuring guest 
speakers who have graduated from 
the Berkshire Children’s Chorus. 
One such esteemed guest speaker, 
Dani Dillon, sang with Berkshire 
Children’s Chorus between 2005 
and 2008. Dillon has since built an 
impressive career in the world of 
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By Dominique DeVito
info@mainstreetmag.com

A story about beer labels seems almost 
silly and superficial in this crazy year. 
Surely there must be other things to 
think about? And surely there are. 
 Lots of other things to think about. 
 But a story about beer labels can 
reinforce the best kind of story there 
is at this challenging time when it’s a 
story about Chatham Brewing’s labels. 
Why? Because the labels are just one 
of the ways Chatham has stayed true 
to its local roots, to its investment in 
its community, and to its brand as a 
source of good beer and good times – 
and what’s better than that?

In the alley
It all started nearly 20 years ago, when 
the brewery was born in a garage 
down an alley along Main Street in 
Chatham, NY. It was the realized 
dream of Tom Crowell and Jake Cun-
ningham, a couple of beer lovers who 
were introduced through their wives. 
As they slowly expanded, they were 

drink design

approached by home brewer Matt 
Perry, and it wasn’t long before he 
took their production to another level. 
 Customers could stop in for a draft 
on odd hours on the weekend, but 
they wanted growlers, too. And the 
beer had to be put in kegs. A logo was 
designed that took its inspiration from 
Chatham’s history as a train depot 
town – a crossroads. They added hops 
fronds, the letters C and B on either 
side, and “Chatham Brewing Cha-
tham, NY” to form a circle around 
the image. Classic and clear.

A look and feel
Jordan Wolfe was also involved from 
the beginning. He’s their designer, and 
is a high school friend of Matt, now 
the head brewmaster. “They needed 
keg collars first,” Jordan told me when 
I asked about how he got started cre-
ating what is now an iconic look and 
feel for Chatham’s very popular beers. 
 “Then growlers,” he continued, 
“then bottling. It was a collaborative 
process from the beginning,” he said. 
“In fact,” he joked, “I’d love to give 
you a story about finding some deep 
inspiration for the design process, but 
it’s actually very nuts and bolts. Tom, 
Matt, and Jamie [Pilkington, Cha-
tham’s marketing guru] come up with 

Continued on next page …

Getting it on at Chatham Brewing
…the labels, that  is!

the names for the styles, and then they 
kick it over to me. I come up with 
several concepts, and we go back and 
forth til we all agree.”
 “I’m a child of the 80s,” he offered 
with a hint of pride, “and I incorpo-
rate that into the look. For example,” 
he explained, “the Trop Hop label is 
‘Miami Vice’ from the 80s, with palm 
trees against a magenta sunset.” 
 There’s a swagger to the label, 
like it’s beckoning you to partake. 
The description “a luscious lupine 
experience,” lets you know it’s hoppy, 
alright, but the logo splashing out on 
a slice of grapefruit tells you it’s fruity, 
too. “One of my favorite designs is 
the label for Bock & Bock,” Jordan 
explained, “which is essentially an 
homage to the cheesy cop shows from 
the 1980s, compete with hot rods and 
explosions – and the detectives have 
goat heads.” (‘Bock’ means goat in 
German). 

No regrets
These guys have fun with things, and 
it’s obvious. One of their perennial 
beers is Czech’rd Past, a Czech-style 
pilsner whose label features a dark-
haired bad-ass woman with bright 
red lips who’s blowing the smoke off 
a just-fired pistol. The description 

of the beer says, “From behind the 
iron curtain comes our Czech’rd Past. 
We’re not ashamed and have nothing 
to hide. No regrets with this classic 
Bohemian Pilsner. Served cold like 
revenge, it cuts to the chase. It’s the 
choice to make when you can’t afford 
any more mistakes in life.” Who 
wouldn’t want to try these beers?
 When I talked to Tom Crowell 
about the labels and the company’s 
positioning in a very crowded craft 
beer marketplace, he acknowledged 
the competition and said, “We strive 
for a consistency of recognizability 
with our labels and our brand. The 
logo is always prominent. And we 
owe it to the consumer to make it 
clear what the style of the beer is and 
who made it. We want the design to 
complement the name and style.”

Variations on a theme
Tom talked about the labels for 
variations on a particular style, one 
of which is what they refer to as the 
“storm series.” The beers are Clip-
pah, Nor’Easter, and Bombogenesis. 
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All are double IPAs. “They all feature 
a stylized radar map of a storm,” he 
said, “and they play off each other.” It 
turns out Matt is a huge fan of storm 
systems, which is how the names 
originated. There are variations on 
variations, too, which is always a fun 
and flavorful thing. For summer, 
Chatham Brewing released a Mango 
Bombogenesis, which incorporated 
a mango’s colors of orange and green 
into the storm circles, and had images 
of swirling mangos, too.
 The Ocktoberfest, a very popular 
seasonal beer, is another of Tom’s fa-
vorite labels. “It’s a Bavarian beer hall 
beer,” he said, “and the label definitely 
evokes what’s inside.” It features a 
colorful Bavarian harlequin pattern 
and a German-style coat of arms. “I 
like Hop Crop, too,” Tom noted, “for 
its evocation of grassiness, which is 
the nice green taste that that beer is all 
about.”
 The message is enjoyment, for sure, 
but Jordan made clear that there is a 
necessary groundwork for the label 
design. All of the labels must include 
the logo, the name, and the style of 
the beer clearly stated on the front. 
“I like that in a wine store the wines 
are separated by their styles,” Jordan 
noted. “Beers tend to be grouped by 
brewery,” he added, which means 
you’ve got to jump around quite a bit 
to compare IPAs, for example. If the 

drink design

customer has to look too closely at the 
can to even determine the style, you 
may lose him or her. 

Grounded in local
Jordan is a beer lover like everyone at 
Chatham Brewing, and he’s quick to 
point out that while a label is a selling 
point, the product itself is what peo-
ple come back for. “Chatham Brewing 
makes great beer,” he said, “but I 
know it’s competitive and I do check 
out what others are doing in the mar-
ketplace. What’s important to all of 
us is staying relevant,” he noted. “We 
may not be the most contemporary, 
but we have a style.” Tom described it 
as “approachable mainstream.”
 Mainstream, Main Street, Cha-
thamites making Chatham beers, 
making them well and making them 
relevant. For its 10-year anniversary 
in 2018, Chatham had coasters and 
other promotional products printed 
with a 10 featuring the logo as the 
“0,” and proclaimed, “It’s not just lo-
cal, it’s personal.”
 “We look around at what’s hap-
pening in town and in our area,” 
Tom added, “and we play with that 

sometimes. We came out with a beer 
called On Track this summer, and the 
label featured the graffiti artwork on 
a train car that’s parked near the Blue 
Seal store just outside of town. For the 
sesquicentennial of Chatham, we did 
a celebration beer featuring a Roger 
Mason painting of the iconic Cha-
tham clocktower,” Tom continued. 
“And we’re doing one called Taconic 
State of Mind that will have that 
sculpture of the big white head that 
you see when you’re driving north on 
the Taconic.” •

Follow Chatham Brewing on Instagram and 
Facebook to keep up with their delicious 
selection of beers and scintillating label 
designs. Visit them at the brewery on Main 
Street, and look for their beers in stores 
throughout the state (and beyond). The 
brewery has done an amazing job of staying 
open and staying focused on safety through-
out the pandemic, always with an eye on 
bringing great beer and a sense of solidarity 
to the community. Chatham Brewing is at 
59 Main Street in Chatham. www.chath-
ambrewing.com. 

Images in this article 
depict an assort-
ment of Chatham 
Brewing’s products 
and their labels, 
designed by the 
guys at Chatham 
Brewing. Drink local! 
The two images 
above depict the flat 
artwork for Bock & 
Bock and Trop Hop. 
All images courtesy 
of Chatham Brew-
ing.
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By Mary B. O’Neill, Ph.D.
info@mainstreetmag.com

When examining the history of prob-
lem solving, how did we ever develop 
a paradigm of using linear, sequential 
steps in a method? Why do we think 
there has to be one right answer and 
creating solutions that are detached 
from the very people that they should 
benefit? When we step back for a 
moment, we see that life’s problems 
seldom follow one straight line, there 
are multiple solutions to a single 
problem, and if we’re not solving for 
those with the problem, then we’re 
not really solving anything.

Human-center design
Human-centered design is a mindset 
that has grown out of earlier theories 
of design thinking, an approach to 
solving what German design theorist 
Horst Rittel called “wicked prob-
lems.” These are the problems that 
are nebulous, always in flux, rely on 
interdependent factors, and require a 
deep understanding of stakeholders.   
 The global design company IDEO, 
whose mission is to create a positive 
impact through design, popularized 
and expanded human-centered design 
from products and services to social 
problems. IDEO’s Tim Brown defines 
human-centered design as “a process 
that starts with the people you’re 
designing for and ends with new 
solutions that are purpose-built to suit 
their needs. Human-centered design is 
about cultivating deep empathy with 
the people you’re designing for.”
 This emphasis on empathy requires 
seeing the issue from the vantage of 
another person, understanding where 
their “pain points” are – those places 
they experience difficulty and friction 
with the process, product, or societal 
interaction. It’s at the pain point that 
the individual or group doesn’t feel 
adequately served and consequently 
dissatisfied and alienated. And therein 
lies the problem to solve.

You can be a 
problem-solving 
Picasso!
While IDEO has 
built its reputation on 
human-centered de-
sign, it has also created 
resources and partner-
ships so that anyone 
can learn the mindset 
and process and apply 
it in their own lives 
and work.
 One critical pre-
requisite of human-
centered design and 
of creating empathy 

human-centered

SOLVING PROBLEMS STARTS WITH EMPATHY

no dismissive eye rolls, and lots of 
creativity. All ideas are valid and even 
off-the-wall ideas might spur one 
that’s creative while being feasible 
from the critical perspectives of exist-
ing technology and financial limits.

• Implementation: At this point, 
you test, fail, test again, tinker, test 
again – and again. You get the picture. 
This is where the iterative nature of 
human-centered design comes in. It’s 
here that you build rough prototypes, 
recharge that empathy chip, go back 
to the person or group you’re solv-
ing for, listen actively and impartially 
to feedback, and incorporate those 
comments into the design for a final 
product or process.

Trust in the process
Because of the fluid nature of human-
centered design, it may feel disorient-
ing. We may not be used to stepping 
outside our view of a problem, it may 
feel disorderly and untethered when 
compared linear process we can check 
off as we go along. That’s okay.
 Once you get used to falling back 
into that design space, you’ll real-
ize the process will catch you and 
hold you up, as it lifts up the people 
you’re serving. This is an underlying 
foundation of human-centered design 
– the notion of service to another. 

The method not only creatively solves 
problems but bolsters service to oth-
ers through our work – even if it’s 
creating a better product to bring to 
market. The process augments a sense 
of purpose, promotes engagement 
with the world around us, and helps 
us see our interests tied to the interests 
of others.

Tackling larger questions
Human-centered design emphasizes 
our shared humanity in the problem-
solving process. It creates a better 
solution that truly answers the unique 
needs of the people involved. And by 
relying on empathy and creativity it 
cultivates our better selves. It answers 
a larger human-centered design ques-
tion, “How can we increase meaning-
ful engagement with those around us 
and see ourselves as part of the solu-
tion to our common problems?” •

For more information on human-centered 
design, visit IDEO and its network of 
resources at www.ideo.com. Want to take 
human-centered design for a test drive? Try 
this starter kit: https://dschool.stanford.edu/
resources/dschool-starter-kit

Photo: istockphoto.com contributor dorian2013

is what IDEO’s founder David Kelly 
calls “creative confidence.” This is 
the belief that everyone is creative 
when you define creativity as a way of 
understanding the world – not your 
talent with a paintbrush.
 Armed with the confidence that 
we each have the tools to solve the 
problems we see, we too can become 
human-centered designers. Now, all 
we need is the method.
 Human-centered design has three 
broad stages that loop, intersect, fold 
back upon each other, and iterate. 
These stages are:

• Inspiration: This is where empa-
thy starts. In this phase, you get to 
know the people you’re serving and 
understand their needs, desires, and 
fears. You listen to a diversity of voices 
about the same problem. This creates 
comprehension of the pain points and 
what’s not working for them or could 
work better. In this phase, a clear 
statement of the problem is necessary. 
While it can’t be overly restrictive, it 
can’t be too vague either. The question 
often begins with “How can we…?”

