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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

179 Cty Rte 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.

SERVICES:
Propane • Heating Oil • Diesel Fuel • Gasoline • Kerosene 

Heating Systems • Service • Installations • 24 Hour Service

(518) 789 3014 • (845) 635 2400
3 Century Blvd., Millerton, NY 12546 • www.crownenergycorp.com
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It’s that time of year! “Let’s put another 
shrimp on the barbie!” Enjoy great 
food, drinks and company this month. 
Remember to shop local and support 
your local farmers.

Cover photo by 
Olivia Valentine
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EAT, DRINK AND BE MERRY.

July has become our month for food 
and drink, hence the reason that basi-
cally all the articles you’re about to pe-
ruse through revolve around the topic 
at hand. But what better time to cel-
ebrate the bounty of fresh and sizzling 
foods and thirst-quenching drinks than 
at the height of growing season? That’s 
at least our thought process and the 
reason that we dedicate this issue to 
food and drink every year.
	 To me July means laid-back long 
sunny days, barbecues, running 
through sprinklers, ice cream, and  
plenty of swimming. One of the best 
things about this time of year, in my 
opinion, is all of the fresh food from lo-
cal farms and vendors, AND the super 
thirst-quenching drinks like cold lem-
onade and fruity alcoholic beverages. 
Nothing beats a perfectly refreshing 
mojito on a hot summer’s day. Yum!
	 This time of year is also the time 
that we all feel super social with get-
togethers, parties, barbecues, celebra-
tions, and the like. I think that this sum-
mer, especially, will be filled with lots 
of get-togethers and celebrations with 
the easement of restrictions and our 
lives starting to return to some form of 
pre-COVID normalcy. And I think that 
we are beyond ready for it, to see famil-
iar faces that we haven’t seen and have 
missed for over a year. Our souls have 
missed family and friends, and seeing 
a person’s smile, to feel OK just being 
near someone – these are the things 
that we have missed at a very molecu-
lar level. We are social beings, and have 
been tested in isolation for over a year. 
This July will most likely be filled with 
celebrations around many tables that 
are filled with food, drinks, and com-
pany. And to that, I say cheers! 
	 I hope that you enjoy all of the sto-
ries that we have brought you in this 
issue, from the features on food/drink-
related businesses in our region, reci-
pes for drinks and desserts, as well as 
profiles on local figures and establish-
ments in our communities. There are 
so many wonderful stories to tell, and 
I always feel honored and humbled ev-
ery month when I put each issue of this 
magazine together – when I lay out the 
stories and proof-read them… I feel so 
fortunate to learn about the many indi-
viduals, businesses, and organizations 
in our area that make our towns, cities, 
counties, and states so unique and spe-
cial. I hope you too feel the same way. 
	 And I want to give a special shout-
out to our amazing advertising spon-
sors: they are not just crucial to our 
communities, but they are vital to this 
magazine. Without them, you wouldn’t 
be enjoying this magazine, so please 
help support our advertisers! Happy 
summer.
		  – Thorunn Kristjansdottir

Food
The

& Drink
issue
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If the world is your classroom, then 
moments of learning and education 
can blithely appear anywhere. For fab-
ric artist Joy Setton, circumnavigation 
of the globe after her father sold his 
French company and took the family 
on a two-year cruise was the founda-
tion for lifelong learning.
	 Back on land, Joy studied journal-
ism and film at NYU and embarked 
on a career as a filmmaker. Several 
PBS documentaries, notably some of 
the programs featuring great folk mu-
sic performers (Peter, Paul and Mary, 
Harry Belafonte, Pete Seeger) found 
her production credits included. “Ev-
eryone needs music,” she’s quick to 
point out, and the programs produced 
continue to be “chestnuts” in the PBS 
archives, trotted out annually to sup-
port giving drives.
	 It was an admixture of her visual 
sense coupled with her inquisitive 
nature that had attracted her attention 
in a Japanese museum, emboldened 
by discovering how garments were 
dyed in India that drew her to the 
adventure she now continues in Corn-
wall, CT.
	 “We were pandemic refugees,” 
offers Joy with a smile. She and her 
husband and their three children had 
a weekend home in the Litchfield 
Hills, a respite from their Red Hook 

(Brooklyn) home. When COVID-19 
changed the world and how people 
navigated through the pandemic, Joy 
and her husband decided to leave the 
city behind.  
	 Joy Setton’s center of operations is 
now a second-floor studio and gallery 
located in Warren Town Center. The 
bright space serves three purposes. 
Her husband has an office from 
which he pursues his career, comfort-
ably remote. Joy’s space is occupied 
by a great working table on which 
she hand silk screens fabric bearing 
her own whimsical designs. Finally, 
the entry portion of her studio is her 
shop, a colorful amalgam of blouses, 
scarves and wraps all fashioned in 
New York’s garment district utilizing 
the unique fabric she creates.
	 There are other bits and pieces 
in her shop, as well. These are items 
that Joy calls “curiosities,” items that 
one might not find in other local 
shops but that entice and reward. Art 
supplies, bits of ephemera that add 
a moment of joy to a day as a gift or 
an indulgence. There may even be an 
antique item that catches the eye ... 
and will add just the right touch to a 
room. Items offered in the shop belie 
the artist’s eye.

Sketchbook as starting point
“I always drew as a child. When we 
traveled, I would sketch the unique 
people, places, and things we saw.” 
From that childhood pursuit came a 

Artistry…
naturally
ARTIST PROFILE: JOY SETTON

By CB Wismar
info@mainstreetmag.com

Above, top to 
bottom: Garments 
and curosities. Joy 
Setton.
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artist profile

passion for design, prompted by the 
great traditions of textile art displayed 
in the Tokyo National Museum.
	 “I began sketching patterns, recog-
nizing that the great fabric traditions 
of the world utilized natural dyes to 
create the deeply rich colors.” Moving 
full time to Northwestern Connecti-
cut, Joy has pursued her discovery of 
the natural elements that can be used 
to create dyes for her fabric.
	 “Just a simple walk in the woods 
can yield so many plants that can be 
used to make my dues. Barberry, birch 
leaves, alder leaves, acorns … they all 
yield different intensities and hues.”
	 Without question, the hand drawn 
patterns that Joy creates support the 
underlying sense of humor that is very 
much a part of her nature. Nestled in 
the various designs can be a word or 
two, a whimsical figure, an object that 
evokes a smile like Louis Armstrong’s 
trumpet. Her hand silk screening 
yields admittedly small batches of 
cloth to be sent with her patterns to 
be made into unique pieces. “Pattern 
making is alike a Bach partita,” she 
adds, blending a love for music with 
the world of fabric art and uniquely 
made clothing.

Artist as activist
Not only is Joy Setton an artist, she 
has evolved into an eloquent activ-
ist, turning her love for natural dyes 
and fabrics into a voluble plea for her 
customers to understand the impor-
tance, the nuance of materialism … 
and consumption.
	 Trained as a journalist, Joy has 
found ways to incorporate her pas-
sions into editorials that are available 
for the asking in her Warren studio/
shop or free to download on her web-
site. These are not angry screeds, but 
passionate, often lyrical statements.
	 “I deal in materials. I am a true 
materialist – an idolater of the matter 
that I hold between my fingers. For 
hours every day, I handle silk and 
cotton, wet it and watch the darkness 
spread as the water is absorbed; wring 
it between my fingers and marvel and 
the thinness of the silk or at how very 
heavy wet cotton suddenly is.”
	 The use of natural dyes has become 
a passion for Setton and she is quick 
to address the great differences be-
tween the cocktails of deadly chemi-
cals that are used to create synthetic 
dyes for mass consumer garments 
and the entirely natural, sustainable 

resources that she uses in her work.
	 “Durability is often invoked in the 
defense of synthetic dyes, and pointed 
out as a weakness of the natural ones.  
Well, we have Tutankhamen’s belt, 
died madder red five thousand years 
ago, still red at the Cairo Museum.  
We have Mayan cloaks dyed indigo 
blue on the coast of Peru three thou-
sand years ago, still blue at the Lima, 
Peru Amano Museum.”
	 And, Joy Setton knows of what 
she speaks. She has celebrated having 
the world as her classroom, of having 
seen, first hand the wonders of ancient 
civilizations that used the natural 
fibers and dyes around them to create 
enduring masterpieces. Her work 
reflects both the education and the 
creative imagination it has inspired. •

	 To view Joy Setton’s work, visit her web-
site at settonj.com or stop by Setton J Textiles 
on the second floor of Warren Town Center, 4 
Cornwall Road, Warren, CT.
	 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: Joy Setton 
hand silk screening. 
Below, left: Blouses 
and shirts in the 
studio. All images 
courtesy of Joy 
Setton. 
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860 364 0878
26 Hospital Hill Road
Sharon, Connecticut
sharonoptical@att.net
www.sharonopticalct.com

Locally owned and operated 
since 1983 by Carl Marshall.

