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Since 1994, Sanders Financial Management has 

provided emerging affluent clients with customized 

solutions to achieve their financial goals. From portfolio 

management to comprehensive financial planning, every 

service is tailored to meet the unique needs of each 

client.

A fee-only firm, Sanders Financial Management has 

earned a reputation for integrity, transparency and 

exceptional service. As our economy begins its recovery, 

we continue to focus on reliable industry sectors with 

global emphasis. Our strategy of delivering strong, long- 

term performance while managing risk has made us one 

of the country’s leading financial advisory firms.

“We’re very fortunate to retain the loyalty and the deep trust of 
valued clients, who feel secure in the knowledge that we’re working 
in their best interests to grow and preserve their assets in these 
challenging times.”
- Emily Sanders, CPA, President & CEO, Named in the “Top 50 Women 
in Wealth Management” by Wealth Manager magazine (2009)

“As financial markets rise and fall, our disciplined approach to 
investing ensures that the wealth of today will become the financial 
security of future generations.”
- Owen Malcolm, Senior Vice President & COO

Main Office: 5550 Triangle Parkway, Suite 300, Norcross, GA 30092
Buckhead Office: The Pinnacle Building, 3455 Peachtree Road NE,

Suite 720, Atlanta, GA 30326

770-448-5111   www.sandersfinancial.com
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Art and Fashion are two cornerstones of our society.  In some 
ways, they each represent opposite ends of the commercial 
spectrum and in other ways, they both share the same creative 
genius of personal expression.  This issue is dedicated to the 
spirit that they share.  

As always, this issue is packed full of the people, places and 
things that make Atlanta special.  With spring finally in our 
sights, this city begins to blossom with new things to do and 
places to visit.  Gallery openings, fashion shows and charity 
events pepper our calendars.  We invite you to use this maga-
zine and our corresponding facebook page as an inspiration 
for your schedule. 

We also encourage you to visit our advertisers.  Without them, we could not do what we do.  This magazine 
is made possible by our advertisers’ support and we thank them for helping us to provide you with this forum 
on a community level.  It is truly a sustainable formula of art and commerce. 

Until next issue…
Enjoy the season, and be creative.  

Miles K. Neiman 
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art and Fashion

l e t t e r  f r o m  t h e 
p u b l i s h e r

Help us Give Back!
10% of this magazine’s net proceeds go to 
the Susan G. Komen Foundation. Join Us in 
the fight against breast cancer by going to 
www.komenatlanta.org to make your own 

private donation today!

c o r r e c t i o n
The Autumn 2010 issue mistakenly referred to the 
Mercedes Benz E-Series. This should have been E-Class. 
We regret that this error occurred and apologize for any 
confusion that occurred as a result.
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pieces, and as a re-
sult I really need to 
do my homework.” 
With the help of a 
buying office in New 
York and plenty of 
research, Gilbert 
stocks her store with 
a selection of mer-
chandise that offers 
quality, novelty, and 
longevity. By buy-
ing items not already 
saturated in Atlanta, 

G. Gilbert introduces customers to the latest and 
most current fashions from designers that not 
every boutique carries. “If a designer sells to ten 
other stores in Atlanta then there is no reason for 
me to also carry the merchandise.”
 Personalization is also a key differentiation 
point at G. Gilbert. “Our concept is honesty and 
customer first,” says Gilbert. “We truly show an 

interest in our clients; it’s a relation-
ship that we build and tend. We are 
not just here to sell clothes. Honesty 
is priority number one. If a customer 
doesn’t leave here feeling great in an 
outfit that truly complements their 
body style then we haven’t done 
our job. I’d rather ‘unsell’ some-
thing, than have a customer leave 
feeling they didn’t get the best. If a 
customer leaves feeling good about 
their purchase then I know they are 
coming back.”
 The welcoming space and well-
trained staff make G. Gilbert the 
perfect place for women to build 
entire wardrobes. “No matter how 
fabulous merchandise may be, it 
doesn’t sell itself,” explains Gilbert. 
“I have a staff that is very knowl-
edgeable with a good eye and that is 
trained to spend one-on-one time 

l o c a l  s t y l e

 
g. gilbert:

elegant sophistication meets today’s trends
 b y  R i d g e l e y  S t a n d a r d 

walking into G. Gilbert is like walking into style; 
a perfect combination of elegance and edge. The 
hip urban space offers an array of stylish designer 

clothes catering to the “grown up” customer – a boutique 
that offers unique, body-friendly clothing where a woman 
can be certain to build an entire wardrobe.
 Owner Ginna Gilbert has a long history in the fashion 
industry, including a degree from the Fashion Institute of 
Technology and careers in retail for outlets such as Neiman 
Marcus and other Atlanta area boutiques. Through her var-
ied experience, she developed a keen eye for fashion and 
“got a pulse for what was missing”; i.e. “grown-up stores”. 
After identifying this niche, in 2000 Gilbert settled into 
the then up-and- coming, hip Westside neighborhood and 
established her boutique, G. Gilbert.
 Catering to women who are thirty and older, Gilbert’s 
sartorial goal is to help clothe older women with more 
body issues than their younger counterparts, but that still 
want to look cute and current. “Today’s baby boomers are 
more fit,” explains Gilbert. “These women want to look 
fashionable, but not dress in the styles of children.”
 “Current is what we do,” continues Gilbert. “We are 
on trend, but not trendy. Our customers want unique 

semblance Cycle

with a customer. It is very important to educate our cli-
ents about their purchases and why something works or 
does not work on a particular body type.” In fact, the 
store keeps a record of customer purchases to help coor-
dinate future outfits based on past purchases and lifestyle 
specific needs. 
 “We’ll follow trends, but put them together in a dif-
ferent way,” says Gilbert. For spring, Gilbert offers the fol-
lowing insight for those looking to be fashion forward:

•	 Dresses: Upcoming designs are very bare. The 
“grown-up” customer wants arm coverage. G. Gilbert 
offers solutions combining the current styles while 
also alleviating body image concerns for customers.

 Retro, stylized dresses in the vein of Mad Men will 
also be prevalent. The style of these dresses is both 
trendy and young, but also sophisticated and elegant.