• Ideation: Armed with a clear state-
ment of the problem, it’s here that 
you blow the doors off idea genera-
tion. It’s brainstorming on steroids 
with no limits, no blinders, no silos, 

Human-centered design



30  MAIN STREET MAGAZINE

Madsen Overhead Doors offers numerous door options to fit any budget! 
Residential, Commercial & Industrial Doors, Electric Operators, 

Radio Controls, Sales & Service.

673 Route 203, Spencertown, NY 12165 
Phone (518) 392 3883 | Fax (518) 392 3887 

info@madsenoverheaddoors.com 
www.MadsenOverheadDoors.com

Fast, friendly service since 1954

MADSEN
OVERHEAD DOORS

MADSEN
OVERHEAD DOORS

Accepting
only the  

EXCEPTIONAL.
www.harney.com

MotorworksThe

518.789.7800
23 South Center Street, Millerton, NY

www.TheMotorworks.biz

Foreign, Domestic & Vintage Service
NY State Inspection Station

Catering to the needs of the 
well-loved pet since 1993

Hours: Monday-Friday 9-5:30, Saturday 9-4
333 Main Street, Lakeville, CT  •  Phone: 860-435-8833

Curbside pick-up available!
Super premium pet foods • Raw diets • Quality toys, 

treats & accessories for your dog & cat 
– many made in USA

Lightning Protection!

518-789-4603
845-373-8309www.alrci.com



MAIN STREET MAGAZINE  31

By Griffin Cooper
griffin@mainstreetmag.com

When it comes to the homes that 
define our lives, those that house the 
families who bond us eternally to the 
landscape as well as the spaces that we 
occupy every day, art can be defined 
by both the creation of structure as 
well as the recreation of character. 
 For architect John Allee, principal 
architect at Allee Architecture + De-
sign (AA+D), it is that linear move-
ment that connects us all with the 
elements of design. After earning his 
Master’s Degree in Architecture from 
the University of Texas, Allee spent 
years in the mecca of architectural de-
sign, gaining extensive experience on 
residential as well as mid-sized institu-
tional projects in Manhattan. During 
his tenure at Tod Williams Billie 
Tsein Architects, John was involved 
in the Cranbrook School Natatorium 
(Michigan) and the Folk-Art Museum 
(New York). At Polshek Partnership 
he primarily worked on the expansion 
and renovation of the New York Hall 
of Science as well as the master plan 
for the Bronx Botanical Gardens.
 Since its inception in 2002, AA+D 
(based in Millerton, NY, also with 
an office in Martha’s Vineyard), has 
completed over 200 residential and 
commercial projects and continues to 
have a strong portfolio of work. John’s 
centralized focus revolves around a 
holistic approach to the practice of 
architecture and thoughtful collabora-

tion with clients. His expertise ranges 
from concept design to construction 
management, and is currently provid-
ing services in the Hudson Valley, 
Northwestern Connecticut, and on 
Martha’s Vineyard being licensed in 
NY, CT, MA, NJ, and CO. Despite 
the breadth of his expertise, Allee 
maintains a personal connection with 
style, struggle, and a landscape that 
informs conceptual evolution.

How did you find your way into 
the architectural field? Have you 
been something of a designer 
your whole life?
I studied at the University of Texas 
Austin where I earned my Masters in 
Architecture. After which, I of course 
found myself in New York City where 
architectural design seems geographi-
cally inherent, and is also where I 
happened to grow up. My parents 
owned a home locally and I ended 
up spending a lot of time in this area, 
eventually I fell in love with this land-
scape ironically for many of the same 
reasons designers fall in love with the 
big city. The landscape informs the 
local architecture in much the same 
way New York’s skyscrapers define the 
city’s monumental character. 
 After college, I lived in the area 
while I worked in construction and 
made small furniture. I remember 
being on the job site in the middle of 
winter and trying to pull an old nail 
out of a beam with a catspaw and, as 
often happens, the hard metal came 
down on my finger. It was then I de-
cided that my design ambitions were 
better focused on the conceptual art 
– which I have found still drives my 
passion today. After briefly working 
as a currency trader in Norfolk, CT, 
while attending grad school in 1994, 
I finally resolved my commitment not 
only to the architectural field, but to 
finding my design niche from within.

architecture

It is well known that any career 
field where intuition and design 
are fundamental can be exhaus-
tive and challenging. How did 
you find yourself in this space? 
Did anything change the way 
you felt about your designing 
ambitions?
You know, growing up everyone in 
my life told me I was going to be an 
architect. Somehow, intuitively, that 
gave me a certain level of confidence 
needed in such a competitive field. I 
think my design philosophy helped to 
guide me as well. I have always won-
dered if I should have been a struc-
tural engineer as well as an architect. 
Growing up and even today, despite 
the creative field I work in, I have 
maintained something of a logical 
mind – a vertical way of thinking if 
you will. Undoubtedly, the nature of 
architectural design functions in the 
opposite direction of logic in many 
ways. These struggles stem from one 
common truth in architecture as well 

Form, function, and the spaces we occupy:
John Allee and the designer's life

The work of John 
Allee (below, left, 
photo by Olivia Val-
entine) of Allee Ar-
chitecture + Design 
is shown throughout 
this article. All im-
ages are courtesy of 
John Allee. 

Continued on next page …
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We treat the entire family: small children, teenagers, adults, 
and older patients. Our goals are simple - to make everyone smile.

Offering a full range of dental services including:
periodic dental exams • cleaning & whitening 
bridges & crowns • dental implants & veneers

244 Route 308 • Rhinebeck, NY 12572
RhinebeckDentalCare.com • 845.876.2511

demitasse.
We have a/c.

New Products. 
New Store.
New York.

demitasseny.com
32 Main Street, Millerton, NY

Vote Blue.

Valentine Monument 
Works
Cemetery Monuments • On-Site Lettering 
Bronze Veterans’ Plaques • Pet Markers 
Cleaning & Repairs

Bruce Valentine, owner • Tel: 518-789-9497 
ValentineMonument@hotmail.com 
Park Avenue & Main Street, Millerton

Since 1875

First generation, Richard L. Valentine 1851-1903 (top)
Second generation, Oliver W. Valentine 1899-1960 (bottom)
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NEW Farm Store
At Ronnybrook

Open 7 Days a Week

(518)398-6455
310 Prospect Hill Rd.
Pine Plains, NY 12567

19 Main Street   P.O. Box 254   Salisbury, CT 06068
email: wine@salisburywines.com

phone: 860.435.1414   fax: 860.435.1401

19 Main Street   P.O. Box 254   Salisbury, CT 06068
email: wine@salisburywines.com

phone: 860.435.1414   fax: 860.435.1401

Wine, Spirits, Beer 

Tastings/Classes

Open Monday through Saturday 11 to 7 

Closed Sunday

(860) 435-1414 • 19 Main Street, Salisbury, CT
www.salisburywines.com

Wine • Spirits • Beer • Tastings 
Classes • Spiegelau glassware • Delivery & more

Open Monday 7 days a week • Call for holiday hours

We wish all 
of our customers 
and friends a 

happy and healthy 
holiday season!
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Continued on next page …

as design – there is no right answer. 
There are good answers, there are bet-
ter answers, but there is no absolute 
solution to creative design. The artis-
tic space in between is where logic and 
creativity meet. In this way, there is 
always a struggle between the absolute 
nature of numbers and the spiritual 
lawlessness of artistic character. 

How do you find a medium 
between function and design?
I think it exists simply within the 
function of any project. As an archi-
tect I develop concepts based on a 
“wishlist” that we develop with the 
client. We call that list a program. The 
program identifies the “problem” that 
our design needs to solve. 
 In practice, it is making concepts a 
reality, which is the really special part 
of any kind of art form. When people 
think of structural engineers, they 
mostly think of large-scale endeavors 
like bridges and skyscrapers and when 
I worked for large firms in the city, I 
had fun being a part of those kinds of 
projects. We worked on a renovation 
and an addition to the New York Hall 
of Science during my time in Man-
hattan, which was a really inspiring 
endeavor. Despite the competitive 
nature of the field, especially in New 
York, I loved everything about that 
job and the team I worked with. It 
was one of those projects that really 
tested the marriage of form and func-
tion, it was a challenge whose dif-
ficulty inspired my ambitions. Having 
a small group of people, driven by the 

same passion to mold visual concep-
tion into a physical reality, it was an 
eye-opening experience.

You mentioned you had always 
wanted to find your way back to 
the area since childhood. How 
did you eventually come to call 
this area home?
Between having my first child, want-
ing to start a family of my own, and 
of course 9/11 to some degree, it just 
felt like time to reinvent myself away 
from the city. Like most of the folks 
who live here, the landscape and the 
history of this area can be a natural 
conduit for inspiration. 
 I had taken a job on the coast of 
Connecticut around that time and 
though that firm didn’t really inspire 
me, I knew the track that would 
eventually lead to a firm of my own 
needed to travel a certain way and 
take a certain amount of time before 
I could really establish myself. There’s 
a lot that goes into making this career 
a reality, similar to the projects we 
design.
 The romantic notion that every 
architect is sitting down with a car-
penter’s pencil and sketching out each 
idea that eventually comes to life is 
simply not a reality. Like any job, you 
must begin somewhere and for the 
architect that usually means program-
ming designs for things like toilets 
and other small-scale pieces. Still, at 
any level of this craft, I have found 
moments of excitement and what I 
might call the epiphany of design, and 

to make the loading dock in the back 
of the building function. I remember 
all of the senior designers above me 
simply punting on this thing. It was 
to the point where everyone had kind 
of given up thinking about it because 
of the space and difficulty of the 
design that was required to allow for 
trucks to get in and unload. When I 
finally figured it out, I felt like I had 
just gotten my first base hit in little 
league. The design wasn’t sexy by any 
means, but I had combined function 
with concept to create a physical, us-
able structure, that’s what makes any 
artist inspired. 

What would you call your style 
today? Is it a product of what 
you took from your time with 
large firms or have you devel-
oped something wholly unique?
I would say my style is theoretically 
modern and that was something I 
cultivated during my time discover-
ing the field in graduate school. There 
are local architects that specialize in 
designs that are more traditional and 
that’s great for the area and there are 
formulas for that kind of style. 
 What I learned during my time 
both in school as well as in the field 
ultimately comes back the balance 
of vertical and lateral thinking, 
form versus function, answers versus 
concept. I attempt to think of things 

the excitement of 
bringing concepts 
to life. 
 In the New 
York Hall of 
Science, I was 
responsible 
mostly for stairs, 
elevators, and a 
few other odds 
and ends. My 
moment, in the 
midst of this 
seemingly tedious 
grind, came when 
I figured out how 
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conceptually that might have noth-
ing to do with the building at all. In 
one of the first classes I ever attended 
in graduate school, I was fortunate 
enough to have a professor who 
taught me how to properly visualize 
projects. Basically, you can design a 
project around what you like visually 
or stylistically, but a project that has 
integrity achieves another level – you 
almost create your own metaphor for 
it. Establishing your own vision, one 
that holds its idea through integrity, 
helps you make decisions and that’s 
the hardest aspect of architecture – 
making decisions. Having a strong 
concept opens the door to the rest of 
the project and it’s so rare. 

Have you found yourself build-
ing out a project from one elu-
sive concept? How does being 
in this area help that process?
Some yes, but I would like to do more 
obviously. When it comes to houses, 
finding a metaphor or an abstract 
concept is a little harder to achieve. 
Sometimes I’ll have my own internal 
metaphor for a project that stays with 
me in secret and comes to fruition 
from completely within myself. Again, 
the landscape of the Hudson Valley 
and of Northwestern Connecticut 
feeds my inspiration. A nice piece of 
property can inspire all sorts of things, 
for example I can visualize reading 
a book underneath a maple tree and 
from that comes the idea of shade. 
Shade can be visualized by a roof and 
thus the roof becomes the focal point 
from which I establish the rest of the 

design. If I can grasp onto one design 
element and work from that concept, 
the project becomes a more lateral 
process and ultimately a better overall 
experience. 
 Where I was, living and working in 
that sphere, I could have stayed there 
and worked on large-scale projects 
and learned a lot while doing so. But 
truthfully, you learn from every proj-
ect and with new materials and new 
technology coming every year, you 
must continue to learn and evolve. 
I think every designer, whether it’s 
architecture or otherwise, comes to a 
point where they arrive at a crossroad. 
Do we want to be self-contained and 
settled in the style we have estab-
lished? Or do we want to grow out 
into a larger entity.
 I would like to leave a legacy that 
represents something beyond simply 
myself or my style. I love this area 
for its character, history, and what it 
represents to the rest of the world as 
a cultural institution. Renovating the 
auditorium at the Hotchkiss School 
for example was a project that allowed 
my concepts to become a part of the 
fabric of this community and that’s 
the kind of legacy I want to leave. 
 Truthfully, it matters less to me 
that I subscribe to a specific style each 
time, I just want to do things that are 
interesting. 