Featuring: Lafont, Silhouette, 
Ray-Ban, Revo & Maui Jim 
sunglasses

Hours: Mon-Fri 9:30-5:30, 
& Sat 9:30-1

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

Nairy Baghramian, Knee and Elbow, 2020. Marble, stainless steel. 
Courtesy of the artist and Marian Goodman Gallery

GROUND/WORK
THROUGH OCTOBER 17
Explore the works of six international 
artists in the Clark’s first outdoor 
exhibition

NIKOLAI ASTRUP: 
VISIONS OF NORWAY
THROUGH SEPTEMBER 19
Discover the paintings and prints of 
one of Norway’s most beloved artists

Nikolai Astrup, Growing Season at Sandalstrand (detail), linoleum and woodblock, 
1923; print, 1923. Savings Bank Foundation DNB / The Astrup Collection / KODE 
Art Museums of Bergen. 

CLAUDE & FRANÇOIS-XAVIER 
LALANNE: 
NATURE TRANSFORMED
THROUGH OCTOBER 31

Explore the madly inventive and 
irresistible world of objects 
created by Les Lalanne!

Claude Lalanne, La Dormeuse (The sleeping woman) (detail), 2004. Bronze, galvanized 
copper. Private collection © 2020 Artists Rights Society (ARS), New York / ADAGP, Paris 

WILLIAMSTOWN, MASSACHUSETTS    CLARKART.EDU
Ground/work is made possible by Denise Littlefield Sobel. Support for Ground/work is provided by Karen and Robert 
Scott, Paul Neely, the Terra Foundation for American Art, and the National Endowment for the Humanities. Support 
for Claude & François-Xavier Lalanne: Nature Transformed is provided by Denise Littlefield Sobel, Sylvia and Leonard 
Marx, and the Kenneth C. Griffin Charitable Fund. Nikolai Astrup: Visions of Norway is generously supported by the 
Savings Bank Foundation DNB.

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!

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
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friendly faces

friendly faces: meet our neighbors, visitors and friends

Scott Watson, a ten-year veteran of the wine and spirit 
industry and Hudson Valley native decided to come 
back home when the pandemic hit. “My wife Elesha 
and I were holed up in our one bedroom, fourth floor 
walk-up apartment in the upper west side in Washington 
Heights,” says Scott. “We just looked at each other and 
said, ‘what are we going to do?’” In June of 2020, Scott 
and Elesha moved back to the upper Hudson Valley 
where he grew up. “Fast forward to August, we found out 
Elesha was pregnant!” says Scott. “Everything was falling 
into place, and we are finally back home. The Hudson 
Valley has everything I could ever want for my family, 
and I am so grateful to be living back home, closer to 
family, with my wife and newborn son.”

After 15 years in the management and accounting fields, 
Bobby Bailly and his father started RJB Community 
Management. The firm manages condominiums, town-
houses and co-ops. Bobby also moonlights as a server 
at the Copake Country Club in Copake, NY. He shares 
that he just loves working there due to the friendships 
he’s created with co-workers and patrons. “I love to play 
sports,” says Bobby. “Golf is really the main sport I play 
now. I love to get out on the course and meet new people 
and just have fun outside.” Bobby feels as lucky to have 
grown up in our area, as he does having the opportunity 
to work part-time on one of his favorite golf courses. 
“Growing up around here, you meet so many people and 
I have been lucky enough to get to know many of them,” 
he says. “This community is full of great folks, and it’s 
never too late to get out there and meet them.”

As a speech-language pathologist, yoga teacher, and own-
er of The Dig in Millerton, NY, Katja Schultz is fully 
committed to the idea of giving back to the surrounding 
community. “Being able to work alongside clients and 
their families is a gift, as food is something that sustains 
us in every aspect,” she says. “Food is a part of our 
culture, health, and security. It has deep roots in our fun-
damental sense of self.” After opening last year, Katja and 
her mother Natalie help The Dig bring local, fresh food 
with a fun flair. “I love spending downtime with family, 
practicing yoga, and having time to myself outdoors. I 
love the people in this area,” Katja says. “There are so 
many incredible people who choose to make this home, 
and I just love connecting with each of them.” 

AJ Brooks has been a service manager at Lowe’s for the 
last eleven years. “What I enjoy about my position is the 
people I work with,” he says. “Lowe’s is a company that 
works with you for the benefit of your work life, as well 
as your happiness outside of work.” During his free time, 
AJ says he loves spending time with his son Jace, his fam-
ily, friends, playing softball and staying busy. “I am from 
the area, and have been here my whole life,” he says. “I 
have always enjoyed the area for its quiet atmosphere and 
because I am an outdoorsy person myself, the many hik-
ing trails and landscapes are a perfect fit for all the things 
I enjoy doing.”

Kerry Rooney is not only the principal’s secretary at 
North Canaan Elementary School, but she is also the 
creator and owner of Sugar Flare: “A local chocolate-
covered Oreo business that I like to think creates little 
works of consumable art that you can eat, share, or gift.” 
Kerry values sharing these special treats with the local 
community, and remains constantly inspired by the joy 
her unique Oreos spark. “I’m always trying to come up 
with ideas that have a ‘wow-factor’ and make people 
smile.” When she’s not busy thinking of new and original 
creations, Kerry enjoys spending time with her family, 
including her three children and two yorkies. She also 
loves stopping by her favorite café, Marjoram + Roux in 
Great Barrington, MA, where she also sells her Oreos. “I 
look forward to my deliveries there every week because I 
always get the most amazing food from them.”

A resident of Sharon, CT, since 2013, orthopedic 
surgeon Dr. Alexander “Marty” Clark enjoys the many 
facets of rural living in the northwest corner of CT. From 
family outings to the White Hart Inn for a scrump-
tious meal to a scenic hike at Lion’s Head Trail, building 
memories with wife, Maja, and their four daughters is 
the director of orthopedic surgery’s favorite pastime. 
“Seeing the kids grow up somewhere that allows for 
an active lifestyle is a true joy,” said Clark. At Sharon 
Hospital, he supports various aspects of musculoskeletal 
care for fractures, arthritis, hip replacements, and sports 
injuries. Caring for his colleagues and neighbors across 
the region brings great joy and pride to his every day 
routine. “Each member of our community is important 
and impactful; it’s the close-knit relationships you build 
that makes Litchfield County special,” he added. 
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Open every Saturday
May until the end of October

10am-1pm under the pavilion at 
Palatine Park in Germantown

Germantown 
Farmers 
Market

Lightning Protection!

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

PAINTED PETS
JOY SHARED + SPIRITS CAPTURED

PH: 302.367.7387  •  E: PAINTINGS@NATALIAZUKERMAN.COM
OFFTHEWALLDESIGN.COM

Pure Audio Consulting
Audiophile music systems 

for any budget

Proudly serving NW CT and 
the Hudson Valley

Focal • Naim • Vivid • Chord • 
Rockna ...and many more
Authorized dealer  
Full factory warranty 
30-day home trial

Streaming, digital, and 
tube gear specialists

Call or text Tim Hall: (347) 541-0691

Ledgewood Kennel
Ltd.

the premier full-service pet care facility lo-
cated on our 50 acre farm serving the hudson 
valley, massachusetts and connecticut.

we have been in business for over 20 years and 
offer lodging, grooming, daycare, training 
and a pool for dogs.

(518) 789-6353
info@ledgewoodkennel.com • ledgewoodkennel.com
639 Smithfield Road, Millerton, NY 12546
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By Christine Bates
info@mainstreetmag.com

Does it seem unlikely that fine caviar 
from all over the world is shipped to 
Millerton, NY, to be repackaged and 
sold to American consumers? After seeing 
Pointy Snout Caviar tins in Westerlind 
Pantry I wanted to find out more and 
interviewed Alex Du Cane and Michael 
Kline. They started this boutique, caviar 
business ten years ago after careers in 
fashion and finance.

Pointy Snout? How did you 
decide on that name?
ADC: A group of us were sitting 
around looking at photos of stur-
geon when someone piped in with 
the obvious: “Look, they all have 
pointy snouts.” At the time, we’d put 
together many key elements of the 
brand, but we hadn’t yet come up 
with a name. “Pointy Snout” seemed 
to convey subtle layers of attributes 
and values we wanted the brand to 
evoke: acknowledgement of, and 
respect for, the heroic fish; an irrever-
ence towards traditional branding 
nomenclature playful rule-breaking; 
fun, even whimsical; accessibility – 
meaning, mostly, the banishment of 
intimidation; responsibility, expressed 
through a commitment to sustainabil-
ity and transparency.