•	 Shoes: high heels, platforms, and kitten heels 
•	 Fabric: Seersucker - offers a texture and print with-

out being frilly or floral; can be worn as a casual 
day dress, but it can also transition to elegance for 
evening wear

•	 Patterns: Geometrics, dots, etc., of-
fering a fabrication more sophisti-
cated than a floral

•	 Sportswear: Skinny shorts and just 
below the knee leggings

•	 Color: Navy - outweighs black for 
spring, but still offers a neutral palette

 Whether looking for today’s hottest 
fashions or a signature piece that will last 
for more than one season, G. Gilbert is 
sure to have the perfect item. Gilbert has 
made it her goal to find unique fashions 
and to give her customers a reason to 
return. “I’ve developed a happy place to 
shop. If someone leaves here saying ‘this 
is cool’, then I know I’ve done my job.”

G. Gilbert is located at 1198 Howell 
Mill Road and can be found online 
at www.taigan.com. Store hours are 
10am-6pm Tuesday through Saturday. 
The phone number is (404) 355-3713.

orly gerger, silk cord 
with metals & leather

owner ginna gilbert 
with dog mcCrindle

hats: tracey watts; shoe: Chi mihara; top 
& Far right necklaces: susanna galanias, 
dress & shirts: Yigal azrouel; Left and Bot-
tom Center necklaces: annika Light pants: 
Charles Chang-Lima; dark pants: James; 
Belt: post & Co. 
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l o c a l  b u s i n e s s

 
alyson hoag: atlanta’s ambassador of Beauty 

b y  J u l i e  H e r r o n  C a r s o n

alyson Hoag is Atlanta’s ambassador of beauty. But 
she is not concerned with superficial appearances or 
what popular culture projects as beauty. Hoag helps 

women and girls find the beauty within themselves and 
reflect it to the outside world through skillful make-up ap-
plication, hair styles, brow shaping and more. Her Sandy 
Springs studio, Authentic Beauty, is dedicated to Hoag’s 
belief that once we recognize and embrace our true selves, 
we will project our inner beauty from the inside out.
 

“I truly believe that every woman is beautiful, but women 
today are held to an impossible standard of beauty, so at an 
early age we learn to focus on our flaws,” said Hoag. “My 
staff and I work with our clients to take them on a transfor-
mational journey from self-doubt to fully expressing their 
authentic beauty. The first step is learning to love what you 
see in the mirror. Then, we help our clients accentuate the 
beauty that’s already there.”
 Hoag began her own journey as a child in upstate 
New York. She began experimenting with makeup at a 
young age, even getting sent to the principal’s office for 
doing in-class makeovers on her third-grade classmates. As 
a college student, Hoag worked at the cosmetic counter for 
Lancome while earning a Bachelor of Arts degree in sociol-
ogy from the State University of New York, New Paltz.
 Following college, Hoag worked with Lancome, Bor-
ghese, Revlon, Sebastian, and Aveda. As an educator and 
trainer, she has instructed hundreds of makeup artists at 

salons in the southeast region for makeup application and 
technique.
 “The beauty industry is product-driven and not ser-
vice-driven,” said Hoag. “What I learned from the salon 
industry is to be focused on building relationships and 
learning to take care of client needs rather than push prod-
ucts. We have great products at Authentic Beauty, but it 
all starts with great service. I wanted my studio to be dif-
ferent and to help women transform their self-image and 

even their lives. When we 
feel better about ourselves, 

we are empowered to make 
positive changes. Maybe we 
leave the dead-end job. May-
be we end the destructive re-
lationship. It’s all about self-
confidence.”
 Authentic Beauty of-
fers make-up, hair styling, 
brow shaping, facials, body 
waxing, and lash extensions. 
While most clients are women, she does have men who 
come in for hair styling and brow shaping. Authentic 
Beauty’s signature service is the Image Journey, which is an 
exercise in self-discovery. Women and girls do some home-
work to focus their thinking on images and styles they are 
drawn to. Then they work with one of the studio’s make-
up artists to bring that vision to life and learn how to create 
the same look themselves.

 “We ask our clients to bring in their own make-up so 
we can see what’s working, what’s not, and what’s missing,” 
said Hoag. “We talk about the images of beauty that bom-
bard us through the media and how they pervade our cul-
ture and destroy the self-esteem of women and girls who 
fear they can never measure up. Of course they can’t! The 
photos we see have been airbrushed and photo shopped. 
No real person can compete with that. We help women 
and girls let go of someone else’s idea of beauty so they can 
discover their own.”
 In addition to daily appointments, Authentic 

Beauty offers make up and styling services for brides 
and wedding parties, girls going to proms or other 
dressy occasions, and a service this writer could sure-
ly use, “Style & Shine” which transforms a woman’s 
look at the end of the day to a fresh and beautiful 
style for an evening out. Clients can also make pri-
vate appointments for services in their homes.
 In addition to her studio, Hoag has founded 
the non-profit Project Authentic Beauty, which 
brings make-up artists to women who can benefit 
from the curative powers of make-up. Among the 
women who have received the complimentary ser-
vices are mothers whose children are being treated 
for cancer and over 2,000 women of New Orleans 
after the devastation of Hurricane Katrina.
 Hoag is particularly passionate about working 
with young girls. “I have two wonderful children: 

my son, Zach, and my 
teenage daughter, Quinn. 
I know from my own for-
mative years and from the 
girls I work with that the 
self-critique starts very 
early. But it doesn’t have 
to be that way. Already, 
Quinn displays self-con-
fidence beyond her years 
and understands what 

authentic beauty means. She knows herself and lets her 
true self shine through. That’s what I want for all women. 
That’s what it’s all about.”

The Authentic Beauty Studio is located at 4674 Roswell 
Road inside the Perimeter. The phone number is (404) 
849-0443 and the web site is http://myimagejourney.com.

alyson working on a client’s brows

specialty foundation brush 
shown with aB’s upcom-

ing exclusive foundation & 
an example of their custom 

makeup palettes

ansr: Beam – Led light therapy 



$25OFF when you mention this ad. 
Do you have makeup chaos? 
We’ll help you clean out your  
makeup & start spring fresh!

Makeup Cleanup!

Save the Date!
Champagne & Shadows

Sip, socialize & play with spring’s  
hottest makeup!

February 18  •  March 25  •  April 22

Spring Trends Group Class
Learn this season’s wearable looks  

in a fun group setting!