Do you see any stylistic trends 
happening locally? What would 
you like to see from AA+D mov-
ing forward?
It’s interesting because I sometimes 
refer to our area as the dwelling of 
America. Especially now, more and 
more folks are finding respite or 
settling permanently in our area and 
though when we think of homes in 
our area, we may visualize a certain 
aesthetic, it’s important to remember 
that modern is not a dirty word. 
 There are some incredibly rustic 
homes in our area that have mod-
ern elements. Wanting something 
traditional in concept does not mean 
an inherent need to abandon the con-
cepts of open space and light. This is 

the perfect landscape, and possibly the 
perfect time, to marry colonial and 
modern concepts. 
 At the end of the day, the great-
est joy comes from collaboration and 
that is one of the hallmarks of our 
community. Working with homeown-
ers, builders, and suppliers is what is 
most crucial to the design process. In 
ancient Egypt, because of the scale 
and spiritual importance of the Great 
Pyramids, the architect was considered 
a deity – so that set us up for failure 
pretty early on. The master builder 
concept lasted all the way through to 
the 19th century. 
 Thankfully, today the collabora-
tive effort has become the standard in 
both design and construction. I really 
love working with clients and build-
ers, and that is what I visualize most 
moving forward. Whether it’s a house 
or an institution, the space we occupy 
will forever occupy and represent 
pieces of who we are as individuals 
and communities. •

To learn more about John Allee and Allee 
Architecture + Design, you can call (860) 
435-0640 or visit them online at www.
alleedesign.com.
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Generator Sales • Service • Installation • We service all brands of generators

Call for a free estimate 
today… (518) 398-0810
40 Myrtle Avenue,  Pine Plains, NY    
bcigenerator@gmail.com • bcigenerator.com

WHENEVER THERE’S AN OUTAGE, YOUR  
KOHLER® GENERATOR KEEPS YOUR LIGHTS ON, 
YOUR FRIDGE COLD AND YOUR HOUSE COZY. 

Call for a free estimate today....
518.398.0810

www.berlinghoffelectric.com

Generator 
Sales • Service • Warranty* Monitoring Software - Get alerts 

and manage your generator from 
any where through computer or 
smart phone application

* * Monitoring Software – Get alerts and manage your 
generator from anywhere through computer or smart 
phone application

Contractors please call for special trade pricing
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(518) 325-6700   herringtonfuels.com

9018 state route 22, hillsdale • servicing taconic hills Area

•  heating oil

•  Propane

•  heat/Ac systems 

•  Diesel

•  Kerosene

•  24/7 emergency

•  service/repair

A very special recipe for an enchanting home. Take the flavor of Chateau 
de Chenonceau, add a cup of Zen, fold in a treehouse feeling and VOILA’! 
Welcome to this 3 BR, 3 BA, 2500+ sf home on 5 acres. Main level master en-
suite with meditation room. Wrap around deck, outdoor pizza oven, hot tub. 
Waterfall and walking trails. All this within 15 minutes to Hudson, NY, and 2 

hours from NYC. Offered at $1.1m.

COPAKE LAKE REALTY CORP.

Lindsay LeBrecht, Lic. Real Estate Broker  |  Copake Lake Realty Corp.  
290 Birch Hill Road, Craryville, NY  |  (518) 325-9741  

2602 Route 23, Hillsdale, NY  |  (518) 325-3921  |  www.copakelakerealty.com
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By Ian Strever
info@mainstreetmag.com

The other day, I reached the end of 
Netflix. The credits rolled to an end 
on the last episode of Fuller House, 
and the screen just went blank with 
that old-timey static that I used to 
wake up to after Letterman. I tried 
going back to the home screen, but 
it wouldn’t work. Not even a single 
episode of The Office. 
 I brushed aside the Tostitos and 
shook the remote. Nothing. I felt 
lost, betrayed. Anyone who grew up 
playing Mike Tyson’s Punchout on 
Nintendo will know the empti-
ness of suddenly and unexpectedly 
reaching the end of a great quest, 
only to have life lose its purpose. 
Homer never wrote a sequel to The 
Odyssey.

I want an experience!
What now? Left with only Ama-
zon Prime and three cans of Pepsi, 
I could begin a new adventure. 
There’s always Hulu and – god for-
bid – HBO Now. I thought about 
the last six months, force-feeding 
myself one show after another, chas-
ing that high that can only come 
from watching a season of The 
Sopranos over the course of a rainy 
March weekend. Half of the time, I 
would be on my phone, responding 
to emails and idly flitting through 
Twitter posts in hopes that politi-
cal drama would be less interesting 
than what I was watching. I felt 
gross. What I wanted was an experi-
ence.
 There used to be places we would 
go when we wanted to immerse 
ourselves in an experience. Places 
that demanded we put our phones 
away. Places that demanded shoes. 
Since they opened in the late 19th 
century, movie theaters have been 
oases for escaping the tedium of 
our mundane existences, and if the 
hallmark of tedium is repetition, no 
time has been more tedious than 
the present. But with theaters closed 

because of the pandemic, we have 
one less option for escapism. Nearly 
all of the events that mark the pass-
ing of seasons and time have been 
suspended or, worse, translated into 
Zoom, making it entirely possible 
to forget what day of the week it is.

Make an event out of it
Remember that time we saw 
Coldplay in concert? That time we 
watched Skyfall after eating at the 
tapas place? Probably. However 
unremarkable they may have been, 
these were events. Happenings. 
Name the last three movies you 
watched at home, I dare you.
 But happenings don’t just hap-
pen. They require planning and a 
certain amount of risk. Plans do 
fall through. I decided I had to 
try something. The end of Netflix 
presented an opportunity to try 
something different, and to make 
an event out of it. 

Escapist cinema…
The ultimate escapist cinema in the 
modern world is foreign film. Some 
will argue that sci-fi and fantasy 
transport us more fully to other 
worlds, but more often than not 
now, I feel like I’m watching a com-
puter game, nostalgic for the quaint 
trickery of George Lucas’s modeling 
and the three-dimensionality of real 
actors interacting with real environ-
ments. I want the Basque country, a 
small Irish village, a forgotten barrio 
of Buenos Aires.  
 I love foreign film, but outside of 
new Almodovar flics and infrequent 
recommendations from my cine-
philic friends, I rely on independent 
theaters to curate my viewing. And 

film

Big night out

Continued on next page …

Above: Sometimes 
just a movie poster 
alone is enough to 
sell us on the expe-
rience of theater-
going. Poster de-
sign by Le Cercle 
Noir. Image source 
impawards.com.
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 This film is so French, I’m sur-
prised they weren’t wearing berets 
and smoking from cigarette holders. 
Case in point: it opens with Sibyl 
and a friend bemoaning the state of 
modern literature and the existential 
angst of her career change. Were 
I a film critic, I would probably 
launch into a philippic against the 
predictable characters (which maybe 
I just did), but I preferred the role 
of tourist, transported to a different 
country and a different life through 
the vehicle of this Cannes-nominat-
ed film. 

The cinema experience – from 
my couch?
Mostly, though, I attempted to 
transport myself to a movie theater. 
I made the popcorn, bought some 
Coke, and dimmed the lights in the 
living room before logging onto the 
Moviehouse’s website to pay for and 
download the film. I would have 
72 hours to view it, but perhaps 
my best move was simply using my 
phone for the transaction. With the 
movie streaming to my phone and 
relayed to the larger screen through 
my Apple TV, any use of my phone 
might disrupt the stream, so I was 
loath to check it for any reason. I 
was locked in like I haven’t been for 
any of my pandemic viewings.
 A few years ago, I had the op-

portunity to check out the pro-
jection booth at the Moviehouse 
with the late Robert Sadlon. I have 
always been fascinated about how 
everything gets made, and I was 
giddy throughout the time he was 
showing me around. The modern 
projector costs $15-20,0000, and 
the films are distributed digitally to 
cinemas via the internet. Projecting 
film on the big screen with adequate 
clarity and saturation requires 
expensive bulbs and powerful fans 
to cool the unit, resulting in the 
modern projector that more closely 
resembles a jet engine than a vertical 
bicycle.

 Watching Sibyl on a 42” televi-
sion isn’t bad, but it lacks the gran-
deur of the big screen. Ten-foot-tall 
human faces and thirty-foot-wide 
landscapes emblemize drama and 
awe the audience through their 
sheer scale, and we are allowed to 
study the nuances of the human 
visage as it is exercised by trained 
and directed actors such as Virginie 
Efira in Sibyl’s leading role.  
 And while my Bose soundbar 
produces decent audio, the full 
surround-sound effect of theaters 
produces immersive atmospher-
ics that most home theaters lack: 
the lapping of waves on boats, the 
sound of leaves whisked away by a 
car, the crunch of gravel underfoot. 
 Now sure, anyone can step up 
their home theater game to recre-
ate most of these experiences, but 
something will still be missing. 
The ancient Greeks built the first 
theaters as communal gathering 
spaces for the sharing of dramatic 
productions that were cautionary, 
instructive, and illustrative. People 
gathered to observe and share mores 
and values, and thereby maintained 
their community. Most theater-
going experiences fail to reach that 
social standard, but somehow just 
being in a room with some strang-
ers at least hints at that function. 
I’d like the chance to try it again, 
though, just to see. •

yes, even movie posters have some 
sway over my decision. Strolling 
past the Millerton Moviehouse 
a few weeks ago, their signage 
grabbed my attention and sent me 
a-Googling to watch trailers for 
some of the films they were offering 
as streaming options through their 
website. 
 I was looking for something 
definitively foreign, that would 
transplant me for a few hours, and 
Justine Triet’s film, Sibyl (2019), 
promised the kind of quintessential-
ly French experience I was seeking. 
It is the story of a young therapist in 
the midst of an existential crisis who 
ditches (almost) all of her clients 
to devote herself to writing fiction. 
A poor career choice in most cases, 
but when a budding starlet pleads 
Sibyl for guidance in her affair with 
her married co-star, Sibyl recognizes 
the plot she needs to jumpstart her 
novel. Cue unplanned pregnancy 
and, as an interesting wrinkle, the 
betrayed wife/director of the film 
that brought them together in the 
first place. The bestseller practically 
writes itself.

Above: Virginie Efrie as the title character, Sibyl, captivates and transports audiences to dramatic and exotic settings. Image 
source mubi.com. Below: Local movie theaters such as Millerton’s Moviehouse are struggling because of the pandemic, al-
though streaming films from their website is one way to help them survive. Photo: Olivia Valentine.
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Come to Millerton, 
NY – we have it all! 
By shopping locally you 
support not only the 
local economy but spe-
cifically you support the 
local businesseses that 
provide our services, feed 
our stomachs, quench 
our thirsts, entertain us, 
clothe us, and are the 
fabric of the communi-
ties that we live in and 
that we call home. All 
of Millerton’s businesses 
welcome you!