Why are you in downtown 
Millerton?
ADC: We had lived full-time in Li-
tchfield County for 27 years, but our 
business model was somewhat New 
York-centric. Though we’ve always 
shipped to clients throughout the US, 
Europe, and Asia, we had focused 
especially on chefs in New York City 
and California. So, for the first seven 
years, we staged our packing and ful-
fillment operations in a Long Island 
City warehouse. That meant we were 
making 2-3 day trips to the city each 
week. One day we got the bright idea 
that all the back-and-forth was unnec-
essary. After all, where we packed had 
no bearing on where our customers 
were. We were living in a landscape of 
vast bucolic beauty where a distinct 

“real” food lifestyle was ascendant. 
Why not make Litchfield County, 
the Hudson Valley, and the southern 
Berkshires part of our celebration? We 
decided to bring our packing opera-
tion “in house” – which is to say, to 
our own neighborhood. The first 
step was to make new relationships 
with top-ranked sturgeon aqua farms 
throughout the world, and to import 
caviar directly from them, in bulk. 
For 18 months, the White Hart in 
Salisbury, CT, generously allowed us 
the exclusive use of a walk-in cooler, 
where we stored our caviar. Through 
friends at a local boarding school, 
we arranged to pack our caviar in an 
under-utilized industrial kitchen on 
campus. It all worked wonderfully 
until the pandemic arrived. At that 
point, we had no choice but to create 
our own accommodation. This led to 
our now permanent packing facility in 
a former Millerton café. 

This is your idea of retirement?
MK: Well, we naively thought it was 
going to be easy. We had built busi-
nesses together, but we wanted to start 
something completely new – new 
to the marketplace, new for us. Alex 
had been a very successful agent for 
fashion photographers, with offices 
in Los Angeles, New York, and Paris. 
My background was in investment 
banking. In caviar, we saw an inviting 
opportunity to reposition a traditional 
luxury category and give it an unex-
pected, contemporary point of view. 
As it happened, at our launch ten 
years ago, we caught a wave. Within 
a week, we had become the featured 
brand at LVMH-owned Domaine 
Chandon in Napa. Influential maga-
zine editors quickly followed. Without 
any formal PR effort, we began to 
appear regularly in Town & Country, 
Vogue, and other mainstream gloss-
ies. Three years out, Daniel Boulud 
referred us to the WSJ for a Christmas 
article. The results, in sales and brand 
recognition, were unimaginable. 

Continued on next page …

business

ALEXANDRA DU CANE AND MICHAEL KLINE OF POINTY SNOUT CAVIAR:

Catchy Caviar in Millerton

How did you get into this 
business?
MK: As a finance guy, I had been 
retained by an absentee owner to re-
capitalize his caviar company that was 
based in northern California. A two-
month gig turned into 18 months, 
with my flying to San Francisco and 
back virtually every week. Harrow-
ing, but educational. In the end, Alex 
and I felt we knew as much about the 
business side of caviar as any veteran. 
We spent another year visiting farm-
ing operations around the world. 
At the same time, we began laying 
groundwork for the brand by collabo-
rating with a creative shop in Paris 
which worked with Cartier, Hermes, 
and other premier luxury brands. 
That’s the part that really excited us 
and pushed us to go to market.

What makes Pointy Snout 
different?
ADC: To be blunt, without branding 
and purposeful differentiation, caviar 
is a commodity. The overwhelming 
proportion of caviar is very middle to 
low grade, and ends up at Costco or 
on passenger cruise ships and airlines. 
We built our brand DNA – at the 
time, a conscious departure from the 
pack – around a commitment to qual-
ity (only the top 5% of every harvest), 
transparency (telling consumers 

truthfully where the stuff came from), 
sustainability, and intense customer 
service. Would you believe driving 
from Salisbury to NYC at 10pm to 
deliver caviar to Ignacio Mattos? 
	 “Sustainability” is an interesting 
case in point. Ten years ago, most 
caviar marketing pros – for that 
matter, most everyone involved in 
luxury goods writ large – dismissed, 
or outright laughed at, our emphasis 
on sustainability. Today, of course, ev-
ery marketer for every product in the 
spectrum has jumped on the band-
wagon. But, genuinely sustainable 
production still has a specific mean-
ing. From a biological perspective, we 
rely on guidelines promulgated by the 
Monterey Bay Aquarium: “sustain-
ability is measured by the degree of 
impact on the wild species.” In aqua 
farming, absolute sustainability is 
reflected by a 1:1 ratio between the 
amount of wild seafood used to feed 
and raise an equal amount of farmed 
fish. More broadly, sustainability is 
reflected in the degree of impact on 
the environment – that is, in the 
replaceable units of water, energy, and 
labor that contribute to production. 

Above: Pointy Snout caviar served at BG in Bergdorf Good-
man. Courtesy of Pointy Snout Caviar.
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Is water recycled? Are energy inputs 
self-generated, or minimized? Are 
local farm workers and craftspeople 
treated respectfully and given fair fi-
nancial and benefit compensation? We 
source from suppliers whose answers 
to those questions are “yes.”

Caviar is farmed?
ADC: Historically, 90% of global 
caviar production was centered on 
the Caspian and Black Sea regions. 
Following the collapse of the Soviet 
Union, many former Soviet states, 
desperate for cash, began plunder-
ing wild sturgeon in search of one of 
the few tradeable currencies avail-
able to them – caviar. Throughout 
the ‘90s, an epic ecological disaster 
unfolded in the Caspian Sea. Ram-
pant, state-sanctioned poaching 
and pollution decimated sturgeon 
populations, rendering several entire 
species extinct. By 2000, fewer than 
100 beluga sturgeon had survived. 
Two forces saved sturgeon and the 
caviar industry. First, the Convention 
on International Trade in Endangered 
Species (“CITES”) banned all trade in 
Caspian caviar. CITES continues to 
monitor and regulate the amount of 
caviar each country can legally export 
each year. Second, sturgeon aqua 
farming, begun in the ‘80s in north-
ern California, began to proliferate. 
At first, these farms raised sturgeon 
solely for fresh meat markets; they 
threw the roe away. Gradually, as the 
supply of “wild sturgeon” tightened 
and then disappeared, farm-raised 
sturgeon became the only source of 
legally consumed caviar. Today, there 
are caviar-producing sturgeon farms 
in over 50 countries, including major 
US facilities in California, Florida, 
Idaho, and North Carolina. Not only 
are wild fish protected by CITES. 
As part of their operating protocols, 
farms re-populate rivers by routinely 
releasing genetically healthy sturgeon 
back into their natural habitat.

Where does Pointy Snout 
Caviar come from?
MK: We source globally and, as 
mentioned, only from sustainable 
producers. Depending on the type of 
caviar involved, we buy the highest 
grade of each harvest from produc-
ers in California, Uruguay, Israel 

business

is not widely known, but there is an 
enormous market for fresh sturgeon 
meat in many countries.

Who are your customers?
ADC: While the restaurant and hotel 
markets largely disappeared during 
the pandemic, our private client seg-
ment increased in size and impor-
tance. Historically, our sales mix was 
split roughly 50/50 between wholesale 
clients (exclusive high-end restaurants, 
hotels, and retailers) and individuals. 
Prominent wholesale venues included 
New York restaurants Daniel, Café 
Boulud, Café Flora, and BG at Berg-
dorf ’s. Estela and the Peninsula Hotel 
Beverly Hills are among restaurants 
that continue to feature Pointy Snout 
caviar by name on their menus. 
Prominent among our direct con-
sumer segment is a network of repeat, 
high-net-worth private clients. 
	 I should also mention that, while 
our marketing target continues to be 
global, we’ve developed a wonderful 
new portfolio of regional customers 
since moving our packing operations 
out of NYC. Apart from the organic 
publicity we receive in the media, 
most of our business is generated by 
word-of-mouth.  

How do you two divide respon-
sibilities between you?
MK: Alex does everything that’s criti-
cal to the brand. She’s the majority 
owner and CEO. She oversees com-
munications, content, and design. She 
maintains relationships with suppli-
ers and key clients. She’s one of the 
recognized handful of individuals in 
the US who have a “caviar” palate, so 
she tastes, packs, and controls overall 
caviar quality.
	 ADC: Michael focuses on the 
financial aspects of the business. 

and, believe it or not, Madagascar. 
Incidentally, early in the 20th century, 
Hudson River sturgeon provided great 
quantities of caviar that ended up in 
lower Manhattan sailors’ bars – as free 
bar food, later to be replaced by salty 
peanuts, meant to encourage thirst. 
Over time – as in the Caspian Sea – 
sturgeon up and down the East Coast 
were overfished, blocked by dams 
from ancestral migration, and pol-
luted to death. They are today legally 
protected from commercial operators.

Could you explain the different 
types of caviar Pointy Snout 
sells?
ADC: Out of roughly eight species 
(including “hybrids”) on the market, 
we feature three kinds of caviar. Our 
biggest seller is Ossetra (Acipenser 
gueldenstaedtii), also known as Rus-
sian Sturgeon. We sell several grades 
of Ossetra, with a medium to large 
bead size and either a dark amber or 
a golden color. Our second offering 
is Siberian Sturgeon caviar (Acipenser 
baerii), with generally smaller and 
darker beads. Third is caviar made 
from White Sturgeon (Acipenser trans-
montanus), with generally medium-
sized and darker brown or black 
beads. Each type is distinctly different 
from the other; each has its own plea-
surable merits. In addition to caviar, 
we offer caviar spoons that I designed 
and have hand-carved by artisans in 
Kenya. The spoons are made of camel 
bone, look exactly like ivory, and 
represent our emphatic opposition to 
the ivory trade. Nobody ever killed a 
camel for its bones. We offer personal-
ized gift boxes that have been used to 
acclaim by designer brands and lux 
department stores such as Bergdorf ’s, 
and Nordstrom.