March 9   •   April 6   •   April 27

Appointments
schedulicity.com
404.849.0443

4674 Roswell Road  • Atlanta, Georgia 30342
myimagejourney.com
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f e a t u r e

modeL: Local artist Chelsie neiman
artist: peter Burega, titled "water music series #19"
gaLLerY: pryor Fine art  
dress: Cynthia steffe dress from almanac (www.almanacatlanta.com)  $295
JeweLrY: Judith ripka

photographY: riChie arpino + maKeup: LesLie hines + hair For CheLsie: tammY simpson
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f e a t u r e

modeL: maurice Chevalier
artist: Lita Cabellut.  "installation"  90" x 130"
gaLLerY: the Lowe gallery 
Jeans: paige premium denim from almanac (www.almanacatlanta.com)  $189
shirt: wornFree men's tee from almanac (www.almanacatlanta.com)  $49
watCh: diamond encrusted watch by ovis  $6,995
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f e a t u r e

modeL: adelaide Jane
artist: rebecca Kinkead, titled "shake"
gaLLerY: pryor Fine art  
dress: tea
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b e  w e l l

picture yourself reclining in an ergonomically designed 
easy chair. The air is filled with scents of eucalyptus 
and lavender that purge the stress from your pores. 

A high definition television displays one of your favorite 
shows as the soundtrack is piped into a pair of Bose noise-
canceling headphones. You are lulled into a state of blissful 
relaxation. All in all, it’s just a typical visit to the dentist.
 Typical, that is, if you’re a client of the Atlanta Dental 
Spa, brainchild of doctors Peter Boulden and Susan Estep. 
“So many people dread going to the dentist,” Dr. Boulden 
says, “we wanted to change that by creating an experience 
people would look forward to. We’ve gone to great lengths 
to create a soothing environment with colors and wood 
accents, natural products and the type of rejuvenating aro-
mas you find in a spa.” 
 Dr. Estep points out that while the Dental Spa offers 
many creature comforts, such as paraffin hand treatments 
and warmed neck pillows, the most outstanding feature of 
the practice is its concern for the whole patient. “We are 
focused on your total wellness—on you looking and feel-
ing good,” Estep says. “We strive to educate our patients 
because we understand that achieving a healthy mouth 
leads to overall health. We can reduce our patients’ risks 
for heart disease, diabetes and systemic illness. In fact, in 
some cases, we can reverse pre-diabetes.”

 “Patient focus” are 
the watchwords at the 
Dental Spa. “The moment 
you step into our practice,” 
says Estep, “you find a 
friendly attitude that con-
tinues for your entire visit 
and extends to everyone 
you meet. We seek to cre-
ate long-term relationships 
with our patients. One key 
to that is keeping our em-
ployees. It took a long time 
for us to assemble a group 
of positive people who en-
joy our patients and each 
other. Because of that ef-
fort, the staff has a sense of 
synergy and collaboration 

you seldom find in any workplace. Since our people stay 
with us, we can offer our patients consistency; for example, 
you’ll be assigned a dental assistant, and that person will 
always be your point of contact. The hygienist you see on 
your first visit will always be your hygienist. That kind of 
relationship bolsters our patients’ comfort level.”
 Another unique aspect of Atlanta Dental Spa is the 
breadth of its service offerings. While high-end practices 
like this one are often associated solely with cosmetic den-
tistry, the Dental Spa provides both general dentistry and 
aesthetic services. “We perform a lot of comprehensive 

procedures,” says Boulden. “If you need to have several 
crowns repaired, or other extensive work, ours is an excel-
lent practice. I recently repaired 14 teeth on one person in 
one appointment. On the other hand, if you need a single 
cavity repaired, or a routine cleaning, that work is every 
bit as important to us as the larger procedures. And we 
welcome all members of the family, from the youngest to 
the oldest.”
 Regardless of the service you choose, it will be delivered 
using the best techniques and the latest equipment. “We 
keep our practice on the leading edge,” Estep says. “For 
instance, we have products that can reverse small cavities. 
Instead of defaulting to an ordinary filling, we can often 
give you the option of growing your enamel back.” Both 
doctors Boulden and Estep go beyond the state’s require-
ments for continuing education and they ensure their staff 
is well trained, too. “We have staff training every month,” 
states Dr. Boulden. “We keep challenging ourselves to im-
prove. After all, there’s only one way to coast, and that’s 

downhill.” One result of this dedication is 
that Drs. Boulden and Estep are two of only 
three dentists in Georgia to be designated as 
Fellows to the Academy of Comprehensive 
Aesthetics, and the practice holds numerous 
awards for cosmetic dentistry.
 “This work allows us to change lives,” 
Boulden says. “I’ve had patients break down 
in happy tears upon seeing the beneficial 
changes we’ve made to their appearances. 
I had one patient who was quite ill, with 
very high bacteria counts in his blood, in 
addition to terrible periodontal disease. We 
cleaned his mouth and had him to return 
to his doctor. Six weeks later, he was better. 

His overall illness had stemmed from the condition of his 
mouth. His wife told me I had saved his life. When we can 
make a difference like that, we know we’re on the right 
path.”

Atlanta Dental Spa has two locations: 1875 Old Ala-
bama Road, Building 100 in Roswell; and in Phipps 
Plaza, 3500 Peachtree Road NE. To make an appoint-
ment at either, call 770-998-3838. For more informa-
tion or to start the appointment process, visit www.at-
lantadentalspa.com. 

atlanta dental spa: Changing how we see dentists 
B y  N e v i l l e  C a r s o n 

Luxurious waiting room

dr. estep with one of many smile gallery 
medals from the american academy of 
Cosmetic dentistry

dr. Boulden with one of the awards



905 Jun iper  S t ree t ,  Su i te  110   |    A t lan ta ,  Georg ia    |    404.874.5583   |    www.dr tcs tud io .com

DRTC
STUD IO

Celebrate spring with fresh new designs
from DRTC Studio!
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Q: What do you mean by a com-
prehensive approach to wellness 
and aging solutions? 
Buck: At Blue MedSpa, we rec-
ognize that health is not simply 
the absence of disease but a dy-
namic state of complete physical, 
mental, and social well-being, as 
defined by the World Health Or-
ganization. With that definition in 
mind, Americans are far from being 
healthy – with studies showing that 
only 5 percent of Americans living a completely healthy 
lifestyle. If only 5 percent of Americans are healthy and 45 
percent have at least one chronic condition, half of Ameri-
cans are in a state of chronic disease. Blue MedSpa works 
to break the cycle of disease through a comprehensive ap-
proach to wellness with a broad offering of programs to 
meet the personal needs of men and women of any age. 
The focus is on relationship-centered care with customized 
solutions to optimize well-being from the “inside out” and 
“outside in”. 