Photos by 
Olivia Valentine
& friends

Eat & Drink
52 Main
518-789-0252
52main.com
Irving Farm 
Coffee House
518-789-2020
irvingfarm.com
Oakhurst Diner
518-592-1313

Entertainment
The Moviehouse 
518-789-3408
themoviehouse.net

Shopping
Country Gardeners 
Florist
518-789-6440
countrygardenersflorist.com
Hunter Bee
518-789-2127
hunterbee.com

Jennings Rohn Montage
860-485-3887
montageantiques.com
Merwin Farm & Home
518-567-6737
Millerton Antiques 
Center
518-789-6004
millertonantiquescenter.com
Oblong Books & Music
518-789-3797
oblongbooks.com

Services & much more
Associated 
Lightning Rod
518-789-4603
alrci.com
Crown Energy Corp.
518-789-3014
crownenergycorp.com
Main Street Magazine
518-592-1135
mainstreetmag.com
Masha’s Fitness Studio
860-671-9020
mashasfitnessstudio.com

Millerton Service Center
518-789-3462
Millerton Veterinary 
Practice
518-789-3440
millertonvet.com
Moore & More Printing
518-789-4508
mooreandmore@fairpoint.
net
Napa Millerton
518-789-4474
napaonline.com
Northwest Lawn & 
Landscaping
518-789-0672
northwestlawnand
landscaping.com
Overmountain Builders
518-789-6173
overmountainbuilders.com

Precision Auto Storage
917-715-0624
precisionautostorage.com
Taylor Oil Inc.
518-789-4600
gmtayloroil.com
Terri Lundquist
845-366-9946
terrilundquist.com
The Hair Lounge
518-592-1167
Thorunn Designs
518-592-1135
thorunndesigns.com

Happy fall y’all love, millerton, ny
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Hardware
Home Goods

Pet & Bird Supplies
Farm Feed

Paint & Lumber
Lawn & Garden Center

Automotive
Repair Services

6047 Route 82, Stanfordville, NY 12581 • 845-868-7401 • www.roostersroute82.com

VISIT OUR GIFT 

& DECOR 
SHOPPE FOR 

THE 
HOLIDAYS

15 years in business • Oil, Propane, Solar Thermal, Geothermal and Biomass 
heating systems • HVAC system design and installation • HS Tarm and Frol-
ing wood boiler dealer and installer • New construction, renovations and 
service of all Heating, Air Conditioning, Plumbing systems and well services

Williston B. Case III, Owner

Fully Insured / License # P1 0280455 SI 0390683 STC 0000179 HIC 0634668

QUATTRO’S POULTRY FARM & MARKET
Our own

farm-raised chickens,
pheasants, ducks, geese, venison

TURKEYS  WILD TURKEYS  HERITAGE TURKEYS

IT’S TIME TO TALK TURKEY
All-natural, strictly antibiotic- and 
hormone-free. Plump and tender.

VISIT OUR FARM STORE
RT. 44, PLEASANT VALLEY NY 12569

(845) 635-2018

A UNIQUE SHOP FOR CUSTOM-CUT PRIME MEATS
Steaks • Chops • Leg of Lamb • Crown Roasts • Prime Rib

Fresh or Smoked Hams | Wide Variety of CRAFT BEERS!

Our own Smokehouse Specialty Meats & Sausages

ITALIAN SPECIALTIES: Cheeses, Pastas, Olive Oil, Vinegars

Also LOCAL Breads, Vegetables, Honey, Jams, Grains & More!

•••

A UNIQUE SHOP FOR CUSTOM-CUT PRIME MEATS
Steaks • Chops • Leg of Lamb • Crown Roasts • Prime Rib
Fresh or Smoke Hams | CRAFT BEER and BEER ON TAP!
Our own Smokehouse Specialty Meats & Sausages
ITALIAN SPECIALTIES: Cheeses, Pastas, Olive Oil, Vinegars
Also LOCAL Breads, Vegetables, Honey, Jams, Grains & More!

INSTEAD OF PLANNING FOR COLLEGE,  
START COLLEGE.

Bard College at Simon’s Rock is the only four-year 
college designed for thoughtful, motivated students who 

want to start college early after the 10th or 11th grade. 

WHY WAIT?  

Get to know Simon’s Rock: simons-rock.edu/visit.
Get more out of your education this year—

apply now for Spring 2021.

 84 ALFORD ROAD | GREAT BARRINGTON, MA 01230 

Offering socially-distanced, in-person classes.

Custom Metal 
Fabrication & Design

Furniture, Fixtures and 
Interior/Exterior Installations
Stainless Steel – Brass – Bronze  
Aluminum Welding

347.860.3173 – corbincruise.com

(845) 677-5321    bankofmillbrook.com
millbrook    amenia    pine plains     stanfordville

MEMBER FDIC

Fifteen years goes 
by in a flash

David Fountain
Vice President, Loan Officer

We’re pleased to let you know 
that the Bank of Millbrook is 
now offering a 15-year, fixed-rate 
mortgage. It’s a terrific option to 
get your house paid off faster at a 
secured rate and to save money at 
the same time.

EQUAL HOUSING
LENDER



MAIN STREET MAGAZINE  41

holiday diy

By Griffin Cooper
griffin@mainstreetmag.com

Having a discerning eye for design 
and a knack for presenting artful 
spaces isn’t only reserved for those 
who spend careers dreaming up 
posh interiors for homes fit for 
Architectural Digest. Most often, it is 
the anticipated family get-together 
or a special time of year that can 
inspire homemade design gurus 
everywhere. With the holidays just 
around the corner, it is likely most 
local families are busy designing 
their menus rather than seasonal 
aesthetics. Hors d’oeuvre and side 
dish debates aside, a stunning 
centerpiece can not only leave your 
guests in awe, they can last through-
out the season as well. Whether 
a festive gathering of gourds and 
greens, or a beautiful fall arrange-
ment, building your own center-
piece that represents your style and 
taste will tie the perfect bow on this 
holiday season. 

DIY ideas for you
The ideal centerpiece will not only 
fill your tablescape with charm 
befitting the season – it will let your 
guests feel as though you’ve gone 
out of your way to create a beautiful 
setting for them to get together and 
celebrate. The best part? Handmade 
centerpieces can come together 
quickly and easily so as to not inter-
rupt your busy schedule. They can 
also be incredibly inexpensive, while 
maintaining the gorgeous look most 
interior designers pine after. 

Setting the stage for holiday decor

 Charlotte Sheridan of Merwin 
Farm and Home in Millerton, NY, 
specializes in ideas that help tie 
holiday seasons together and was 
kind enough to present us with one 
DIY idea that will give your guests 
one more reason to be thankful this 
year. 

Design your holiday
“Assorted winter greens are always a 
smart, long-term idea,” says Char-
lotte. “The seasonal combination of 
mixed greens with pine cones is a 
great idea for those looking for both 
a traditional aesthetic and a distinct 
fragrance.”  
 Using a variety of textures such 
as cedar, white pine, balsam and 
boxwood can add an extra bit of 
interest to your table. Most of these 
varieties can be found by simply 
taking a stroll through the woods or 
garden this time of year and finding 

which pieces of local pine appeal 
to your sense of style. You can 
often purchase cut greens at garden 
centers or tree lots as well. As an 
added bonus, this can be a great use 
for the excess branches from the 
Christmas tree as well. 
 Adding berries can have a big 
impact, pick up a bundle of winter-
berry branches at the grocery store 
for a few dollars and bring them 
home to discover how berries offer 
an endless array of design possibili-
ties for the holiday table. “Pheasant 
feathers offer a unique look and 
texture,” says Charlotte. “Especially 
when paired with vibrant greenery. 
Most importantly though, they will 
last through winter because they do 
not require water.” 
 Other options for the perfect 
Thanksgiving centerpiece include 
pine cones, wheat and ribbon for a 
warm and inviting aesthetic. “The 
versatility with this idea is fantas-
tic,” says Charlotte. “After Thanks-
giving, you can switch out the rustic 
accents with more festive winter 
pieces for Christmas.” 

Set a cheerful scene
Festive napkins and rare holiday 
silverware can certainly help set a 
cheerful scene for a holiday meal. 
It is the centerpiece however, that 
will inevitably command the most 
attention. As Charlotte muses, 
“Just because the holidays change, 
doesn’t mean you have to sacrifice 
your style or budget. Layering 
on patterns is completely accept-
able, especially while keeping your 
centerpiece classic and sophisticated 
with timeless designs. Create your 
own elaborate seasonally-hued 
arrangement by adding Christmas 
balls and holiday ribbons to culti-
vate the spirit of the season without 
completely ditching your spectacu-
lar centerpiece.” •

For more information about DIY holiday 
projects such as center pieces, you can visit 
Charlotte Sheridan at Merwin Farm & 
Home at 20 Main Street in Millerton, 
NY, or call (518) 567-6737.
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Give them a gift they’ll actually use!
A Hylton Hundt Gift Certicate

•  Full Line of Facials (all include a facial massage)
•  Microdermabrasion Treatment   •  Manicures & Pedicures

• Create a Personal Spa Package
And of course you can get a certiicate for

any of our Hair Services:  Color...Cut...Blow-Dry

Lindell Fuels, Inc.
Fuel Oil • Propane • Heating 
Air Conditioning

P.O. Box 609  |  59 Church Street
Canaan, CT 06018
860 824 5444
860 824 7829 faxIt’s Hard to Stop A Trane.®

CT Registration # HOD.0000095
CT License # HTG.0690604-S1 | CT License # PLM.0281220-P1

• 24 Hour Towing
• Aluminum and Steel Welding
• Insurance Claims
• Complete Auto Body Repair
• 4x4 Truck Accessories
• Environmentally Friendly

3718 Route 44, Millbrook, NY 12545 www.WesAutobodyWorks.com

klemmrealestate.com

Lakeville/Salisbury 860.435.6789 > Litchfield 860.567.5060 > Roxbury 860.354.3263
Sharon 860.364.5993 > Washington Depot 860.868.7313 > Woodbury 203.263.4040

KLEMM REAL ESTATE Inc
LITCHFIELD COUNTY’S PREMIER BROKERS 

Source: SmartMLS, CC & DC MLS, MHMLS and Klemm Private Sales 1/1/93 – 10/8/20

RED HOOK/RHINEBECK, NY

Exquisite Country Compound. Brick Georgian Manor House. 
3 Additional Residences. Barns. Artist Studio. Pool. Tennis. 
Pond. Gardens. Views. 187± Acres. $5.995.000. 
Peter Klemm. Carolyn Klemm. 860.868.7313.

WEST CORNWALL, CT

Gated c1750 Antique Estate. 3 Bedroom Main House. 2 
Bedroom Pool House. 1 Bedroom Guest Cottage. Pool. Tennis. 
Riding Rings. Stable. Pond. 190± Acres. $3.750.000. 
Graham Klemm. Carolyn Klemm. 860.868.7313.

KENT, CT & DOVER, NY

AMENIA, NY

#1 for Selling & Renting Fine Country Properties!

HIGHEST
SALE
DUTCHESS
COUNTY
IN 9+ YEARS

Highest Sale EVER in Rhinebeck/
Red Hook, NY   Ask $20m

Highest Sale YTD in 
Amenia, NY   Ask $3.75m

SOLD 2020 SOLD 2020

518.789.3428 
www.gmframing.com

17 John Street • Millerton, NY 

GILDED MOON 
FRAMING 

WHAT CAN WE 
FRAME FOR YOU?

Call for an appointment

Outdoor Power Equipment

sales – service – parts
Sales: Rich Crane, richie@cranesope.com
Sales: Fred Hutton, fred@cranesope.com
Service: Todd MacNeil, todd@cranesope.com

860-824-7276   Fax 860-824-7759
337 Ashley Falls Rd (Route 7) 
Canaan Ct 06018
WWW.CRANESOPE.COM

Be prepared this winter with a Fisher 
snowplow, & get it at Crane’s!



MAIN STREET MAGAZINE  43

By Regina Molaro
info@mainstreetmag.com

Sometimes all a person needs is 
someone to believe in them – some-
one who can restore hope while 
offering love, empathy, and compas-
sion. It also helps when that person 
has a strategic plan and some solid 
resources. 
 This is what inspired Dutchess 
County resident Kelly Lyndgaard to 
shift career paths and create Unshat-
tered – a 501c3 nonprofit organiza-
tion that employs women who are 
winning their fight against addic-
tion. The Hopewell Junction-based 
organization’s employees create 
premium sustainable handbags that 
aim to end the cycle of addiction 
relapse.
 Trained as a physicist and engi-
neer, Lyndgaard had no intention 
of leaving her IT role at IBM until 
she attended a weekly church ser-
vice at Valley Christian Church in 
Hopewell Junction. It was there that 
she heard Emily’s story.