How long does it take to 
produce caviar?
ADC: In the wild, some sturgeon 
need 17 years to reach roe-producing 
maturity. Farmed, the time ranges 
from five to 12 years, depending on 
the species. Females are identified at 
around age two; microchips are then 
embedded to help determine the 
exact time eggs should be harvested. 
It is important to note that the entire 
fish is used for commercial purposes, 
including medicinal. For example, it 

What is your biggest business 
challenge?
ADC: As mentioned, the pandemic’s 
devastating effect on the hospitality 
industry hit us hard. As we all know, 
restaurants are starting to rebound. 
For us, this represents slow, but 
steady, growing demand. Our goal is 
to capture old and new business as we 
head into our Christmas holiday sales 
season. 
	 MK: Operationally, our biggest 
challenge is the cost and unreliabil-
ity of FedEx delivery. The problem 
has grown worse since FedEx began 
nationwide delivery of Covid-19 vac-
cines. Because it’s caviar, we must ship 
all orders for priority, next day deliv-
ery. More than 20% of our shipments 
are not delivered within 24 hours. 
More than 10% are never delivered. 
Those failures represent a total loss for 
us.

What are you proudest of?
MK: We’ve endured. We’ve made a 
brand that’s caught the attention of 
creative directors, editors, designers, 
fashion and media tycoons, museums, 
executive chefs, captains of industry, 
and ordinary citizens. 

What’s next for Pointy Snout?
 Up to now, we’ve deliberately 
remained a “sleepy” brand. From 
time to time, we’ve retained sales 
and marketing professionals, but our 
brand essentially sells itself. Now, 
though, we see significant growth 
on the horizon. The big question we 
face is whether to gear up to capture 
a disproportionately bigger chunk of 
that growth. As part of this – and, it’s 
been in the back of our minds from 
the beginning – would be to roll out 
a collection of curated, one-of-a-kind 
luxury products not related to caviar 
or food.•

Photo by Louis Lemieux courtesy of Pointy Snout Caviar.
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• 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

Attention RN’s, LPN’s, & CNA’s !!!
Join our Award Winning Team 
Wound Care Center of Excellence 
Apply online at pinehavencarecenter.com
Mention this ad and receive a special gift 
at your interview.

(518) 672-7408 • pinehavencarecenter.com
201 Main St, Philmont, NY

BESTIE FINALIST 2019, 2020, 2021
Hiring the BEST People, Providing the BEST Care

THE MILLERTON INN

F�� Us : 

C�tact Us : 

53 Ma� S t�
 Mi�
	n ,  NY

www.themillertoninn.com

/themillertoninn/
the_millerton_inn

p : 518.592.1900

11 Luxu��s R�ms
N� M ­
r��n C��ne

P�v�e E�� V�ue + C�
� (860) 824-1188 
office@mattslandscapingct.com

Excavation & Landscaping Services:
Land Clearing  •  Stone & Retaining Walls

Driveways  •  Drainage  •  Patios & Walkways
Landscape Installation & Construction

The Hair Lounge

The Hair Lounge

A color and hair design studio
Loren Whiteley  •  Tarah Kennedy  •  Amy Carol  •  Kelly Kilmer

Joe Musso  •  Hailey Cookingham
143 Route 44  •  Millerton, NY  •  (518) 592 • 1167

The Hair Lounge
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baking

By Olivia Valentine & 
Caroline Markonic
info@mainstreetmag.com

Hello summer, hello FRUIT PIZZA! 
Fruit pizza is the perfect summer-
time dessert. Seriously, this dessert is 
delicious. Hit up your local farmers 
markets or stands, the grocery store, 
or even your backyard garden (if 
the critters haven’t gotten to it first). 
Cherries, strawberries, raspberries, 
peaches, watermelon, blueberries all 
bountiful in our area and just begging 
to be adorned on a bed of a slightly 
underbaked sugar cookie crust and 
sweet cream cheese! 
	 Fruit pizza, as strange as it sounds, 
was first introduced to us by my 
daughter Claire’s fourth grade teacher, 
Rosa. She had made it for her students 
to celebrate the end of the school year.  
Claire came home from school with a 
piece of it wrapped in a napkin telling 
me that I had to try it, as it was quite 
possibly one of the best things she had 
ever eaten! I took one bite and knew 
that I had to make it myself. And sure 
enough, we did. 
	 Over and over and over again. 
	 We have made it using all sorts of 
different types of fruit: strawberries, 
cherries, mandarin oranges, pome-
granate, kiwi, pineapple, mango, 
blueberries, raspberries, blackcaps, 
grapes (red and green), and the list 
goes on. We have decorated it for 

birthday parties by writing names or 
ages using the fruit, we have made it 
for 4th of July picnics by creating an 
American flag, in a sheet pan, and on 
a round pizza pan. We’ve made it in 
the dead of winter and at the height 
of summer! We have made this dessert 
for ourselves, for family and friends, 
and for just about every field hockey 
tail gate party. This dessert is probably 
the most loved and requested dessert 
we have made to date. And it just so 
happens to be extremely simple to 
make.
	 Fruit pizza doesn’t require much 
time in the oven, just a few minutes 
to bake the sugar cookie dough. And 
when it’s 90 degrees, who wants to 
crank up their oven for hours? Not 
us! Also, if you’re in a pinch and 
don’t have time to make sugar cookie 
dough, grab the refrigerated kind 
at the grocery store, we promise, 
we won’t judge! (It’s just as good). 
However, if you want to make it as 
we did, we will gladly provide the 
sugar cookie recipe we used (DM us). 
It’s one of my mother’s, and we dug 
it out of the “recipe book” just for 
you guys. (The recipe book in ques-
tion is a cabinet with miscellaneous 
notes, papers, magazines, and books 
haphazardly shoved inside of it, which 
takes 15 minutes to sift through in 
order to find what you’re looking for.)  
Organizational skills aren’t our strong 
suits, but making this dessert is! 

Ingredients:
Sugar cookie dough (your own or 
store bought)
1 package 8oz cream cheese at room 
temperature
6 tbs Sugar
1 tsp Vanilla
You’ll need about a ½-1 cup of sliced 
fruits of your choice. It really depends 
on the fruit you choose and how you 
slice/decorate it

Directions:
Preheat oven to 350 degrees. Spread 
sugar cookie dough onto a sheet pan 
or a round pizza pan. We used a 14’ 
round pizza pan. Bake in the oven for 
12 minutes. You want your crust to 
be a little underbaked. Allow sugar 
cookie crust to cool completely. Beat 
together the room temperature cream 
cheese, vanilla and sugar until well 
combined and fluffy. Spread cream 
cheese mixture over the cooled  sugar 
cookie crust. Decorate with  your fruit 
of choice. •

Olivia and Caroline are enthusiastic food-
ies and bakers who are constantly in the 
kitchen, as well as explorers who create their 
own adventures in our area – and did we 
mention they are mother and daughter? 
Follow Olivia on Instagram to see her many 
creations at @oliviawvalentine.
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(518) 325-4679
HILLSDALE, NY • info@eswps.com

www.easternstateswellandpumpservices.com
Mass. Lic. #101, 704 & 949 • NY. Lic. #10061 • Conn. Lic. #85 & 364

The Re Institute 

www.TheReInstitute.com
1395 Boston Corners Road

Millerton, NY 12546
518-567-5359

Brenda Zlamany
The Itinerant Portraitist, 2011-2021

KSA Portrait #1 (Noura Alqahtani), 2019

Open Saturday 1pm - 4pm
and by appointment 
Wed. and Fri. nights

Lia’s
Mountain 

View
Established 1983

Homemade everyday Italian food 
Lia’s catering services are available 

on and off premises • take-out 
party platters also available  

Hours: Wednesday-Saturday: 5-9pm
Sunday: 4-8pm • Closed Monday & Tuesday

Like us on Facebook! 

518-398-7311 • www.liasmountainviewrest.com • 7685 Rt. 82, Pine Plains, NY

Enjoy dining on the 
patio overlooking 

Stissing Mountain

Warm weather is here. Let us help you get 
your outdoor living space ready.

Many items in stock and available 
for immediate delivery!
Barlow Tyrie, Kingsley Bate, Three Birds, and Summer Classics

We are just a phone call away to help 
you with your outdoor furniture needs. 

Hours: Mon - Sat 10-6, Sun 11-5  
5938 North Elm Ave.  •  Millerton, NY 12546  
t: 518.789.3848  •  www.northelmhome.com

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
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it’s nuts!