 Q: Why does Blue MedSpa place such a focus on well-
ness and aging? 
Buck: America is struggling under the weight of staggering 
healthcare costs and the burden of chronic disease. For so 
long our culture has focused on taking a reactive approach 
to healthcare – trying to patch people up after they’ve be-
come sick instead of working to optimize well-being. The 
tide is now shifting. Americans are simply sick and tired of 
being sick and tired. They are increasingly looking to pro-
viders who offer holistic solutions to optimize well-being. 
Blue MedSpa is partnering with individuals and the com-
munity to shift the focus more to a proactive wellness ap-
proach of enhancing quality of life for men and women at 
any age. Blue MedSpa understands that it’s not how long 
you live; it’s how well you live. 
 
Blue MedSpa is located at 190 Tenth St. in downtown 
Atlanta. Additional spas are located in Palmetto, GA 
and Huntsville, AL. For more information, visit www.
bluemedspa.com or call (404) 815 - 8880. 

b e  w e l l

Blue medspa:
enhancing Quality of Life, whatever Your age  

b y  R y a n  L o f t i s 

since its October of 2005 opening, Blue MedSpa has 
offered what its web site calls the “latest in clini-
cal medical esthetics, traditional spa services and 

lifestyle-based wellness programs.” In May of 2006 Blue 
MedSpa was included in Conde Nast Magazine’s list of the 
top 55 new spas in the world. 
 Recently Dr. Shealynn Buck, Blue MedSpa’s national 
medical director, and Dr. Paul Cox, medical director of 
Blue MedSpa Midtown, discussed the hormone balanc-
ing program, a recent addition to Blue’s lengthy list of 
services, as well as new approaches to the wellness and 
anti-aging programs. 

Q: Describe BLUE MedSpa's hormone balancing program. 
Cox: The program at Blue is based on the usage of bio-iden-

Lower level with small relaxation area

From L to r: director dr. paul Cox, shealynn 
Buck, md, owner John stupka

tical hormones. This means that the hormones used are the 
exact structural matches for the hormones our own body 
creates. This distinction is important because the body uses 
and breaks down these hormones exactly as it would any 
molecule that it makes. This is a key difference from the 
pharmaceutically manufactured hormones such as premarin 
or progestins, which have been shown in large-scale medical 
studies to be dangerous for women's health. The key to the 
program for both sexes is to evaluate several hormones like 
estrogens, progesterone, testosterone and thyroid. My goal is 

to restore these systems to optimal levels to enhance energy, 
mood and the overall function of our bodies. 

Q: How does this program complement the services 
BLUE MedSpa already offers? 
Cox: It is the next logical step in a progression of services. 
My goal is to make sure what you see in the mirror matches 
what you feel throughout the day. It does not make sense 
to look 5 years younger but feel 5 years older because at the 
end of the day how you look is not as important as how you 
feel. I want to make sure the inside and the outside match. 

Q: What results can customers expect from this program? 
Cox: I want to be clear that for this program there are pa-
tients, not customers. Hormone balancing is a medical pro-

cedure that requires the skill and attention of a well-educated 
medical team. For our patients that means a comprehensive 
medical evaluation including making sure that certain rec-
ommended preventive services, blood work, and a complete 
medical history have been done. From there they will meet 
with me to discuss their personal goals for the program, and 
I will develop a comprehensive plan for them based on their 
specific concerns and medical history. My goal for each cli-
ent is a life of enhanced vitality so you can literally turn back 
the clock and "feel" substantially younger. 

Blue med’s exclusive beauty 
line which inorporate green 
tea & resveratrol in many
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atlanta happenings b y  C h r i s t i n a  H o m e r 

they say time flies when you’re having fun. If that’s the 
case, my ride through Atlanta during the end of 2010 
and the beginning of 2011 has felt like a soaring SR-

71 plane ride with the plethora of events our busy city has 
been accommodating!

 With the weather a tad more chilly 
than usual this winter, the Buckhead 
Snuggie Pub Crawl was a perfect 
way to stay warm while barhopping. 
Commencing at the new Gypsy Stag 

Lounge and continuing to 
seven other East Andrews 
bars, the evening concluded 
at Buckhead Saloon, with a 
Snuggie costume contest.
 What better way to 
treat yourself to a “winter 
warm up” than to fill up with 
a glass (or two) of wine? SIP 
@ Riverside recently held its 
grand opening, showcasing a 
monumental wall of 50 self-
serve wine machines, with the options of a sip, 
half glass, or full bottle of wine. POUR Wine 
Market & Tasting Room in Brookhaven also 
opened its doors, boasting a rustic, yet chic en-
vironment for wine tasting and offering afford-
able, cultural wines.
 With baseball season just around the 
corner, former Brave Tom Glavine helped raise 
funds for the Georgia Transplant Foundation 

via a silent auction and dinner at the 19th annual Tom 
Glavine’s Spring Training 
at Mason Murer Fine Art 
in late January. 
 Local TV personali-
ties have also been zealous 
about raising funds for 
philanthropic causes late-
ly. WSB’s Jovita Moore 
teamed up with The Atlan-
ta Fire Foundation to host 
“Breakfast with Our Brav-
est” at the Marriott Buck-
head to honor firefighters 
and EMT for their dedica-
tion, and to raise money for 
new, state-of-the-art fire and 
rescue technology. Funds were also raised for the American 
Cancer Society at Bra Bash at Intimacy, hosted by FOX 
5’s Stacey Elgin, as guests reveled in bra makeovers and 
mini bra cupcakes from Buckhead’s Little Cake Bakery. 