Emily’s inspiring story
Emily, who at the time was in 
recovery at Hoving Home – a faith-
based, non-profit organization that 
serves women with drug addiction 
– stood in front of the congregation 
and unabashedly shared her story 
about her lifelong struggle with 
addiction – a journey that started 
when she was only eight-years old. 
 Rather than spending her days 
playing with dolls, riding her bike, 
and being carefree, Emily had lots 
of responsibilities to attend to. 
Since her mother was ill and Emily 
hailed from a broken home, she 
had to take care of herself and her 
ailing mother. One day, a friend’s 
teenage brother offered Emily some 
marijuana. 
 Although the teen thought it 
would be amusing to witness a child 
getting high, his experiment set 
Emily on a dark path of addiction. 
Within a decade, Emily was ad-
dicted to drugs and homeless.

life-changing

 “Hearing Emily’s story changed 
my judgmental perspective on 
addiction. I started to understand 
that the story of addiction is 
always paired with significant pain 
and frequent trauma,” says Kelly 
Lyndgaard, founder and CEO of 
Unshattered. This is what prompted 
her to create Unshattered, which 
was incorporated in 2016.

In the bag
Lyndgaard has always recognized 
opportunity in things that others 
overlooked. “I love repurposing 
things that can be put together in 
new ways such as my grandfather’s 
suede coat, which hung in my closet 
for years,” says Lyndgaard. That was 
until this visionary disassembled the 
coat and used the suede pieces to 
fashion a handbag.  
 Years later, she’s still the force 
behind the bag – ones that change 
lives while offering fashion and 
function. “My initial vision was to 
train these women, so they could 
develop job skills that would help 
them build sustainability, but it 
didn’t take long for me to real-
ize that this plan wouldn’t work,” 
says Lyndgaard. Without a car and 
enough rent money to carry them 
for a month or two, these women 
would still have no choice but 
to return to their previous lives. 
Through Unshattered, Lyndgaard 
offered these women community, 
employment, a sense of purpose, 
emotional support, and personal 
development. 
 At Unshattered, women like 
Emily develop the necessary job 
skills to create these stylish, sustain-
able bags, which are crafted from 
upcycled materials. Every year, 
Unshattered recovers 3,000 pounds 
of disregarded materials from the 
Hudson Valley. Much like the 
women who create them, the ma-
terials are transformed into coveted 
treasures. The bags are made from 

retired military uniforms, scraps 
from product manufacturing, and 
even discarded sets and backdrops 
from Broadway shows – many of 
which are painted in the Hudson 
Valley.
 Unshattered’s collection includes 
everything from totes to zipper-top 
styles, small travel bags and acces-
sories, backpacks, diaper bags, and 
bags for men. Some are custom-
made from family heirlooms. 
Custom designs include a family 
member’s flannel shirt that was 
repurposed into a diaper bag. Bags 
have also been fashioned from wed-
ding gowns, sports uniforms, and 
even Scottish kilts. Prices on the 
collection range from $20 to $450. 
The bags with loftier price tags are 
part of a collaboration with Tory 
Leather Co. in Pennsylvania. They 
are crafted from leather and cork.
 One-hundred percent of the pur-
chase price of every bag at Unshat-
tered goes towards creating full-time 

Breaking boundaries

Continued on next page …

Above: A retired 
firefighter’s uni-
form was upcycled 
into this Unshat-
tered backpack.
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employment, wages, and benefits 
including healthcare, paid vacation, 
vision/dental, and pensions depend-
ing on the employee’s level. Each 
purchase helps Unshattered fulfill its 
mission to end relapse by providing 
pathways toward economic inde-
pendence and sustained sobriety. 
 In New York, Unshattered 
bags are available at Unshattered’s 
boutique in Hopewell Junction and 
online at unshattered.org/collec-
tions. Other retail venues include 
Bliss Co-op in Sugar Loaf; Bliss 
Boutique in Goshen; Helendale 
Medical Spa in Rochester; Hud-
son Square Boutique in Hopewell 
Junction; KC Mercantile in Clinton 
Corners; West Point Spouses’ Club 
Gift Shop; Shear Love Salon in 
Wappingers Falls; and Simplicity 
Boutique and Vassar College Store 
at the Juliet – both in Poughkeep-
sie. In Pennsylvania, Unshattered 
is available at Clean Slate Goods in 
Kennett Square. The bags are also 
available at holistichabitatclt.com, 
The Hopewell Junction boutique 
welcomes browsers every Monday 
through Saturday. Those seeking 
custom designs can contact Unshat-
tered to schedule an appointment 
with the design team. 

Team of champions
Including Lyndgaard, Unshattered’s 
team consists of ten employees. 
“Our employees run the entire 
business from product design 
to manufacturing, staffing the 
boutique, running the back end of 
the website, and participating in 
marketing,” says Lyndgaard. 
 They also hold positions as seam-
stresses, production managers, office 
managers, custom design specialists, 
external collaboration leads, sales 
leads, procurement leads, and in 
quality control. 
 The skills gained run the gamut 
from sewing to inventory manage-
ment, project management, photog-
raphy, business development, team 
leadership, business management, 

industry collaboration management, 
public speaking, and beyond. 
 During each employee’s 40-hour 
work week, she receives four hours 
of paid time for personal and pro-
fessional development. The curricu-
lum was designed to help women 
gain independence and economic 
stability. Learning events teach on a 
wide range of topics from budgeting 
to creative writing and managing 
health. There’s a curriculum that 
enables staff to earn college degrees, 
and therapeutic counseling, which 
is paid for by Unshattered, occurs 
during work hours.
 Unshattered’s operation trans-
forms lives. Unshattered boasts a 
zero percent relapse rate for the 
women employed within the com-
pany. “Our staff maintains sobriety 
and overcomes enormous odds to 
achieve favorable outcomes,” says 
Lyndgaard. 
 In the nearly five years that 
Unshattered provided full-time 
employment for women in recovery, 
one hundred percent of its women 
chose sobriety. Lyndgaard is happy 
to report that within 12 months of 
starting employment, every team 
member has moved out of transi-
tional housing. 
 Lyndgaard mentions that one 
team member is currently earning 
her college degree and is the first in 
her family to do so. Several employ-
ees spoke at the White House and 
at Senator Sue Serino’s Town Hall 
meeting. Beyond these accomplish-
ments, Lyndgaard has witnessed 
women get their children back, 
purchase cars, and beyond.
 In recent months, Unshattered’s 
warrior women have segued into 
another product category. “When 
the world shut down due to CO-
VID, Unshattered was considered 
a non-essential employer. I knew 
how critical it was to keep our team 
employed, so we pivoted and began 
making masks,” says Lyndgaard. 
 Unshattered remained commit-
ted to paying its employees their 
full wages while donating every 
mask made for nearly four months. 
Through the support of the com-
munity, Unshattered managed to 
keep its team employed. Approxi-

mately 9,000 masks were donated 
to 242 local caregiving agencies.
 Lyndgaard and her team have 
received lots of recognition and 
accolades, and have been invited to 
offer some inspiration and educa-
tion through speaking engagements. 
 “The White House recognized 
our creative and effective work in 
fighting the opioid crisis. We were 
honored alongside Facebook, Ama-
zon, Google, and the American Red 
Cross and several other large corpo-
rations,” concludes Lyndgaard. In 
2018, the Think Dutchess Alliance 
for Business awarded Unshattered 
NonProfit of the Year. •

To learn more about Unshattered Bou-
tique, you can visit them at 1064 Route 
82 in Hopewell Junction, NY, or call 
them at (845) 867-6999.

Above top to 
bottom: This chic 
ACU Tote is crafted 
from a uniform 
once worn by a 
member of the 
military. This color-
ful toiletry kit was 
created from the 
original upholstery 
that once adorned 
a 1955 Mercedes 
Benz. All images 
depicted in this 
article are courtesy 
of Unshattered.
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Offering a wide variety of wines and spirits from 
around the globe in varying sizes  •  A full wall of 

sparkling wines and champagne •  Many local wines 
and spirits •  Miscellaneous chilled whites, roses and 
bubbly •  Local craft beer • Our everyday 3/$20 sale 
section where you can mix & match 3 wines for $20 

•  Tons of Rose – Rose all Day! •  Tastings every 
Friday evening in July starting after 3pm •  Check 

out our Facebook page for specials and updates

Hours: Sunday 12 to 5pm • Monday 12 to 6 Tuesday through 
Thursday 10 to 6pm • Friday and Saturday 10-7pm

Curbside pick-up available!

518.325.4010
Located at 8 Anthony Street in Hillsdale, NY, 

behind the IGA Supermarket

2628 Route 23, Hillsdale, NY  •  518-325-4341

Sunday – Thursday 7am – 6pm  
Friday  7am – 7pm  •  Saturday 7am – 6pm

Come check out our great 
selection of local Fall items!
•  Our meat and fish department has plenty of mouth- 
 watering steaks, hamburgers for those juice burgers, 
 chicken is plentiful and ready to be grilled. And our 
 fish is fresh and plentiful. 
•  If you would like you can call and order your clams, 
 oysters, and much more! 
• We carry a great selection of cheeses, produce, deli, 
 bakery and all your grocery needs!
•  Home delivery and curbside pickup available, too!
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Wreaths, swags,
boxwood trees, &

table arrangements 
for sale

Ann Hunter, 518-672-7398
901 West End Road Hillsdale, NY 
Open Thanksgiving to Christmas

10am – 4pm

W h i t i n g  M i l l s

The Artists at Whiting Mills
100 Whiting Street • Winsted, CT • 860.738.2240 • whitingmills.com

14th Annual Holiday

OPEN 
STUDIOS

December 5 & 6
11:00 a.m. – 5:00 p.m.

Craftspeople
Painters
Photographers 
Small Businesses
Well-Being . . .
and other guest artists

CREPES, FRESH JUICE, SEASONAL LOCAL PRODUCE, 
DAIRY, BREAD, EGGS, ART GALLERY & POP UP EVENTS

WWW.THEDIGONMAIN.COM
EMAIL: THEDIGONMAIN@GMAIL.COM

518-771-3444  |  3 MAIN STREET, MILLERTON, NY
OPEN 7 DAYS A WEEK  |  HOURS ON WEBSITE

North East 
Muffl er Inc.
Custom Bending up to 3 inches

Open Mon.–Fri. 8 to 5; Sat. 8 to 1

John & Cindy Heck
Route 22, Millerton, NY
(518) 789-3669
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life + design

By Joseph Montebello
info@mainstreetmag.com

Mention designer Matthew Patrick 
Smyth and one conjures tasteful 
rooms, beautiful fabrics, well-
curated furniture and antiques and, 
most of all, comfort. A place to 
call home. Smyth has had his own 
business for over 30 years and he 
is still one of the most sought-after 
interior designers. 

Finding his true calling
Smyth did not start out to be 
a decorator. The oldest of five 
children, he started out as a theater 
major, switched to business, and 
still did not feel that he had found 
his true calling.
 “I was frustrated about not being 
able to settle on a career,” Smyth 
recalls. “Then one evening I was 
at a dinner party in Stone Ridge, 
NY, and at the table was an antique 
dealer who started talking about a 
designer he had met recently. He 
talked about the man’s house and 
his business and the world of inte-
rior design. David Easton was the 
designer he was talking about. So I 
did some research, saw some of his 
work, and decided that perhaps this 
could be my field of interest.” 
 Smyth decided he would apply 
to the Fashion Institute of Tech-
nology (FIT) and study interior 

design. However, to be considered 
for admission one had to present 
a portfolio, which he really didn’t 
have.
 “I went home and took some 
photographs, did a few drawings 
and pulled together something to 
bring to FIT,” says Smyth. “Every-
one’s portfolios were laid out and 
when they came to mine they said it 
was weak but there was something 
in my photographs they liked, so 
they gave me a chance. I was finally 
focused and knew this was what I 
wanted to do.”

A dream come true
Smyth found work but still dreamed 
of working for David Easton and 
one day received a call that there 
was about to be an opening on his 
staff. Smyth ran home, changed his 
clothes, hightailed it to Easton’s of-
fice and got the job. 
 He worked for Easton for five 
years and credits him for teaching 
him how to see the intrinsic value of 
any given piece and to successfully 
mix furnishings with similar lines, 
materials, and forms even when 
they are products of different centu-
ries. Easton also instilled in Smyth a 
love for travel.
 “David traveled extensively and 
thought it was important to experi-
ence a place and not just read about 
it,” says Smyth. 