By Christine Bates
info@mainstreetmag.com

Gunther Fishgold and I talked over 
a picnic table at the Tierra Farm 
headquarters in Valatie, NY, for Main 
Street’s food issue. Tierra Farm is a prof-
itable food manufacturer specializing 
in certified organic and fair-trade nuts, 
seeds, granola, dried fruit, spices, coffee, 
and tea. Starting from an organic farm 
stand in the Finger Lakes, the business 
has experienced rapid growth while 
striving to maintain its unique culture 
and business philosophy.

How did you start Tierra Farm?
I got my start organic farming in the 
Finger Lakes. I had a passion for bak-
ing and created a whole grain bakery 
to supply bread and other baked 
goods for the local CSA and our 
organic farm stand. After extensive 
research and buying ingredients for 
our bakery I realized that organic 
nuts were a profitable business and we 
began sourcing, roasting and resell-
ing nuts as a way to keep busy all 
year long. It was a great way to keep 
the business producing product and 
it allowed me to retain my seasonal 
employees. 
	 Our revenues in the first year of 
business were $95,000. I was only 
selling to outlets within an hour and a 
half driving distance. Then we started 
to expand to food co-ops throughout 
New York, then Vermont and eventu-
ally the whole northeast. 
	 About 15 years ago we purchased 

Why don’t you sell to national 
grocery chains and Whole 
Foods?
We distribute directly in bulk or in 
retail-ready packages. We will even 
private label our products for inde-
pendent grocery stores and food-co-
ops. Financially it just doesn’t make 
sense for us to go through a national 
or regional distributor or to pay shelv-
ing fees at the big box store level. 
Dealing with the big national chains 
has crushed a lot of small vendors. We 
are happy with the business as it is 
and we know what it takes to ensure 
we continue to deliver a high quality 
product with great service. Sometimes 
I think it might even be easier if I 
reduced our overall footprint. I’m 
not focused on doing things bigger, I 
want to make sure we do things right. 
Right for me, my workers, the farmers 
we buy from, our customers, and the 
planet.

Where do your nuts come from?
Many are domestic like pecans from 
Georgia and walnuts from Lake 
County, CA. About 50% to 60% of 
our product is sourced within the US 
directly from growers. 

Continued on next page …

Keeping it simple
our current facility from Rapunzel 
Naturkost, the largest organic com-
pany in Europe. They had built an 
8,000-square-foot distribution facility, 
which was the next level for us. Over 
time we’ve grown and expanded our 
footprint to over 20,000 square feet of 
production space. My passion is still 
organic farming and that’s what’s great 
about this location, we have a thriving 
organic farm right on site.  
	 Making the move to Valatie put us 
in a position to grow and we did.

What has made your business 
such a success? What are your 
revenues?
Timing! Organic food trends were just 
developing ten to 15 years ago and 
we understood the needs and wants 
of our customers and the expand-
ing marketplace and it paid off. Of 
course, consistently producing an 
excellent product helped. We roast 
our nuts slowly at low temperatures 
to develop the flavor – it’s a baker’s 
approach. Even today everything we 
produce is still made by hand in small 
batches right here at the farm. We 
only purchase high quality certified 
organic commodities from reli-
able, ethical sources and, whenever 
possible, we work with certified Fair 
Trade growers. I believe in doing 
things right. Simple.
	 Our revenues are now approaching 
$30 million a year. 

GUNTHER FISHGOLD, 
CEO & FOUNDER, TIERRA 
FARM, VALATIE, NY

Above top, Crazy 
for cashews! Tierra 
Farm cashews. 
Above: Tierra Farms 
CEO and founder, 
Gunther Fishgold, 
talks with Main 
Street across a pic-
nic table at the com-
pany’s headquarters 
in Valatie, NY. Photo: 
Christine Bates. Left: 
Tierra Farm’s maple 
cardamom cashews. 
Images courtesy of 
Tierra Farm.
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it’s nuts!

	 Internationally I continue to work 
with long standing brokers. For years 
I travelled internationally to Af-
rica, India, Sri Lanka, Turkey, South 
America – really all over the world. 
I love the process of meeting with 
growers and experiencing their farms 
first hand. It’s important to meet their 
workers and see how the work and 
home environments coexist. 
	 Domestically or internationally, I 
will always encourage my buyers to 
travel to the growers and get a true 
understanding of where our products 
come from.  

What are your biggest 
challenges?
Right now our biggest challenge is 
trying to find employees to work in 
our packaging operations. We offer a 
minimum of $15 an hour plus health 
care insurance, and a 401K, but with 
the pandemic and the infusion of 
unemployment stimulus money, the 
preference for many workers seems 
to be to stay unemployed. The labor 
challenge has forced us to make tough 
decisions and these decisions could 
have lasting effects on how we move 
our business into the future. Unfor-
tunately this is a problem facing so 
many employers today.
	 Another big challenge is the use of 
plastics in our packaging process. We 
are excited to be testing new com-
postable packaging that will allow 
us to greatly reduce our dependency 
on plastic. Our local farm store and 
online customers will be the first to 
see the new compostable options and 

mission. This means we use business 
as a force for good. We’re proud to be 
recognized for putting people and the 
planet right up there with profits.

Are there business leaders 
that you admire?
Yvon Chouinard, the founder of 
Patagonia, is an excellent example of a 
principled, successful business leader. 
Patagonia is mission driven and I 
admire that. 
	 I mostly admire spiritual leaders 
like Mother Theresa, Martin Luther 
King, and Mahatma Gandhi. They 
represent people that took major risks 
in life and made significant contribu-
tions to the world.

What’s next for Tierra Foods?
Right now it’s about making the right 
decisions for the future… moving 
our packaging to a more sustainable, 
100% compostable option is a huge 
undertaking and we are digging in 
and making it happen. Continuing 
to get all of our products Fair Trade 
certified is important for the future 
of the company. Increasing our direct 
to consumer business via the internet 
and through our retail store is another 
key focus.  •

To learn more about Tierra Farm, their products, 
methods, employment, and more, visit them online 
at www.tierrafarm.com.

we’re excited to get their feedback. We 
expect to reduce our plastics footprint 
by 90% by 2022

What mistakes have you made?
In the past I have deviated from our 
culture in pursuit of growth. Now I’m 
laser focused on company culture and 
quality and less on growth.

What is your culture?
I try to explain it as a culture of sim-
plicity. Tierra Farm is a food manu-
facturer with a moral compass. We 
try to run our business the right way 
and don’t make decisions based solely 
on money. For example, we decided 
that our cashew products should all be 
certified Fair Trade. We took a big hit 
on our source costs, but we chose not 
to increase the price to our customers 
– it was simply the right thing to do. 
Tierra Farm is now the largest dealer 
of certified Fair Trade cashews in the 
country and we know we’re doing our 
part for the growers, their workers, 
and the communities they support.
	 We have become a certified “B” 
corporation. This indicates that your 
business balances purpose and profit 
and considers workers, customers, 
suppliers, the community, and the en-
vironment in decision-making. Every 
two years you get reviewed. The first 
time we received a grade of 94 – pass-
ing is 80 – and next time we’re aiming 
for well over 100. “B” Corp provides 
a road map to creating a sustainable, 
responsible business.
	 Becoming a certified “B” Corp 
helps keep us on track and true to our 

Above top: Tierra 
Farm’s compound 
includes a farm 
store, which sells 
fresh flowers and 
berries, a retail 
store, roasting 
and packaging 
facilities, specialized 
maple syrup and 
honey, coffee, and 
chocolate process-
ing, and offices.The 
smells are intoxicat-
ing. Photo: Tierra 
Farm. Above: Coffee 
roaster Dan. Photo: 
Tierra Farm. Left: 
Even on a weekday 
morning the Tierra 
Farms retail store is 
ready for business.
Photo: Christine 
Bates.



MAIN STREET MAGAZINE  19

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

selling homes & land 
in the nw corner of 

ct for 50 years

	

Kent: Impeccably maintained home in a pastoral farm setting 
with barn surrounded by 100 acres of protected land. Situated on 
a private cul-de-sac with mountain views. Fireplace and cathedral 
ceiling in LR. Hardwood floors through out and wainscoting line 

the stairs, hallways, and dining room. Nice! $475,000

Millerton: This beautiful Cape has majestic mountain views! 
Completely repainted and ready for the next story of pictures to 
hang on the wall. Spacious sun filled kitchen, formal dining area, 
good size living room and 2 potential bedrooms on the first floor 

and 2 on the second floor. Just $395,000 

Kent Waterfront: Rare opportunity! Sweet 1937 summer cot-
tage that sits on and over the water. Never sold outside of the 
family this 900 sq ft cottage includes two large deep water docks. 
Narrow nautical style stairs down to 2 bunk rooms and full bath. 

don’t miss buying a piece of the lake! $335,000

South Kent: This is one of the oldest houses in Litchfield coun-
ty! Originally a 19’x19’ land grant cabin from George III with 
130 acres, this saltbox home has several colonial additions, all 
livable, but in need of much restoration. There is also a barn with 

a 2 car garage and a studio above built in 2000. $235,000

Kent: Stunning 4 bedroom, 4 1/2 bathroom contemporary nes-
tled next to a 15 acre clear, spring-fed 25’deep pond in the middle 
of your 60 acres! Secluded and private with protected land all 
around. Lake views from all rooms, two stone fireplaces, stunning 

views from a huge deck. Private clay tennis court. $2,750,000

Salisbury: This cozy country home with forever views from the 
top of Salisbury’s Bunker Hill is surrounded by 17 square miles of 
open space! A south facing window wall surrounds a field stone 
fire place in the living room and floods the house with light and 

views out every window. A must see location! $1,300,000

REAL ESTATE

Bain
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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 – 6/10/21

TAGHKANIC, NY

Turnkey Landmark Village Commercial Property. Currently 
Fully Occupied with Businesses & Apartments. Ample 
Parking. $1.100.000. Mike Conlogue. 860.435.6789.