 Women also congregated at Tongue and Groove to 
rid their winter blues and receive makeovers, and shopped 
‘til they dropped at the Atlanta Beauty Sample Sale, pre-
sented by Pretty City. Ladies enjoyed the best in beauty 
under one roof, including samples and shopping steals 
from Jamie Earl Salon, Stella & Dot, Spa Parties Atlan-
ta, Utopia, Urban Tangles, and more. 
 Atlanta’s own B.o.B. brought hip hop and loads of 
energy to Smith’s Olde Bar on Christmas Eve. Sponsored 

by Whynatte, canned food for charity was collected 
while the Decatur native belted out tunes from his 
recent album “The Adventures of Bobby Ray” and 
debuted a new track “Cold as Ice” (foresight into 
our white Christmas the next day, perhaps?). 
 What are we looking forward to this spring (be-
sides warmer weather, of course)? The Atlanta 
Dogwood Festival, a celebration of arts and en-
tertainment, will take place April 16-18. Mark 
your calendars for April 29-May 1 for the 40th 
annual Inman Park Spring Festival, exhibit-
ing Atlanta’s biggest street market and a tour of 
homes. And on Memorial Day weekend, why go 
out of town with both the Atlanta Jazz Festival at 
Piedmont Park and the Decatur Arts Festival just 
a hop, skip, and jump away?
 Here’s to earning lots of “sky (or city) miles” in 

2011 while time flies by with all the fun events Atlanta 
has to offer!

Who’s Who & What’s What

 “The power was ours” in December to wish Captain 
Planet a happy 20th birthday, as LeVar Burton and Ed 
Begley Jr. joined media mogul and philanthropist Ted 
Turner and daughter Laura Turner Seydel (Captain 
Planet Foundation chairman), along with other celebs, 
at a gala at the Georgia Aquarium. Proceeds benefitted 
grants for children affected by the Gulf oil spill and envi-
ronmental education.
 If you missed this benefit, join EarthShare at the 
Georgia Earth Day Leadership Breakfast on April 20, 
also at the Georgia Aquarium, featuring Rhett Turner as 
the keynote speaker; and its 15th annual Earth Day Party 
the following day at Summerour Studio. All proceeds will 
go toward conserving and protecting our air, land, and wa-
ter (Captain Planet would approve!).
 Cirque du Soleil’s “Ovo” was all the rage this win-
ter as the beloved circus troupe performed under the blue 
and yellow tent at Atlantic Station, providing a captivat-
ing look into the world of insects. With acrobats, jugglers, 
and contortionists in brilliantly detailed insect costumes, 
“Ovo” appealed to all ages.

media mogul ted turner and author elizabeth 
dewberry at Captain planet's 20th Birthday 

Celebration at the ga aquarium. 
photo by Christina homer

pretty City's Latrice allen treats amanda atkins to a 
birthday manicure at the atlanta Beauty sample sale 

at tongue & groove. photo by Christina homer.

owners Johnny mcCall and 
parke Lammerts at pour wine 
market grand opening
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the estate planning measures passed in the Middle 
Class Tax Relief Act of 2010 beg the question “what 
do we do now?” This new bill reinstates the estate tax 

with an exemption amount of $5 million for an individual 
and a maximum estate tax rate of 35% on values above the 
exemption amount. Married couples will have the ability 
to pass $10 million dollars of assets before any estate tax 
will be due. In addition, all assets included in an estate will 
have their basis automatically “stepped-up” to fair market 
value. This means that assets will likely have no capital 
gains tax if they are sold soon after death since their value 
is stepped-up. The generation skipping tax exemption was 
also increased to $5 million dollars.
 Does this mean that single persons with less than $5 
million dollars and married couples with less than $10 mil-
lion dollars no longer need to worry about estate planning? 
Sadly, the answer is no. This new tax bill only lasts through 
December 31, 2012. Without further changes, the estate 
tax exemption amount will again be set to automatically 
revert to $1 million dollars with a maximum tax rate of 
55% on January 1, 2013. Therefore, 2012 will be similar 

to this year in that Congress will have to again address the 
estate tax and many will be wondering whether they need 
to revise their estate planning documents yet again.
 A constantly changing estate tax exemption amount 
makes it incredibly difficult for individuals to plan for their 
estates. They must be asking certain questions. First: has 
the changed estate tax exemption amount altered how I 
leave my assets to my intended beneficiaries? The answer is 
almost certainly yes if you have a formula bequest clause. 
Bequests under a formula clause alter the amount of the 
bequest to the exemption amount, between $1 million and 
$5 million dollars. This variance could cause one to unin-
tentionally disinherit a family member, including a surviv-
ing spouse. 
 Another question is what should I be doing about life 
insurance with a frequently changing estate tax exemption 
amount? Many people who have life insurance to help pay 
estate taxes may feel that they no longer need such insurance. 
If the exemption is lowered in the future, will obtaining the 
same insurance two years from now be affordable? Will you 
even be able to obtain the insurance if you have medical is-

sues that have arisen? The most conservative approach would 
be to obtain the insurance now or maintain currently held 
insurance until there is a more definitive answer.
 What we do know is that the new tax law unifying the 
gift and estate tax is a boon to individuals or couples who 
have more assets than they require to sustain themselves 
during their remaining lifetimes. Presently, wealthy indi-
viduals who have already used their $1 million dollar gift 
exemption in previous years will now have an additional $4 
million dollars ($8 million for a married couple) that they 
can use. This will allow individuals to pass vacation homes 
to their children, assist them with purchasing their own 
homes, or pay off debts to allow children to have better 
cash flow.
 This new change has dramatically increased the plan-
ning opportunities for such wealthy individuals. Trusts can 
now be created to hold assets in much larger amounts that 
will not only be excluded from estate tax at the death of 
the owner of such assets, but will also be excluded from 
estate tax at the death of descendants of such owners. If it 
appears that the exemption amount will not be renewed or 
will be reduced in the future, then wealthy individuals can 
take advantage of the fact that they can give up to $4 mil-
lion dollars more during their lifetime and do not have to 
wait until their death to be able to transfer such assets. This 
can be a savings of roughly $2 million dollars ($4 million 
for married couples) in future estate taxes. The individual 
should wait until the end of 2012 to make such a gift, as 
it is still more advantageous to inherit assets rather than 
receive them by gift. Assets received by gift do not receive 
the preferential stepped-up basis. 
 While the new tax law appears to be beneficial to ev-
eryone from a tax perspective, the fact that the new law is 
not permanent extends the uncertainty in planning for two 
more years. High net worth individuals have the means 
to pay to alter their estate planning as the law changes. 
Middle-income people are more reluctant to incur a re-
peated expense. It is advisable to develop a current plan to 
meet the needs and intentions of the individual, whether 
the exemption amount is $5 million or $1 million dollars. 
Failure to do so could ultimately cost their estates a great 
deal more than the legal fees.