Stepping out on his own
In 1987 Smyth started his own 
design firm and has been in demand 
ever since. 
 His classic style and impeccable 
attention to detail are hallmarks of 
his work. His comfortable, time-
less rooms are tailored to fit his 
clients’ personalities and lifestyles, 
whether they are dynamic young 

Into the woods Renowned designer leaves his village house 
for a modernist home in the forest

Continued on next page …

All images ac-
companying this 
article depict the 
work of Matthew 
Patrick Smyth, who 
is pictured here to 
the left. All images 
depicted were pro-
vided by Matthew 
Patrick Smyth. 
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couples with children or cultured 
art collectors. He masterfully blends 
contemporary pieces with antiques 
to endow each space with a sense of 
solidity and history while maintain-
ing a completely fresh, modern 
sensibility.

Two major life events
Recently there have been two major 
events in Smyth’s life. First, his new 
book Through a Designer’s Eye: A 
Focus on Interiors was published by 
Monacelli Press in September. His 
previous book Living Traditions: 
Interiors focused on design tips and 
approaches to design and featured 
several of Smyth’s wide range of 
projects. This new volume presents 
his more recent work, ranging from 
a traditional Park Avenue apartment 
and an edgy Tribeca loft in Manhat-
tan to waterfront houses in Florida, 
New England, and Long Island. 
Making this even more special is the 
fact that Smyth took many of the 
photographs himself.
 “I put the camera down 20 years 
ago and had not picked it up since,” 
Smyth says. “With the popularity 
and importance of Instagram, I 
started shooting again and became 
inspired to include some of my own 
pictures in this new book.”
 Another special component of 
Through a Designer’s Eye is that it 
includes Smyth’s own house, which 
he bought less than a year ago and 
completed renovated. 
 “I had an 1890s house in 
Sharon, CT, and was very happy 

there,” he explains. “But I was 
always looking at real estate ads and 
there was one house in Salisbury, 
CT, I was attracted to, but thought 
the asking price was more than 
it was worth. It was a 70s ranch 
house and I thought I could turn it 
into something I would like. One 
Saturday I saw that the price had 
dropped significantly and learned 
that it was now an estate sale. So I 
went over that morning and bought 
it that afternoon. I wasn’t sure I was 
going to live there once I did the 
renovations. I just thought it would 
be a fun project. I took down all the 
walls and sheetrock to see exactly 
what needed to be done.”
 In a word: a lot. 
 Smyth started designing the 
house on the fly and by March he 
had made a decision – he wanted to 
live there. By August the house was 
ready for him.

The dream home
“I went from an 1890s house right 
in the village of Sharon to a 1976 
ranch house in the woods.”
 Quite a drastic change. And he 
couldn’t be happier. During the 
pandemic he has been able to spend 
more time in his new home.
 “I love the location. I’ve always 
lived in villages, so this has been a 
very different experience. I had an 
old house and I loved it, but life is 
easier in this newer one. Being here 
during the spring and summer I’ve 
been able to fully enjoy country 
life.”

 Smyth’s new home is featured in 
Through the Designer’s Eye and it is 
easy to see why Smyth loves living 
there. He writes in the chapter 
called Changing Scenery:
 “Someone asked if I was going 
to do the rooms entirely in mid-
century modern or maybe use only 
pieces from the 1970s. That would 
have been too obvious a solution.”
 Instead he employed his genius 
of combining pieces from other 
periods and places, collected over a 
number of years. The juxtaposition 
of furniture and objects is stunning 
and a tribute to Smyth’s keen eye 
and brilliance. He is a very happy 
man in his new home and hopefully 
will be there for a long time. •

To learn more about Matthew Smyth and 
his designs, you can visit him online at 
www.matthewsmyth.com.
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Furtively reserved but alluringly welcoming offering classic styling with modern liberties: open 
floor plan, large windows, sweeping porches and classic columns and spacious screened porch. 
Trimmed in stone walls and under a 5 acre canopy of dappled shade and sunshine. The country 
kitchen is purposely built for “too many cooks.” A large living room with sun lit floor to ceiling 
windows leads though French doors to a more intimate room for TV and cuddling by the wood 
stove. And the main floor Master Suite is so pampering. There are 4 bedrooms on the second floor 
sharing 1 full bath. The mudroom/laundry room transitions to the garage and the 30 x 30 work 
out gym. The land is level and offers privacy, room for gardening and lawn for soccer or wiffle ball. 
Abutting Land Trust with trails. Steeped in nature and privacy yet only Minutes to Metro North 
Train and villages of Kent and Sharon. Come escape! $998,500

delicious fresh country air

860-927-4646 • 860-364-4646 • 860-672-2626 • www.bainrealestate.com

Salisbury, CT  •  860-435-4758  •  ryan@tristatelandscaping.com

Schedule your winter land clearing and brush work now!
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Farm raised pork & beef  •  Local fruits & vegetables 
Gourmet grocery & dairy  •  Hudson Valley Fresh  •  Gifts

Fresh bread & baked goods

518-789-6880  •  196 Old Post Road #4, Millerton, NY
thefarmstoreatwillowbrook.com  •  FB: thefarmstoreatwillowbrook

Hours: Thursday-Monday 10-6

Taking order for Turkeys, Pieconic and Great Cape 
Baking Cookie Plates. Open until Christmas, shop local!

SANTORA BROTHERS LLC.

MASONRY  |  EXCAVATION  |  CONTRACTING  |  LANDSCAPE DESIGN
OVER 50 YEARS EXPERIENCE  |  INSURED

Paul Santora Jr.  |  Tel: 203 536 0808  |  santorapaul@yahoo.com
CT Lic. #580718

U . S . A .M
I L

L E R T O N  N E W  Y O

R
K

518-592-1313  •  oakhurst-diner.com
Like us on Facebook and Instagram

@oakhurstdiner

We have tables outside for dining 
and for your enjoyment! Over Mountain 

Builders, llc.
30 years and still passionate! Quality 
craftmanship delivered on time & 
within budget.

John Crawford
P: 518-789-6173 | C: 860-671-0054 
john@overmountainbuilders.com
www.overmountainbuilders.com
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By CB Wismar
info@mainstreetmag.com

It was inevitable. As soon as one or 
more of the pundits coined the phrase 
“life in the time of the pandemic,” we 
reached onto the bookshelf of memo-
ry and pulled down the copy of Nobel 
Prize-winning author Gabriel Garcia 
Marquez’s life-changing volume Love 
in the Time of Cholera.   
 This is the moment in which we 
live. COVID-19 is our pandemic, but 
it seemed to have ties to other mo-
ments in history when time stopped, 
when commerce ground to a halt, 
when lives were lost and when the 
mere notion of tomorrow seemed 
frightening.
 Across the span of history, when 
monumental things have happened, 
the most penetrating insights and 
responses have come from the arts. 
Across the spectrum of painting and 
poetry, sculpture and song, plays, 
films and novels, artists have captured 
the nature of the moment, laid it bare 
and brought light, beauty and hope 
to otherwise dark times. Picasso’s 
Guernica commemorates the slaugh-
ter of an entire village in a conflict 
that has drifted into vague memory, 
yet the work is honored as one of his 
greatest commentaries on life and 
continues to engage and envelope the 
viewer’s imagination. The avant garde 
(when it was first produced in 1967) 
rock musical Hair jolted audiences by 
combining lyrical music with on-stage 
nudity and a decidedly strong anti-
war message that charmed and gently 
invited the audience to enter the “age 
of Aquarius.” The play may seem 
dated. The lyrical melodies live on.

How can you show your work 
now, who will see it?
For artists attempting to navigate 
the current pandemic, the notion of 
“making art” has been too often sup-
planted by the demands of “making 
the rent” and, most primally, “making 
dinner.” The painter’s studio may be 

shop local art

Art in the time of pandemic
in a spare bedroom or in the attic, but 
once the piece is finished, who will see 
it? The galleries have been shuttered, 
the usual barrage of shows in libraries 
and churches have either ceased to ex-
ist, or been transferred to that ethereal 
place know as “virtual, online.”
 The summer of 2020 came and 
went without fairs and art shows, just 
as theaters were left empty, live music 
ceased to be heard through the hills 
and restaurants that featured itiner-
ant musicians on weekends resorted 
to Styrofoam take-out boxes and bags 
imprinted with hopeful “happy faces.”

Art is still alive – is it thriving?
As the situation became more dire for 
individuals trying to make a living in 
the arts, an experiment was imagined 
by several cooperating groups that has 
become a viable effort at connecting 
audiences with artists and keeping the 
notion of art alive in the region.
 With seed funding from the North-
west Connecticut Economic Develop-
ment Corporation, the Northwest 
Connecticut Arts Council made a 
choreographed effort to keep its mis-
sion alive in the time of pandemic –  
“…To engage the public in building a 
strong and connected arts and culture 
community that is integral to the eco-
nomic development and the collective 
wellbeing of the region.”  
 With the dedicated focus of Steph 
Burr, the executive director who 
assumed that role just as the pan-
demic began to impact all of life, and 
Maddie Stenson, program director for 
the Council, a first step in support-
ing the broader community of artists 
was to reach out for contributions to 
help defray basic expenses for artists 
who were isolated, without means 
of generating income, and who were 
struggling to keep focus.
 Once that fund was exhausted, a 
new challenge presented itself. The 
Council wanted to keep the benefits 

Continued on next page …

Images are cour-
tesy of the North-
west Connecticut 
Arts Council.

of creating and acquiring art in the 
perception of the public. While an 
individual artist may have a following 
and have created an online commerce 
portal to, hopefully, keep their liveli-
hoods intact, the task of discovery 
was daunting. Expanding an audience 
was a real challenge. How to start, 
again, to have the arts re-born, when 
the challenges and constraints are so 
great?

“He allowed himself to be swayed by his 
conviction that human beings are not 
born once and for all on the day their 
mothers give birth to them, but that life 
obliges them over and over again to give 
birth to themselves.” 
 – Gabriel García Márquez, “Love in 
the Time of Cholera”
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THE place to shop for art
The NWCT Artist Shop Directory 
became the answer to the challenge 
of making, viewing, and acquiring art 
less onerous. Perhaps if more people 
could easily and efficiently “shop” for 
art, there would be more commerce 
and a better result for both sides of 
the exchange.
 The task at hand for Burr and 
Stenson was to research the e-com-
merce sites for artists working in the 
25 town coverage area of the Council 
and invite them to be part of a larger 
effort. Each artist’s work needed some 
sort of curatorial evaluation in order 
to keep the quality of the pieces of-
fered at a level that would entice, not 
repel customers. With just over 100 
dues-paying artist members of the 
Council, the starting point was clear. 
The number of artists within the Li-
tchfield Hills, however, is known to be 
significant, so the research and review 
process became a challenge.
 Within weeks of announcing the 
development of the Directory, over 
250 artists were identified, contacted, 
applied for inclusion on the site, and 
were vetted for participation. With 
the scope and reach of a grand art 
festival sprawling across a verdant 
summer hillside, the NWCT Artist 
Shop Directory has created a platform 
for one-on-one interaction with the 
region’s artists. As a start-up effort, it 
was determined that no fees would be 
charged for inclusion on the site and 
no commissions would be expected 
for work sold through the directory.

 “For 2021, we’re going to make 
inclusion in the Directory part of 
membership,” offered program direc-
tor Maddie Stenson. “There won’t be 
any additional fee to be connected, 
but we do want the artists who are 
in the Directory to be part of the 
broader Arts Council community.”

What you’ll find in the Directory
The range of artist shops presented on 
the site is both expansive and inclu-
sive. Original art – painting, drawing, 
photography, and sculpture – as well 
as pottery and jewelry offerings would 
be expected. The Directory offers 
many more creative pieces, however, 
including stationery, apparel, prints, 
furniture and home décor, bath and 
herbal products, and a special section 
just for kids.
 The Directory is an aggregation, a 
portal that provides access to artist’s 
sites. Once into the Directory, the 
viewer can narrow the search, review 
the offerings, then “click through” to 
see the specific works offered.  
 Apparel may seem like a broad 
topic, but once inside that category, 
the options are carefully delineated. 
Clothing, bags, hats and scarves, hair 
accessories and … of course … face 
masks are all offered.  
 As we push our disinfected cart 
through the local grocery store, we 
may not consider the ubiquitous blue 
and white face masks we encounter 
to be art, but when one indulges in 
a visit to “The Beekeepers Basket” 
in Burlington, “That’s Sew Gracie” 
in Torrington or “Milagiand J” in 
New Milford, all without leaving the 
computer keyboard, the possibilities 
become many and delightful.  

shop local art

Making a statement
Art makes a statement, whether on 
the walls of our homes, in the clothes 
we wear, or the accent piece of custom 
made jewelry that adorns our ears or 
fingers. Finding an easy avenue to the 
art world in a time of pandemic may 
not fully ease the burdens of isola-
tion and social distancing, but it will 
provide moments of revelation and 
release.
 Acquiring art allows us to invest 
more of our thinking and emotion in 
beauty than we may be used to on a 
day-to-day basis. It may not be too far 
a reach to consider that investment to 
be just a small moment of rebirth … 
of imagination, of appreciation and of 
satisfaction.
 So, if we may borrow from the 
master, we commend the NWCT 
Virtual Artist Shop for your consider-
ation in a time of pandemic, eagerly 
hope for a brighter future filled with 
beautiful things … and close with 
another moment of wisdom.
 