Dragonfly Farm. Country Compound. c1800s 4 Bedroom Main House. 
Guesthouse. Pool. Pool House. Tennis Court. Barns. 4-6-car Garage. 
41.33± Acres. $11.499.000. Peter Klemm. 860.868.7313.

Liveable Art. Ai Weiwei Designed Modern. 3 Bedroom Main 
House. 2 Bedroom Guesthouse. Pool. Major Views. Close 
to Train. 37± Acres. Graham Klemm. 860.868.7313.

NORFOLK, CT

KENT, CT

Stately Georgian Colonial. 3 Guesthouses. 3 Barns. Pool. 2 
Ponds. Hudson River Frontage. Berkshire Views. 73.1± 
Acres. $2.900.000. Drew Hingson. 860.435.6789.

COEYMANS, NY

#1 Boutique Firm in Connecticut 2020

HIGHEST

SALE
COLUMBIA
COUNTY

YTD

Highest Sale in Taghkanic, NY YTD Ask $4.995m

SOLD 2021 FOR FULL PRICE!

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

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
Open 8am-8pm Thurs-Mon

We have tables outside for dining 
and for your enjoyment!

GOT LAKE WEEDS? WE DO WATER WEEDS!
Eco-friendly preservation for lake, pond and waterway weed maintenance

Jim McNamee 518-441-7742  •  Kathy McNamee 518-755-2770

NORTHEAST AQUATIC WEED 
HARVESTING, LLC.

jim@wedowaterweeds.com  •  www.wedowaterweeds.com

HyltonHundt
518.789.9390

Route 44 East | Millerton
hyltonhundtsalon.com

...offers something for everyone.

Classic style, fresh looks, advanced hair color 
and fabulous products for everyday care.

Janice Hylton & Bonnie Hundt

bring their skill, judgment and experience 
plus a highly capable staff to help create 
a real style that works in your real life.

We’ve got something for everyone.
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 avid   D Bowen



MAIN STREET MAGAZINE  21

Continued on next page …

By Regina Molaro
info@mainstreetmag.com

The summer season ushers in long 
days filled with sunshine and lots of 
leisurely activities. It’s the time of year 
when we yearn to escape our own 
kitchens and sneak in a few more 
hours of hiking, swimming, or town 
hopping. After a long day, most of us 
prefer to unwind at a sidewalk café 
with an easy meal that’s prepared 
for us. A fresh summer salad and 
delicious pizza sounds ideal. Each 
restaurant and pizzeria in this lineup 
offers its own specialties. From the 
traditional cheese and tomato pie to 
the non-traditional, more exotic vari-
eties, the greater Rhinebeck area has it 
all. From Gigi Trattoria’s Skizza™ – a 
light, crispy flatbread pizza topped 
with fresh, seasonal ingredients to 
Two Brothers Pizza 2’s Chicken Cor-
don Bleu Pizza. After browsing this 
roster of pizza places, just select one 
and enjoy!

CJ’s Italian Restaurant
For well over three decades, this fami-
ly-owned and operated restaurant has 
offered delicious pizza and other Ital-
ian specialties. The pies are made with 
dough that is created fresh (in house). 
The pies also feature low-fat cheese 
that hails from Wisconsin. Some faves 
include CJ’s Special, which boasts five 

toppings. You’re invited to play chef 
and get creative. Choose from a list of 
nearly 30 tasty toppings. They include 
everything from mushroom, pep-
peroni, and onion to pesto, sundried 
tomatoes, and feta. Gourmet top-
pings include shrimp, clams, barbecue 
chicken, and buffalo chicken. One 
of the top pie pick is the Woodstock, 
which features tomato, bacon, ranch, 
and basil. Healthy choices abound. 
CJ’s also offers gluten-free options. 
Whole wheat crust is also available 
upon request. 353 Old Post Rd., 
(845) 876-7711, cjsrhinebeck.com/
menu.html.
 
Two Brothers Pizza 2
This Rhinebeck-based pizzeria boasts 
several non-traditional specialty pies. 
They include the Chicken Cordon 
Bleu Pizza, which features ham, diced 
chicken, Swiss cheese, and moz-
zarella. It’s drizzled with a delicious 
bleu cheese dressing. Beyond tender 
chunks of steak, the unique Philly 
Cheesesteak pie boasts green peppers, 
onions, cheddar cheese, and moz-
zarella. Spice it up with the Mexican 
Pizza, which is topped with black 
olives, tomatoes, cheddar cheese, and 
ground beef. Jalapenos give this pie its 
kick. Other specialty pies include the 

Slice of heaven SUMMER IS AN IDEAL TIME FOR ENJOYING 

SIMPLE AND DELICIOUS MEALS LIKE PIZZA, 

OFFERED AT THESE RHINEBECK HOTSPOTS

Hawaiian Style Pizza, which features 
pineapple, ham, and bacon; Veggie 
Pizza, made with onions, green pep-
pers, mushroom, and eggplant; and 
the Buffalo Chicken Pizza, which is 
topped with diced chicken. It’s made 
with a delicious homemade buffalo 
sauce. One of its top sellers is its 
Grandma pie – a thin square pizza 
topped with tomato and basil. 
	 Two Brothers also boasts two other 
locations in Saugerties and Cairo. 
Take your pick. 6565 Spring Brook 
Ave., (845) 876-3435, slicelife.com/
restaurants/ny/rhinebeck/12572/two-
brothers-pizza-2/menu.
 
Gigi Trattoria
In the heart of Rhinebeck is Gigi 
Trattoria, which is helmed by Laura 
Pensiero – a chef and nutritionist who 
believes that seasonal local food is 
the basis for healthy flavorful eating. 
Gigi’s is renowned for its Skizza™ – a 
light, crispy flatbread pizza that’s 

pizza

Above: Market St. 
pizza. Left: Gigi 
Trattoria pizza. Next 
page, top: Pizzeria 
Posto pizza. Left: 
Savona’s pizza. All 
images courtesy of 
the restaurants. 
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pizza

topped with fresh, seasonal ingredi-
ents. Indulge in the Bianca Skizza™ 
with goat cheese, fresh mozzarella, 
rosemary-preserved figs, shaved pears, 
and zesty arugula. It’s also drizzled 
with white truffle oil. Those who 
yearn for the classics can opt for the 
Margherita Skizza™. Gluten-free op-
tions are available. Those interested in 
recreating Pensiero’s Mediterranean-
style dishes can find some inspiration 
in Hudson Valley Mediterranean: The 
Gigi Good Food Cookbook by Harper 
Collins. Accolades include earning 
Oprah Magazine’s “Five Most Giv-
ing and Gifted Food Professionals” 
ranking. The Victoria A. Simons 
Locavore Award also honored Pensiero 
for promoting local agriculture. 6422 
Montgomery St., (845) 876-1007, 
gigihudsonvalley.com
 
Market St.
Chef Gianni Scappin opened the 
doors to Market St. in 2012. The con-
temporary Italian menu boasts sea-
sonal, local ingredients and premium 
Italian products. Market St.’s signature 
Neopolitan-style pizzas are cooked in 
a wood-burning brick oven. They’re 
made with San Marzano tomatoes 
and fresh mozzarella. Opt for the less 
traditional, more exotic pies. They 
include the Robbiola, which features 

robiolina cheese, truffle oil, and a 
sprinkle of sea salt – or the refreshing 
Caprina. It’s made with a delectable 
fig-rosemary spread, Coach Farm goat 
cheese, fresh pear, arugula, and truffle 
oil. 19 W. Market St., (845) 876-
7200, marketstrhinebeck.com.
 
Pizzeria Posto
In the charming courtyard off E. 
Market Street sits Pizzeria Posto, 
which traces its history back to 2012. 
Culinary talent Patrick Amedeo is 
the master behind the delicious pies. 
There are lots of great choices on the 
menu. Indulge in the Mama Mia, 
which features smoked mozzarella, 
wood-roasted onions, and fennel 
sausage. What’s absent is the tomato 
sauce. Other pies made sans tomato 
sauce include the Terra Bianca, which 
is handcrafted with fresh, soft moz-
zarella, Grana Padano cheese, fresh 
ricotta, and zesty arugula. There’s also 
the Ponte Vecchio. It’s made with 
fresh ricotta, fresh mozzarella, Grana 
Padano cheese, guanciale (cured 
meat), and baby spinach. 
	 Those who yearn for the taste of 
tomatoes can indulge in the Mar-
gherita pie, which is made with San 
Marzano tomatoes, fresh mozzarella, 
and basil. When available, diners may 
opt to substitute an imported mozza-

rella di bufala cheese. There’s also the 
Marinara, made with San Marzano 
tomatoes, oregano, and shaved garlic. 
43 E. Market St., (845) 747-0311, 
postopizzeria.com.
 