Emily Sanders is President, Founder, & CEO of Sanders 
Financial Management in Atlanta. She can be reached 
at www.sandersfinancial.com or 770-448-5111.

f i n a n c e s

Emily Sanders

estate tax & the new tax Bill – more and Less Certainty
b y  E m i l y  S a n d e r s 
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f i n a n c e s

go out past the previous final year maturity and re-invest 
your $5,000 into a new issue. This discipline eliminates 
much of the guesswork that could arise out of what to do 
in various economic cycles, rising or falling interest rates 
and any other unforeseen events. You would also have the 
option of not re-investing if liquidity concerns or other 
concerns arise. 
 Further customization is also available if one wishes 
to “smooth out” the newly created income stream. Most 
municipals pay interest on a semi-annual basis. So for each 
bond you own, there are two payments each year. For ex-
ample, a bond maturing on 3/01/2018 would have an in-
terest payment on 3/1 and 9/1 of every year until maturity. 
To create a “check a month” income stream would there-
fore require a minimum of six different bonds. The end re-
sult is a strategy that could provide consistent income over 
the long run.
 This strategy, and diversification in general, does not 
guarantee profits or avoid losses. Bonds are subject to mar-
ket risk and can be worth more or less than your original 
investment if sold before maturity. 
 A well-thought-out municipal bond ladder can, how-
ever, provide a great level of diversification among geo-
graphic issues, coupons, credit quality and maturities; as 
well as provide a steady income stream. Whether you re-
search issues on your own or work with a financial advi-
sor, municipal bonds could be a good fit for your portfolio 
and may even give you the opportunity to support projects 
within your local community. 

This article was written and provided by Chris J. Ogle, a 
local financial advisor with Wells Fargo Advisors. He lives 
on 30A and spends his free time with on the water stand-
up paddle boarding with his wife and four children. Chris 
can be reached at 850-837-5366, www. wfadvisors.com/
chris.ogle, or at chris.ogle@wfadvisors.com.

Wells Fargo is not a legal or tax advisor. Investment and Insurance products 
not FDIC insured. No bank guarantee. > May lose value. Wells Fargo, LLC, 
Member SIPC, is a registered broker-dealer and a separate non-bank affiliate 
of Wells Fargo Company.

Wells Fargo did not assist in the preparation of this report, and its accuracy 
and completeness are not guaranteed. The opinions expressed in this report are 
those of the author and not necessarily those of Wells Fargo Advisors or its affili-
ates. This material has been prepared or is distributed solely for informational 
purposes and is not a solicitation or an offer to buy any security or instrument 
or to participate in any trading strategy.

Benjamin Franklin is widely recognized for his death 
and taxes truism: “In this world nothing can be said 
to be certain, except death and taxes.” (From The 

Works of Benjamin Franklin, 1817.) Fortunately for the 
modern investor, there is a reprieve called the tax-free mu-
nicipal bond. This often overlooked investment can be an 
important addition to most any taxable portfolio. 

choosing the highest quality issues from all over the coun-
try, although there are often plenty of local projects to sup-
port as well. 
 This federal and potentially state tax-free interest can 
not be overstated. Taxable investments must offer a sub-
stantially higher rate of return to match the after-tax return 
available on a municipal bond. For example, if you are an 
investor in the 33 percent tax bracket, you would have to 
find a taxable bond paying over 7.4 percent just to receive 
the same after-tax return you could get on a municipal pay-
ing 5 percent! Given the likelihood of higher federal taxes 
in the coming years, tax-free interest could become even 
more attractive.
 Because of their modest minimums, municipals can 
be a part of most any investor’s taxable portfolio. (Non-
IRA, non retirement accounts.) In a simple example, a mu-
nicipal bond would be purchased at a face value of $1,000 
per bond. Since they are typically sold in minimum incre-
ments of $5,000, a new issue municipal with a face value 
of $5,000 would cost the investor $5,000. Municipals can 
also be purchased in the secondary market at varying prices 
depending on several factors including coupon, years to 
maturity, credit quality and quantity available. As a general 
rule, municipals with the highest credit quality and short-
est maturity have lower coupons, or yields, than longer ma-
turity bonds with average or lower credit quality. 
 So which municipals should you buy, and how do 
you make that decision? Although there are numerous in-
vestment products that can be utilized, I will focus on the 
more conservative strategy of building a municipal bond 
ladder. There are many factors one might consider when 
purchasing municipal bonds. At a minimum, one should 
consider their monthly income needs, risk tolerance, time 
horizon, inflation concerns and potential liquidity needs. 
These customized parameters can then be filtered through 
the purchase of each municipal to build the bond ladder. 
Ideally, you would divide the dollar amount to invest by 
the number of years until final maturity, and then invest 
approximately equal dollar amounts into each year. 
 Here is an example: invest $100,000 into a bond 
ladder with maturities from one to 20 years. You would 
then purchase a $5,000 municipal with a one-year matu-
rity, $5,000 municipal with a two-year maturity, and so 
on until you have “built” all the rungs on the ladder out 
to 20 years (or until your desired final maturity). Each 
year thereafter, when a bond matures, you would simply 

municipal Bonds Can  
provide tax-Free income

b y  C h r i s  O g l e

Chris ogle

 When you purchase a new-issue municipal bond, you 
actually make a loan to the issuer, which may be a city, 
township or school district. These entities use the funds 
raised from the sale of bonds to finance new streets, hos-
pitals, water and sewer systems, parks and many other im-
provement projects. In return for the use of your money, 
the issuer promises to pay you not only the principal back 
when the bond matures, but also a set rate of interest, or 
coupon, during the term of the bond. 
 For many investors, the most attractive aspect of mu-
nicipal bonds deals with the favorable tax treatment they 
receive. The interest on municipals is federally tax-free and 
state tax-free to residents of the issuing state. Since Florida 
does not have a state income tax, residents benefit from 
double tax-free municipal income from municipals issued 
in any state. This allows Florida residents the luxury of 
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Composed by Christina Homer, 
a freelance writer who knows what’s hot.