“The heart’s memory eliminates the bad 
and magnifies the good.” 
 – Gabriel García Márquez, “Love in 
the Time of Cholera” •

The NWCT Artist Shop Directory can be 
accessed at www.artsnwct.org/shops.
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Quality concrete with quality service
Covering all of your concrete needs including fiber reinforced concrete, 

flow fill, pool mix, and pump mix.

We are a family-owned business and our mixes are NYS Engineered Certified Mix 
Designs. With our new batch plant located at 4177 Route 22 in Wassaic, NY, we 
can load our front discharge mixers in less than 8 minutes with complete accuracy 
for yardage and mixes. Our plant location affords you timely deliveries both north 
and south on Route 22 from Hillsdale to Brewster, as well as on Routes 44 and 
343  from Pleasant Valley to all points west, and Routes 44 and 55 to western Con-
necticut from Sharon to Lakeville, Kent and New Milford. Give us a call today at 
(845) 478-4050 or visit us online or on Facebook and let us help you with all of 
your concrete needs. (845) 478-4050 • PO Box 1199, Dover Plains, NY

R R&
Ready Mix Concrete



54  MAIN STREET MAGAZINE

(413) 528-9697  |  www.berkshire.coop
located in downtown Great Barrington

These local pumpkins are

GOURD-geous!

themoviehouse.net

A Fixture on Millerton’s Main Street Since 1903

& with your help, we hope for many more years to come!

BECOME A MEMBER • DONATE • SUPPORT VIRTUAL CINEMA
Thank you all for your unwavering & continuing support.

(518) 789-4649
110 Rt. 44, Millerton, NY next to CVS 

www.elizabethsjewelry.com

Handmade 
in New York; 
gold & ruby

Hours: Mon-Tues 12-4:30  •  Wed-Fri 10-4:30
Sat 10-3  •  Closed Sunday
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website design

By Thorunn Kristjansdottir
info@mainstreetmag.com

Have you ever gone to a website 
and you simply can’t find what 
you’re looking for? Or as soon as 
you get to a website’s landing page 
you get super irritated because of 
the pop-ups that keep interrupt-
ing you? (Ugh, I hate those!) Or 
how about when you’re navigating 
through a website and you quickly 
realize that you just don’t like the 
design? Or perhaps you’ve had 
the experience of trying to go on a 
website, but the site’s technology 
is outdated, and so the site simply 
doesn’t work or load properly – have 
you ever had that happen to you? 
 These are some of the common 
issues that almost all of us have 
encountered at some point in our 
very technologically-driven lives. 
But the reasons for these prob-
lems, and others, are the result of a 
number of issues including the very 
quick-paced world of technology 
and how it changes (almost) on the 
daily. These changes can result in 
things like a website not function-
ing as it should on various devices, 
i.e. a website that’s built for a phone 
won’t look “right” on a desktop, or 
vice versa. Another reason is due 
to the fact that just about anyone 
can create a website now, and not 
to take anything away from the DI-
Yers, but the professionals are pro-
fessionals for a reason (most of the 
time); most of the pros have years 
of experience creating beautifully 
designed websites that are intuitive; 
have an appropriate information 
hierarchy; and have the appropriate 
features, plug-ins, photos/videos, 
etc. and know in what instance they 
should be used; as well as incorpo-
rate the appropriate technology and 
updates. 
 And then sometimes things just 
break down and that’s a common 
issue that we can all encounter – a 
code breaks, or a website is hacked, 
or some glitch occurs. Stuff just 
happens. 

Website design:
Where to start?
As with all other things, you always 
have to start at the beginning. 
When it comes to building a web-
site, regardless of whether it is for 
a business, a non-profit, a personal 
site or anything in between, you 
have to begin by asking yourself 
the purpose of the website: what is 
this website trying to achieve, what 
information is it trying to convey 
and to whom? What are your goals 
with the website, and will those 
goals change in the next year or two 
or three?
 Once you answer those ques-
tions, what follows seems much 
easier and do-able because when 
you’re armed with answers to those 
questions, you can easily identify 
the hierarchy of information as well 
as the information flow through the 
website. I specifically didn’t discuss 
the website’s design in this step 
because every person has different 
design aesthetic preferences, likes 
and dislikes, and there really is no 
right or wrong design or approach. 
However, I will say that there are 
certain styles that are more appro-
priate in different circumstances 
and sectors. For example, a baby 
or bridal boutique can have similar 
design aesthetics compared to an 
excavation or landscape design 
company, see what I mean? 
 The next steps involve choos-
ing the appropriate photography, 
videography, and graphics as well 
as the appropriate language (text) 
that you’ll be using throughout the 
site. Here’s a tip: always try to have 
your pictures, videos, and graphics 
reveal what the text will be sharing. 
This way there is enticement to read 
the text, and a glimpse into what 
that particular page or section of 
the website is all about. It becomes 
intuitive for the website’s viewer this 
way.
 When it comes to your web-
site’s text you have to think in two 
regards: first it obviously spells out 
your message and information, but 

secondly you have to think of the 
text in regards to Search Engine 
Optimization (SEO) as well. Think 
Google and Googling things: how 
does information show up when 
you search for something? How do 
you find websites and information 
directly and/or organically? Further-
more, how do you want your web-
site to show up, using what terms, 
language, geographic locations, etc.? 
Remember, your website should be 
working for you even when you’re 
not – and that is where SEO comes 
into play.

Control the narrative
Another important thing to realize 
when it comes to your website’s 
text and the accompanying photos/
graphics is that they set the mood, 
feel, and message of your website 
(and your business/brand). And you 
need to control this. 
 Ask yourself things like: what do 
I want my website’s visitors to see 
when they enter my site? What are 
my visitor’s coming to find? How 
do they feel when they are on my 
website? Can they find what they’re 
looking for? Be truthful when you 
answer these questions, because 
the answers are key to making your 
website successful.
 Or if you’re trying to change your 
narrative, then you really have to 
pay special attention to the above 
questions. If you’re in this category, 

the good. the bad. and 
the tricks of the trade.

you have to first know what it is 
that you’re trying to change: what 
is your messaging currently, and 
what are you trying to change it 
to? Once you have identified that 
then you can much more easily shift 
from message A to message B. But 
be aware that all newcomers to your 
website, who don’t know about your 
business and its previous messaging, 
they will see B. But those who were 
aware of- or familiar with your mes-
sage of A will still see A, and it is 
your job to help them go from A to 
B in your messaging and execution. 
 There is a lot that goes into 
building a successful website, not 
just a pretty design and great cod-
ing, but a lot of intuition, thinking, 
and psychology. There are a lot of 
amazing websites out there, medio-
cre, and some that are just bad. But 
that’s OK. I view every site as an 
opportunity to be great, and that is 
something that is totally achievable. 
It’s just a question of each person/
business’ wants, needs, and desires. 
At the end of the day, each person/
business’ goals are different, but if 
the website achieves those goals, 
then it is a successful website! •

Thorunn Kristjansdottir is the owner, pub-
lisher, and designer of this magazine as well 
as the principal designer/marketer of Thorunn 
Designs, LLC., a graphic design and marketing 
firm. For further information please visit, 
www.thorunndesigns.com.

Photo: istockphoto.com contributor designer491
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Countryside 
Car Service

Personal transportation & chauffeured services  
Auto detailing  •  Florida to New York transport  
Concierge & courier  •  & more!

(877) 211-0833
www.countrysidecarservice.com
Servicing the tri-state area – NY, MA and CT

HARPER BLANCHET
TWILIGHT STUDIOS

Painting #314 • 30 x 40 • A/C • 2012 • $48,000

SKY PAINTINGS
845 750 8853 • HARPERBLANCHET.COM

The Hair Lounge

The Hair Lounge

WE ARE OPEN!
By appointment only and following all NYS Covid-19 guidelines!

143 Route 44  •  Millerton, NY  •  (518) 592 • 1167

The Hair Lounge

518.592.1135  |  thorunn@thorunndesigns.com
www.thorunndesigns.com  |  52 Main Street, Millerton, NY

Your next big marketing idea…
Your next big marketing idea could be huge for you business and its future! 
Let’s talk about your business’ design and marketing needs to help propel  it. Your 
business might benefit from a new brand or a new website, or perhaps it needs 
supporting materials like a brochure, or maybe it needs help in the marketing and 
PR department. No matter the need – how small or large – we’re here to help.

Services: Graphic design  |  Branding  |  Identity systems  |  Advertising
Annual reports  |  Brochures  |  Book design  |  Promotional graphics  |  & much more
Websites  |  Hosting & SEO  |  Environmental graphics  |  Apparel  |  Photography 
Business consultation  |  Social media  |  Marketing & PR  |  Video & drone  
Promotional video & TV commercial production

Thorunn
designs

Stonework | Brickwork | Blockwork 
Poured concrete foundations & slabs
Insured | Free Estimates

Matt Sheldon | 860.387.9417 | sheldonmasonry.com 
sheldonmasonryconcretellc@gmail.com

Lakeville, Salisbury,
Millerton & beyond

Sheldon Masonry & Concrete LLC
“All phases of masonry construction”

11111111111111111Call 518 592 1135 • CatskillViewWeddings.com

11111111111111111

The ideal venue & location for your perfect day

weddings & events
CatskillView
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business snapshot

McGuire Home, LLC.
Award-winning architectural, interior and landscape design from CT 
and NY. 22 East St., Litchfield, CT. (860) 361-6252. mcguire-home.com

Gregory McGuire started McGuire Home, LLC. over ten years ago after working in 
architecture and interior design firms in NYC and Greenwich, CT. Today, McGuire 
Home provides architectural, interior and landscape design services to clients while also 
custom designing furniture for clients such as sofas, chairs, dining and coffee tables. By 
being able to design a home from the inside out, Gregory understands structure. They 
plan interiors while working on your home project, whether it’s interior renovation, an 
addition, new construction, kitchen or bathroom design. Gregory says it’s meeting new 
clients and making new friends along the way while being working in the field that 
keeps him motivated for each project. “It’s such a privilege to develop lasting relation-
ships with people and seeing how their lives grow while living in a home we designed 
together with them. During this difficult time I am seeing people and families in their 
homes more than ever. They are completing home projects they have wanted to ac-
complish for some time and taking on new tasks like renovation and redesign.” Having 
won best Before and After kitchen designer from Architectural Digest as well as a win-
ning for best kitchen designer from Connecticut Cottages and Garden, McGuire Home 
is proud to continue to assist clients when it comes to designing their dreams.

Corbin Cruise
Distinct and custom metal furnishings. Hudson Valley, New York City 
and beyond. (347) 860-3173. corbincruise.com

Cupboards & Roses Swedish Antiques
Beautiful collection of Swedish painted antiques at the historic train 
station at 46 Castle St., Great Barrington, MA. cupboardsandroses.com

Edith Gilson opened Cupboards & Roses Swedish Antiques in Berkshire County in 
1989 and has established a national reputation for her discerning eye, her inclina-
tion for the unusual, and her expertise in the field of antique painted furniture. The 
store is known for its collection of 18th and 19th century pieces including Gustavian 
secretaries and writing desks, Mora clocks, chests of drawers, side tables and chairs. 
Since 1990 she has traveled extensively throughout Sweden, developing relationships 
with people whose families have spent years studying and collecting painted furniture, 
both urban and rural. Each piece of furniture at Cupboards & Roses Swedish Antiques 
has been carefully scrutinized. Edith has studied its construction, its painted surface, 
and its overall condition. “The details are important, of course,” she says. “But each of 
these pieces is unique, and it is when one speaks to me through its form and color and 
decoration that I buy it for the store.” As a young woman, she came to New York City 
and began a career in marketing research, rising to the top as a senior vice president for 
strategic planning at the J. Walter Thompson Advertising Company. Following a desire 
to lead a simpler life, Edith eventually left the city behind to relocate to the Berkshires, 
where she has combined her business skills, her knowledge of Scandinavian antiques, 
and her eye for design to create Cupboards & Roses Swedish Antiques. After over 30 
years in the antiques business, Edith still has the passion of the collector. 