Village Pizza & Restaurant
Everyone feels like family at this 
friendly, family-owned pizzeria that 
boasts a 50-year history. Some of 
the most popular pies include the 
Tomato and Basil, White Broccoli, 
and Chicken Bacon Ranch. Propri-
etor Al Mazzella and his family trace 
their roots back to Brooklyn. Caring 
for- and supporting the community is 
a priority for this local establishment. 
When Rhinebeck became an “Autistic 
Supportive Environment”several years 
ago, Village Pizza quickly signed on to 
support families with autistic children.  
It’s proud to offer priority service, 
which includes no wait times. 
	 Village Pizza also supports Amer-
ica’s heroes. Its own family members 
are currently serving the New York 
City community as members of 
the NYFD. Police, firefighters, first 
responders, and military are entitled 
to a 10% discount. 19 E. Market St., 
(845) 876-9676, al-mazzella-7lw5.
squarespace.com.

Savona’s Trattoria
This rustic Italian eatery serves up a 
variety of wood-fired oven pizzas. The 
menu includes everything from tra-
ditional Neopolitan and Margherita 
pies to vodka Margherita, rucola e 
prosciutto crudo, pesto shrimp, truffle 
mushroom, and baby spinach and 
artichoke white pizza. Its flatbreads 
include rustica flatbread, chicken cap-
rese flatbread, and veggie flatbread. 
	 On Thursdays, foodies can choose 
any woodfired pizza and pair it with 
a Peroni beer, Sloop Juice Bomb cider 
or housemade sangria for $20. Gluten 
free? Savona’s offers up a cauliflower 
crust, which is available upon request 
(takeout only).  7249 S Broadway, 
(845) 758-6400, savonas.com. •

Disclaimer: This is in no way a complete list of 
all of the restaurants who offer pizza on their 
menus in the greater Rhinebeck area. If we left an 
establishment out, our apologies, and please email 
us and we’ll put it on our list for future reference. 
info@mainstreetmag.com.
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Heather Davala, Real Estate Associate Broker • 518-605-6380 (c)
Melody Gardner, Real Estate Salesperson • 518-929-8044 (c)
Brittany Gillis, Real Estate Salesperson • 518-653-6530 (c)

Karen Davala, Real Estate Broker • 518-755-2385 (o)

www.davalarealestate.com • 119 Main Street, Philmont, NY 12565

637 SW Colony Road, Copake NY $425,000.
Welcome home to the private community on Copake Lake. This Ranch style 

home offers 3 bedrooms and 3 baths, 1.04 acres of land, move in ready & turn 
key. Just a short walk or golf cart ride and you will be on your paddle board, 
kayak or boat enjoying the water and wasting the day away. Everything you 

need wrapped into one place with a quiet location.

STAY FRESH  
DRINK TEA

www.harney.com

Shop Rhinebeck

1 East Market Street Rhinebeck, NY 12572
845 876 5500  |  Open daily

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

Columbia County Real Estate Specialists
Licensed Real Estate Broker serving buyers and sellers in Columbia County, NY

This special three bedroom home has more features than we can list. Stylish tile work, 
a chef ’s kitchen, large deck and pavers patio just to list a few. Motivated sellers! $395,000

There is only one Jam, located in Sharon, CT. 
Come experience the real thing! (860) 364 2004  •  www.jamfoodshop.com

Breakfast, lunch & dinner: Jam has you covered with 
sandwiches, soups, salads, desserts, deli counter, 
drinks, daily specials, & much more! 

Get your fresh summer meals, snacks and sweets all in one location!

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 063466822 Main Street  •  Millerton, NY 12546
518-592-1777  •  sal.tshirtfarm@gmail.com  •  www.TshirtFarmNY.com

Custom screen printing & embroidery  •  Toys, games & puzzles
Rock & Roll apparel  •   Home of the black cow    •  Gift certificates available

You drink – we drive! 
Providing hourly service.

Transportation 
& Detailing
•   Door-to-door service   
•   Mobile detailing
•   Details to suit your vehicle   
     Wax, Wash – Interior & Exterior

Countryside Car Service
(518) 325-3505  •  countrysidecarservice.com
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By Dominique DeVito
info@mainstreetmag.com

There’s something about watching 
someone do something they love with 
their hands that’s mesmerizing. It’s 
like watching ballet or like watching 
a child put a puzzle together. You 
become fully engaged yourself and 
can’t look away.
	 I didn’t know roasting coffee beans 
was as hands-on an experience as it is 
– or can be – until I learned all about 
it on a visit to Winchell Mountain 
Coffee Roasters in Pine Plains, NY. 
There, in a nondescript building 
across from the Central Pine Plains 
School District bus depot, is a com-
pany whose coffees have won over the 
palettes of restaurateurs, gourmands, 
and everyday people around the world 
since its founding in 1973. Its success 
is built on simplicity and authenticity. 
In fact, Winchell Mountain’s philoso-
phy is, “Good coffee doesn’t have to 
be complicated.”  
	 Willis (Will) Rivkin is the master 
roaster at Winchell Mountain, and 
when I arrived at the roastery on a 
sunny late spring morning to meet 
with him, his uncomplicated but 
extremely focused style was immedi-
ately apparent. There were beans that 
needed to be roasted, and I was going 
to learn by watching, not by simply 
experiencing the results. 

Getting to know the beans
“This is the green coffee area,” he 
said when we got to where there were 
several large burlap bags of beans 
resting against a wall and a trough 
of them ready to be funneled to the 
roaster. Will bent over the beans that 
would be roasted next, sifting them 
with his fingers, examining them for 
the characteristics he is familiar with 
– color, structure, overall consistency. 
“The bags hold about 135 to 150 
pounds of beans,” he explained, “and 
we take out about ten pounds before 
roasting them so they’re not too tight 
in the roaster.” Will lifted the handle 
that opened the chute for the beans 
to travel to the roaster, and with a 
whoosh they went sliding down. We 

coffee convos

Roasting in Pine Plains

No computers; and All that touches 
the coffee is heat and hands.’” 
	 Around this time Will pointed out 
to me that the beans were close to the 
“sweet spot” he was looking for with 
this particular roast. He turned on 
the bean cooling component that’s 
beside the roaster. It’s a large, mesh-
bottomed disc with fans below it 
and blades with wire brushes above 
that, while spinning, slowly and 
evenly brings down the temperature 
of the beans. This, too, is a hands-
on process. He lifts a handle and the 
beans swoosh out of the roaster and 
fill the cooler, turning quickly but not 
too fast. Will runs his fingers through 
them as they pass, plucking handfuls 
to examine through the cooling. 

Styles of coffee
Will reviewed some coffee basics with 
me. The roasting styles are Brown 
Roast, Fully City Roast, Viennese, 
French, and Italian, lightest to dark-
est, and Winchell Mountain does 

descended the short stairway that took 
us to where the magic happens. 
	 “We use a traditional Probat 
one-bag roaster,” he told me when 
we were beside the machine. I could 
hear the beans bouncing around and 
Will showed me where the chaff is 
expelled. Like grains of wheat, the 
beans have thin skins on them that 
need to come off. He shows me where 
the whisper-light chaff accumulates in 
the process. 
	 “Coffee beans are highly flammable, 
which is why they need to tumble as 
they roast. The roasting temperature is 
over 500 degrees F. As the beans begin 
to brown, you can hear a slight crack-
ling sound. Beside the temperature 
gauge on the roaster is a small handle. 
Will takes it and pulls it out, revealing 
a small scoop of beans. He looks at 
them, touches them, and smells them, 
checking the color, noting the feel, 
inhaling the ever-changing variations 
in scent, and then reinserts the scoop. 
He does this every few seconds.