For Wine-os:
Snooth Wine Pro App
Can’t find that delectable wine you 
tried at that holiday party last month? 
Fortunately, that will never happen 
again, with snooth’s launch of the 
first iphone app with wine image 
recognition. once you snap a pic, 
the app will show you the wine details 
and store inventory (along with 
directions) of the nearest locations.
Free/lite version; $4.99 full version; 
snooth.com 

For him:
Malcom Fontier’s Diplomat 17

way more manly than the typical “murse (man 
purse),” this durable travel bag provides enough 
space for a 17” laptop, a change of clothes and 

other gadgets, including neoprene electronics 
pockets, along with pockets for your id, credit 

cards, passport and boarding pass.
$260; malcomfontier.com

For pets:
Dyson Groom Tool

tired of dog hair reappearing in your 
house immediately after vacuuming? 
the dyson groom tool (compatible 
with most dyson vacuums) has slick 

bristles, removing loose hair and dead 
skin directly from your medium or 

long-haired dog, and instantly sucks 
the fur straight into your vacuum, 

leaving no mess.
 $64; dyson.com

For the Sweet tooth:
Petrossian’s Hot Chocolate-on-a-Stick
why settle for hot chocolate from a 
powder mix when you can use cubes 
of the finest French chocolates instead? 
petrossian’s hot Chocolate-on-a-stick 
comes in rich, velvety dark chocolate 
and hazelnut flavors, and each cube is 
handmade in paris. 
$18/6 pieces; petrossian.com

For children:
FTM Sippy Cups

$25; swoozies.com

For the outdoors:
Hammacher Schlemmer  

Battery Powered Hand Warming Gloves
Cold hands, warm heart? now you can be 
warm all over with these battery-operated, 

temperature-adjustable, waterproof gloves. 
You never know when another march blizzard 

will snowstorm through georgia again!
$24.95; hammacher.com

For Lower Back pain:
SASSI
ready to do something about that pesky 
lower back pain? this pilates-based, four-
dvd series (complete with a foam roller) 
alleviates lower back pain and si (sacroiliac) 
joint dysfunction by strengthening the core 
and stabilizing the pelvis. sassi (strength 
and stability for the si Joint) is designed and 
taught by a certified instructor, and is also 
great for those with arthritis, pregnancy and 
post-trauma. 
$59.99; sijointdysfunctionrx.com

For her:
Charles Albert Mystic Ice Ring
who needs a mood ring when this snazzy mystic 
topaz stone displays all colors, all the time (not 
to mention, how can this ring not put you in 
a good mood, anyway)? Brand new in Charles 
albert’s spring 2011 collection, this ring is a 
sure pairing with anY outfit in your closet. 
$325; charlesalbert.com



www.kolocollection.com
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Living in the South, we can always count on summer 
to be nothing if not hot. Home exteriors have become 
more and more a place to live, relax, and entertain. 

However, without sufficient shade, a comfortable environ-
ment may be difficult to achieve. Many times a typical 
umbrella will just not do the job. This article highlights 
three outstanding shade options to bring comfort to your 
exterior world. 

Solair® retractable awningS
 Solair Retractable Awnings have been in business for 
more then 30 years making the most attractive 
and reliable awnings available. Within seconds, 
you can create a comfortable living space to enter-
tain, play or relax. Even during the hottest times 
of the day.

•	 Fully	motorized	to	provide	shade	at	a	touch	
of a button

•	 Hundreds	of	Sunbrella	®	fabric	options
•	 Various	width	options	up	to	26	feet
•	 More	than	180	custom	frame	finishes
•	 Provides	amazing	energy	savings
•	 Optional	 wind	 sensor	 retracts	 your	 aw-

ning automatically in inclement weather
www.solair.com

Solair® Power ScreenS
 At the touch of a button, the Solair Power Screen 
transforms your outdoor space into a comfortable, venti-
lated, pest-free environment. Perfect to enclose your patio, 
deck, lanai, veranda, or balcony. 

•	 Offered	 in	a	variety	of	 screening	and	shading	op-
tions to suit your needs

•	 Fabrics	block	80-97%	of	UV	rays	while	allowing	a	
clear view from the inside

•	 Use	during	 summer	months	will	 lower	air	 condi-
tioning costs

•	 When	not	 in	 use,	 the	 screen	 retracts	 out-of-sight	
and blends with your homes exterior.

www.trivantage.com/shade/screen/system/powerscreen

tUUci Max cantilevered™ 
collection
 Designed with a telescoping mast and parasol inspired 
by sailing yachts, the OM MAX Cantilever™ Collection 
creates a stable sail of shade over any outdoor living space.

•	 Engineering	derived	from	the	marine	world
•	 Ideal	for	the	most	demanding	wind-swept	 

environment
•	 Easy	to	operate
•	 Various	sizes	available	up	to	10’	x	14’
•	 Quality	backed	by	a	limited	lifetime	warrantee
www.tuuci.com

If you are interesting in learning more about any of these 
unique shade options, they all can be found at Kolo Col-
lection where you can get a hands on demonstration. 

Greg Martin is co-owner of Kolo Collection, 1189 How-
ell Mill Rd in Atlanta. Their phone number is (404) 
355-1717. For more information visit www.kolocollec-
tion.com. For more outdoor tips, check out the Outdoor 
Atlanta blog at www.kolocollection.com/blog.

extreme shade
unique shade options for Your world  

b y  G r e g  M a r t i n 

tuuci max Cantilevered™ Collection

solair® retractable awnings

solair® power screens
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 I thought I would put together a list of my favorite 
places for all of those stubborn independent closet design-
ers to help you create a beautiful new home in 2011. Most 
of the places I have listed are available to the public, but 
a few do require that you hire a design firm to help you 
through the process. Trust me, it will be well worth the 
money and you will have fun sharing the design process 
with someone who shares your dream. So here is a brief list 
of a few of my favorite spots to get the job done.

Fabric Sources
•	 Lewis	and	Sheron	(Retail)
•	 Donghia	(Designer	Needed)
•	 Gail	K	Fabrics	(Budget	Retail)
•	 Kravet	(Designer	Needed)