Geary
Gallery representing emerging and mid-career artists working in a 
variety of media. 34 Main St., Millerton, NY. (212) 242-0185. geary.nyc

Geary began in 2013 as a gallery in a temporary space on the Lower East Side of Man-
hattan with a mission to support artists in New York City. Today, Geary presents solo, 
two-person, and group exhibitions focusing on emerging and mid-career artists in both 
Lower Manhattan and Millerton, NY. Geary seeks to raise artist profiles and exposure 
through placement in museum collections and exhibitions, as well as bringing creative 
engagement within the community and the public. Geary supports all other galler-
ies, and understands the importance of camaraderie in the arts. The gallery’s goal is to 
unite with fellow businesses to create a feeling of togetherness within the community. 
Owners Jack and Dolly Bross Geary say the most rewarding part of operating a gallery 
is the ability to support artists, as well as bringing arts to the community. They value 
the artists that we work with and hope to bring meaningful exhibitions that reflect 
the artist’s vision and the gallery’s values. This year, Geary is thrilled to be a part of the 
Millerton community and looks forward to becoming more and more integrated with 
the town and the local arts community. Though opening a business during a global 
pandemic can be challenging they say are very grateful to all of their neighbors who 
have stopped by to welcome them and to the visitors who are very excited to have 
another gallery in the area.  

Since October of 2016, Corbin Cruise, Inc. has provided custom metal fabrication to 
the Hudson Valley area, New York City, Long Island and beyond out of owner Matty 
Cruise’s shop in Ancramdale, NY. Cruise previously worked for a Brooklyn metal shop 
while teaching welding classes at night allowing him to use the shop after hours while 
he developed his clientele. Corbin Cruise specializes in brass/bronze welding and brais-
ing, finishing, and furniture design using steel, stainless steel brass, bronze, aluminum, 
and some cast materials. He also works alongside contractors and designers on both 
commercial and residential projects, whether it’s custom furniture, fixtures, or custom 
built-ins while also providing on-site measurements, drawings, and installations. Matty 
previously worked in interior and industrial design and has become comfortable with 
working closely with clients over the years. He says the most rewarding part of his busi-
ness is working for himself and turning raw materials into livable furnishings. Corbin 
Cruise has its own furniture line and welcomes studio visits while also offering welding 
classes. Matty maintains that being able to come see works in progress, touch and feel 
the products, and get a glimpse into how things operate in Ancramdale is something 
that is often overlooked when working in design. 
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monthly advice columns

October 15 marks the first day of Medicare Open Enrollment for those 
folks that have turned 65 and are now eligible to receive benefits. 
Open enrollment begins 10-15-20 and runs through 12-7-20. This is 
the standard period that an eligible recipient can join if they missed 
their date of enrollment when they turned 65. A Medicare recipi-
ent can also change plans during this time frame should they wish 
to improve on their coverage. If you miss this Initial Enrollment 
Period, a general Medicare Enrollment Period will begin 1-1-21 and 
last through 3-31-21 with coverage beginning 7-1-21. The key to 
Medicare enrollment is to get signed up prior to your 65th birthday, 
a new Medicare recipient will automatically get Part A, yet will have 
to purchase Parts B and D. The enrollment period begins three months 
before one turns 65 and lasts three months after the 65th birthday. 
This is an ideal time to join a Medicare Advantage Plan which will 
include a comprehensive prescription plan as part of the Advantage 
Plan, so don’t waste any time in getting signed up. There are fairly 
serious penalties for waiting to get signed up for Part B which is the 
Medical Insurance piece of Medicare, and Part D which is the Prescrip-
tion piece of the program. Medicare Part A is your Hospital Insurance 
piece of the program. In today’s high cost of healthcare, 
act swiftly around your 65th birthday and avoid 
penalties as well as securing a most important 
coverage. Contact a NYS Certified Professional 
today!

Kirk Kneller
Phone 518.329.3131
1676 Route 7A, Copake, N.Y.

INSURING YOUR WORLD

Kneller Insurance
Agency
 

Kneller Insurance 
Agency

 

I’ve had to help a number of companies in cleaning compromised websites of malware 
this past month. The reason for these breaches of security? Poor passwords. If you 
can easily remember your password, then it’s too weak. “Millions of people still use 
generic, popular, and widely-used passwords,” Chad Hammond, a security expert at 
NordPass, said in a press release. “While these might be easier to remember, people 
are doing hackers a huge favor by using them, as it will only take a second to crack 
such a weak password.”

To protect your online accounts and passwords, Hammond offered the following tips:
•  Use a password generator. “Password generators are great tools that can generate 
 complex passwords in seconds,” Hammond said. “Sadly, they are still massively 
 under used. Recent research by Kaspersky suggests that a whopping 83% of 
 respondents make up their passwords instead of using some sort of tool that 
 will do it for them.”
•  Go over all your accounts and delete the ones you no longer use. If a small, obscure 
 website ends up breached, you might never even hear about it.
•  Use two-factor authentication (2FA) if you can. Whether it’s an app, biometric data, 
 or hardware security key, your accounts will be much safer if you add that extra layer 
 of protection.
•  Regularly check each of your accounts for suspicious activities. If you notice some-
 thing unusual, change your password immediately.

In the end, having a complex password that you can’t remember will be inconvenient, 
but I can assure you it’s a small price to pay when the alternative is a hacked website 
– or worse.

518 821 6171  |  tangentwpservices.com
jvillanova@tangentwpservices.com

YOUR PASSWORD IS: 123456

KATHY WISMAR STUDIO
8 Landmark Lane in the Kent Green Shopping Area, Kent, CT 06757

703-795-5017    kathywismarstudio@gmail.com

 COVID-19 hit us all like an avalanche. From awareness of a new 
and virulent virus to a worldwide shut down in a matter of weeks cre-
ated chaos, crippled businesses, wiped out travel, and had people 
struggling to find some normalcy while “sheltering in place.” No news 
cycle seems to be without another story of a beloved restaurant clos-
ing, a business struggling to convert from in-person commerce to 
online, or heart-rending stories about families no longer able to com-
municate.
 So, in the midst of an environment that none of us, in our lifetimes, 
has experienced before, where does art fit? We can’t find paper tow-
els, how can we indulge in the exploration of a museum or a gallery? 
Live theater evaporated, movie houses have been shuttered, who 
has been thinking about a gallery crawl on an autumn weekend? And 
spend money on a painting? We’re hunkering down and, as T.S. Eliot 
predicted measuring our lives “with coffee spoons.”
 Take a deep breath. Call a “pause” to the seemingly endless perus-
al of jumbled Facebook entries, and the hours-long binging of entire 
seasons of Arrested Development. Go visit a museum … online. Go 
see what the artist in the next town has posted … online. Check out 
the streamed offerings of the local theaters – both plays and archived 
films … online.  
 Indulge yourself in a bit of art. Click onto the websites of the 
world’s greatest collections of paintings and sculpture and take a free 
ride into the ethereal world of the artistic mind. You will, is our fervent 
wish, find that spending a few moments with timeless beauty will not 
only help pass the parade of minutes and hours, but inspire a memory, 
a dream, a hope that this, too, shall pass.
 Be healthy and strong!

ART IN THE TIME OF PANDEMICMake a memorable impression

Have you ever considered the fact that a business’ logo and branding 
make an impression on viewers, customers, and potential customers? 
A business’ brand evokes a feeling, an emotion, and entices both a 
viewer’s senses and their memory. Font styles, colors, and the designs 
that combine these elements evoke different emotions and reactions 
for different people. So to say that a business’ brand can make an im-
pression… well, that’s an understatement!

With that being said, does your business’ brand make the impression 
that you want it to make? Does it appeal to the clientele that you want 
to appeal to? Is the design of your brand appropriate for the industry 
that you are in? Is your brand similar to another brand? Does your 
brand evoke confidence in your capabilities? Does your brand live up 
to the promises that your business makes? Is your brand memorable?

These are all valuable questions to ask yourself – and be critical when 
you ask and answer. Your business’ brand is integral to your business’ 
growth today and over time. Think Enron… 

And as businesses grow and change, so should the brand – sometimes. 
As things change and evolve, both for the business as well as nation-
ally and globally, the brand has to stay current with the changing times. 
Because remember: your brand should always evoke confidence in the 
promises that your business is making to its clients and potential clients. 

518.592.1135  |  thorunn@thorunndesigns.com   
www.thorunndesigns.com  |  52 Main Street, Millerton, NY

Thorunn
designs
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1-800-553-2234 
www.GMTaylorOil.com • "LIke" us on Facebook: www.facebook.com/TaylorOilInc

Taylor Oil Inc., is a family owned and operated local business, serving the local communities for the over 90 years. 
Offices in Dover Plains, Pawling, Millerton, Pine Plains, Millbrook. "We're here to serve you!"

Stay warm this fall and winter with Taylor Oil & Taylor Propane providing 
you and your family with home heating oil, propane, & more.

TAYLOR oil
HEAT TAYLOR

P R O P A N E

READY FOR FALL? 
IF NOT, WE ARE.
Whether or not you’re ready for the 
changing temperatures, we are ready 
– and we’re here to help. Taylor Oil 
& Propane is on your side!
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1 To earn the Reward Rates and ATM fee refunds, all qualifications must be met in the qualification cycle. The “qualification cycle” is a period beginning the first business day of each month through 
last business day of the month. The “statement cycle” ends the last business day of the month. Make 10 debit card purchases per monthly qualification cycle (transaction must be posted and cleared, 
not pending). You must be enrolled in our e-Banking service and authorize the Bank to deliver your monthly statements electronically to qualify. If you do not log into your e-Banking account for 
twelve (12) months, you will be automatically un-enrolled from e-Banking, and e-Statements will expire. A $5.00 monthly service charge for paper statements will be charged each month you do not 
receive your account statement electronically. As long as you are enrolled when your statement cycles, you will not receive a monthly service charge for that month. You must have at least one direct 
deposit or one electronic payment post and clear to your account each monthly qualification cycle.
2 ATM Fee Refunds up to $25.00 per cycle when all qualifications are met. ATM Fee Refunds are automatically paid on the last day of your monthly statement cycle. International ATM fees are not 
refunded.
*APY – Annual Percentage Yields are accurate as of October 9, 2020. Minimum deposit to open account is $25. Reward Rate tiers are as follows when qualifications are met: If your daily balance is 
$.01 up to $25,000, the interest rate paid on the entire balance will be 1.489% with an annual percentage yield of 1.50%. An interest rate of .30% will be paid only for that portion of your daily balance 
that is greater than $25,000, and the annual percentage yield for this tier will range from 1.50% to .30% depending on the balance in your account. The Base Rate of 0.05% APY will be earned on all 
balances if qualifications are not met. Rates may change at any time, and may change after the account is opened. Fees may reduce earnings. Available for personal accounts only. Certain restrictions 
may apply, please contact a Customer Associate at 860.596.2444.
Please see our separate Fee Schedule for other fees that may apply to this account.

©Salisbury Bank and Trust CompanyMember FDIC Equal Housing Lender

New York
845.877.9850

Connecticut
860.435.9801

Massachusetts
413.528.1201

it’s easy to qualify1:
have at least 10 debit card purchases post 
and clear to your account each monthly 
qualification cycle

sign-up for e-Statements and receive your 
monthly statements electronically

have 1 direct deposit or electronic payment 
post and clear to your account each monthly 
qualification cycle

3
2

1

a littleextra
Interest Plus Checking

1.50% Annual Percentage Yield*  
on balances from $.01 to $25,000

0.05% APY* on all balances when 
qualifications are not met

1.50% APY* to 0.30% APY* on 
balances above $25,000

depending on the balance in the account

earnmore.salisburybank.info
learn more at

reward rates1

base rate