Furniture Resources
•	 DRTC	Studio	(Retail	and	Custom	Furniture)
•	 Bungalow	(Retail	and	Semi-Custom	Furniture)
•	 Budget	Upholstery	(Custom	Furniture)
•	 Tecnosedia	(Custom	Furniture)

one of the most common questions I get is “how 
do I decorate my home if I don’t have a designer?” 
Well, my first answer would be, why don’t you 

have a designer? Sounds a bit self-serving, because it is. A 
designer can usually do the job with you for pennies more 
than if you did it yourself, if not for the same price. Most 

designers get a 
discount for you 
and then charge 
a fee for their ser-

vices. Many times the two offset each 
other and allow for fewer mistakes. 
This is a very serious point to consider 
if you are tackling a larger project and 
especially if it involves construction. 
 The first thing to consider in 
tackling your home project is to look 
at the scope of the undertaking. If you 
find that you need to involve more 
than 3 people to get the job done, then you probably need 
some help. You may be able to manage some portions of the 
job, but your time is probably better spent doing whatever 
job you do best at work making money. After deciding that 
you indeed do want to dive into the world of decorating 
an area of your home, you then need to layout the steps to 
achieve the final product. Carefully put on paper all that 
you want to accomplish and decide what order that you 
should proceed. Many times this will prove to be much 
longer and involved than you imagined. Never the less, you 
should be aware of what you are getting into before you 
start. There is nothing more frustrating than looking at a 
job you spent two weeks to accomplish and it still is half 
finished. If you still think you want to handle all that is re-
quired to create a beautiful living room, bathroom, kitchen, 
or dining room then let’s put your hands and brain to work 
to get the job done efficiently and beautifully. 

i n t e r i o r s

Iron Resources
•	 Frontera	(Retail	and	Custom)
•	 Ironworks	International	(Custom	Iron)

Drapery and Pillows Resources
•	 DRTC	 Studio	 Workroom	 (Retail	 and	 Custom	

Drapes and Pillows)
•	 Lewis	and	Sheron	(Custom	Drapes	and	Pillows)
•	 Curtain	Exchange	(Used	or	Traded	Drapes)

Floor Covering Resources
•	 Myers	Carpet	(Anything	under	the	sun!	Hardwood	

Floors, Carpet and Rugs)
•	 Moattar	 Ltd.	 Rugs	 (Custom	 Rugs,	 and	 Fine	 and	

Vintage Rugs. Designer Needed)
•	 Verde	Home	(Retail	and	Custom	Rugs)
•	 Flor	(Retail	flooring	on	a	budget)
•	 Designer	Carpets	(Fine	Rugs	and	Carpets,	Designer	

Needed)

Garden Furnishings
•	 Habersham	Gardens	(Retail	Plants	and	Furnishings)
•	 Pikes	Garden	(Retail	Plants	and	Furnishings)
•	 Hastings	Gardens	(Retail	Plants)

Bath and Tile Resources
•	 Renaissance	Tile	and	Bath	(Fine	Bath	Furnishings	

and Finishes, Designer Needed)
•	 Waterworks	 (Fine	Bath	 Furnishings	 and	 Finishes,	

Designer Needed)
•	 Décor	and	More	(Marble	and	Tile	and	Engineered,	

Flooring on a budget)

Lighting Resources
•	 Lighting	Loft	(Retail	lighting)
•	 Stanton	Home	(Retail	Lighting	and	Design)
•	 Bungalow	Home	(Retail	Lighting)
•	 DRTC	Studio	(Retail	Lighting	and	Design)

Kitchen Design and Resources
•	 Design	Galleria	(Designer	Needed)
•	 Home	Depot	(Retail	and	Kitchen	on	a	budget)
•	 DRTC	Studio	(Kitchen	Design)
•	 Bulthaup	(Kitchen	Design	and	Retail)

Designer’s ChoiCe 2011
b y  Wi l l i s  Wa t t s

Bedroom

outdoor deck

Kitchen

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

dear Jula b y  J u l a  J a n e
“Love doesn't make the world go round. Love is what makes the ride worthwhile.” - Franklin p. Jones

Walking On Eggshells

Dear Jula,

My new boyfriend is making me a nervous wreck.  He 
picks on everything I say, pouts over the littlest things, 
and turns a small difference of opinion into a full blown 
fight.  There are so many good things about our relation-
ship, but lately the good seems to be overshadowed by the 
bad.  I’m on the verge of breaking up with him, but won-
dered if I’m giving up too easily.  What do you think?

Alisa

Dear Alisa,

It sounds like your boyfriend’s personality needs a bit of 
work.  Ask yourself why you’re with him.  If it’s because 
you’re in love with him and he makes you happy—great!  
Stick it out and encourage him to go to couple’s counsel-
ing with you.  An unbiased third party can help him see 
the wrong in his ways much better than you telling him 
he’s a jerk.  

If the main reason you stay in this hurtful relationship is 
because of what you imagine life could be like together—
then it’s time to send him packing.  We women fantasize 
about how wonderful things could be if only he would 
change.  Life and love would be so much easier for both 
men and women if we chose someone we could love just 
the way they were—flawed, but adorable.

Jula Jane

Practice What You Preach

Dear Jula,

Should a matchmaker and dating expert practice what 
they preach?  

Oh, So Curious

Dear Curious,

Yes, I absolutely believe a matchmaker and dating expert 
should practice what they preach. For that matter, I believe 
everyone should live by the standards they set for others, 
especially when it’s related to their profession. After all, 
you wouldn’t have very much confidence in your trainer 
if she were a couch potato, nor would you put too much 
stock in a doctor who was an obese chain smoker.  How 
about a preacher who cheats?  You get my point.

It’s easy to tell someone to “Do as I say, not as I do,” but I 
don’t subscribe to that notion. Or, at least I try very hard 
not to.  The best way to teach someone to better themselves 
is by setting a good example.

Please feel free to write to me any time. It seems as though 
you’re hurting from something and I’d like to help if I can. 

Jula Jane

Distance Makes the Heart Grow Fonder

Dear Jula,

My wife and I live in different states because of our jobs, 
and though it works very well for us, my colleagues seem 
to have a problem with it.  They can’t understand how a 
marriage can work unless you live under the same roof.  
I want to stand on my cubicle and shout, “I love my wife 
and she loves me. We’re happy. Stop judging us.” But, of 
course, I can’t do that without running the risk of getting 
sent off to the loony bin.  How can I make them believe 
my marriage is not only secure, but also happy?

Michael

Dear Michael,

My question to you is, “Why do you care so much about 
what your co-workers think?”  At the end of the day, all 
that really matters is you and your wife have a great thing 
going and nothing can get in the way of that.  The next 
time someone asks you about your marriage, simply smile 
and say, “Everything is great. I couldn’t be happier.”  End 
of story.

Jula Jane

Jula Jane

Jula Jane is a best-selling author, columnist, coach 
and matchmaker. her mission is to help you find hap-
piness in life, love and everything in between.

write to Jula Jane at dearjula@julajane.com or visit 
her website, www.julajane.com.  

her latest read, Secrets to Date By, can be found on-
line or at your local bookstore.
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