Rooted in roasting
“My dad roasted here for 45 years,” 
Will said. “I apprenticed with him 
for three years before he would let me 
do my own roasts.” As we talk, Will 
continues to pull the scoop in and 
out of the roaster, gauging the color 
and smell. Will tells me the story of 
how Winchell Mountain Roasters got 
started. His dad, Bob Rivkin, owned 
a restaurant in Lakeville, CT, and 
got the coffee from what was then 
called Shapira’s, a company that dated 
back to a roastery on 10th Street in 
Greenwich Village in Manhattan. Joel 
Shapira built the roastery that is now 
Winchell Mountain in the 1970s. 
When Bob and his wife considered 
getting out of the restaurant busi-
ness, the opportunity to move to the 
Hudson Valley and take over Shapira’s 
came along, and they seized on it. 
	 “My dad is all about quality and 
consistency,” Will said with obvious 
pride and affection. “The principles 
he passed on to me are ‘No shortcuts;’ 

Continued on next page …

Above, top: One of 
Sandra Boynton’s 
drawings on this 
special Winchell 
Mountain brew. 
Above, Will Rivkin 
holding Louie’s 
Blend. 
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them all. Any beans can be done in 
any of these styles. As the roasts get 
darker, the oiliness in the bean is exag-
gerated, too. “French is slightly oily,” 
Will explains, “ and Italian is the 
most oily.” You have to understand 
what you’re going for when you start. 
With a chuckle Will explains, “My 
dad told me that going from a regular 
roast to Viennese is 15 seconds, from 
Viennese to French is 15 seconds, 
from French to Italian is 10 seconds, 
and from Italian to a fire is 20 more 
seconds.” Yikes. 
	 “I learned by watching him, of 
course, and then by asking him at 
every step of the way. Every bean is 
different and has its own special quali-
ties. We roast beans from Central and 
South America and from Africa. We 
do blends, but every bag of beans is 
roasted separately and then mixed in 
another part of the roastery later.” 
	 When the beans are cooled to Will’s 
satisfaction, with another woosh they 
slide from the cooler into a container 
that gets taken to where the beans 
are bagged. “Everything we roast gets 
packaged the same day,” he says, pick-
ing beans carefully from between the 
sharp metal edges of the cooler blades 
and making sure all find their way to 
the next stage. Michael – who’s been 
with the company for years – retrieves 
the container and hauls it upstairs to 
the bagging area. Will shares that their 
company was the first in the United 
States to do vacuum packing, which 
requires bags that have a particular 
kind of vent. If air can’t escape from 
the bags as the beans settle, the bags 
will explode. The vents allow for air to 
escape, but not for air to enter, keep-
ing the beans as fresh as possible. 

The Winchell Mountain line 
and Boynton blends
In the part of the roastery where 
the beans are packed, blended, and 
ground, Will talked about some of 
their signature blends. There’s one 
named after his dad – Rif ’s Special 
Blend – (“that’s my dad’s nickname”), 
and one named after the family 
Golden Retriever – Louie’s Blend. 
Another signature offering from 
Winchell Mountain is a line of Boyn-
ton blends, featuring the artwork of 
Sandra Boynton [whom we featured 
this past March]. Boynton’s charming 
and uplifting illustrations are cher-
ished worldwide and are instantly rec-
ognizable. Brand recognition of this 
kind normally involves book-length 
contracts and kid-glove negotiations. 
“Sandy is a friend of the family,” Will 
said. “And she’s a huge fan of the cof-
fee. She designed a label for my sister’s 
wedding, and we got to talking.” I 
am reminded of Winchell Mountain’s 
motto: Good coffee doesn’t have to be 
complicated. It seems this isn’t, either. 
Will said with a smile, “She gets paid 
in coffee.” Simple and ultimately 
satisfying.
	 Does Will have a favorite? 
For him it’s the Louie’s Blend, which 
he said incorporates all they do, from 
Yrgacheffe and Sumatran done to a 
Viennese roast and Peruvian done to 
a dark roast, with a healthy dose of 
Winchell Mountain magic. He creates 
a batch for me in a big steel blending 
trough, again scooping and mixing 
by hand to ensure the beans are well 
blended. “For beans,” he said, “my 
favorite is the African Yrgacheffee. 
Grown in Ethiopia, Will said that that 
part of the world has excellent grow-
ing and cultivating methods. Coffee 
needs heat, elevation, and dry air to 
thrive. The only places it’s grown in 
the US are Hawaii and Puerto Rico.

In love
When I ask him what he loves best 
about his profession of Master Roaster 
at Winchell Mountain, he doesn’t 
hesitate. “All of it.” When he graduat-
ed from college he landed a good desk 
job. He met his wife, got married. 
His dad was getting ready to retire. 
Will talked to his best friend, Allen 
Ricca, who was also looking for a new 
challenge, about taking over the coffee 

coffee convos

business. They decided to go for it. 
Allen comes from a family business 
himself, and he thrives on running 
the day-to-day operations and passing 
on his practices and enthusiasm. He 
also runs a seafood company and a 
wine importing company. While he 
enjoys an early morning cup of coffee, 
for him it’s “all business.” He added, 
“The product is so darn good that it 
sells itself and I love being a part of 
it – and it is great to work with your 
best friend.” 
	 “I work with my best friend, I 
get to move around a lot, there’s the 
constant gratification of the roasts, I 
employ people.” He pauses. “Life is 
good.”
	 Will sent me home with a bag of 
Louie’s Blend. I’m not a connoisseur 
of coffee, but I like it very much – 
though Will winced when I said I add 
milk to it. “But not flavored creamer,” 
I assured him. The Louie’s Blend 
is fantastic. I can’t wait to try some 
others. And I will never drink another 
cup of coffee without thinking about 
the journey of the beans from their 
perches in high-altitude parts of the 
world to Pine Plains, NY, where Will 
works with heat and his hands like 
his dad before him to craft a coffee 
that brings uncomplicated but pure 
pleasure. •

Learn more and order some for yourself 
at Winchell Mountain Roasters’ website, 
www.winchellmountaincoffee.com.

Above: Freshly 
roasted beans land 
and start to spin 
in the cooler. For 
Winchell Mountain, 
it’s about heat and 
hands. Left: Will 
inspects the raw 
beans before they 
head to the roaster.
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A A + D ALLEE ARCHITECTURE + DESIGN
alleedesign.com | 860.435.0640 | Millerton, NY | Lakeville, CT | Martha’s Vineyard, MA

willey design llc
interior design  |  interior architecture

340 main street lakeville, ct 06039
(212) 579-4159  willeydesign.com

The Irondale Schoolhouse
Take a trip back in time

Learn the rich history of the one-room schoolhouse and its journey 
to the Village of Millerton in a new short video, available for 

viewing on weekends from 11 a.m. to 4 p.m.

Enjoy the slideshow and a tour of the fully restored schoolhouse, 
located next to the Harlem Valley Rail Trail.

16 Main Street  •  PO Box 876  •  Millerton, NY
www.irondaleschoolhouse.org
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By John Torsiello
info@mainstreetmag.com

Ah, sweet summer, a time when the 
good earth sends forth fruits and 
vegetables galore for us to enjoy…
and that goes for those who enjoy a 
cocktail after a long day, whether it’s 
sitting by the pool or as an accom-
paniment with a meal.
	 “Summer is a fabulous time to 
mix drinks because of all the fresh 
produce,” said Colleen Graham, 
a freelance writer and author of 
Tequila: Cocktails With a Kick 
and Rosé Made Me Do It. While 
many ingredients are available year-
round, Graham said there’s some-
thing “magical” about fruits, herbs, 
and veggies picked at the peak of 
summer that makes any drink so 
much better. “Whether from your 
own garden or the farmers market, 
the bounty of produce is just beg-
ging for the shaker.”
	 Graham said to “think beyond 
standard juices and mixers” during 
the summer months. “Watermelon, 
cucumber, any berry, rhubarb, 
peach… I even have recipes that use 
peas and beets.” Fresh herbs work, 
too. Favorites include lavender, 
rosemary, basil, and sage. “Of 
course, there’s always mint because 
summer is not complete without 
a few mojitos! To preserve some of 
that fresh flavor, make liquor infu-
sions or flavored syrups.”

Expand your palette
Ryan Andrade, beverage manager at 
The White Hart Inn in Salisbury, 
CT, said that “from the bartender’s 
perspective,” summer is a great 
season to develop new cocktails, 
considering all the fresh ingredients 
available, especially in our area. (Im-
age this page shows cocktails at The 
White Hart). “For those enjoying 
a drink, one couldn’t ask for better 
weather to get together with friends 
and try their hand at getting into 
cocktail-making, or heading to their 

drinks

Summer cocktail season
favorite place and ordering one.”
	 Andrade believes the enjoyment 
of a “well-made” cocktail goes 
beyond gender or age. “As far as 
I’ve seen in my career, everyone has 
their own preferences and it’s some-
times on the bartender to help them 
expand on their tastes and find what 
suits their palette best; if they are 
willing to step out of their comfort 
zone and trust their bartender.”
	 Said Graham, “Everyone has their 
own preferences and I think anyone 
who likes to drink can find enjoy-
ment in cocktails. The key is to 
follow your personal taste and then 
expand on it. Vodka drinkers, for 
instance, may really enjoy some of 
the softer gins (Hendrick’s has cu-
cumber notes that are fabulous for 
summer drinks). For non-drinkers, 
there are tons of alcohol-free drinks 
available, too. Homemade sodas are 
easy and just as diverse.”

The cocktail surge
According to Graham, the interest 
in cocktails continues to rise. It was 
there before COVID-19, but when 
bars closed temporarily, it sky-
rocketed. Many people wanted to 
replicate that excitement of explor-
ing drinks at home. After getting a 
taste of that and figuring out how 
to improve their drinks so they taste 
like the pro’s, many are continuing 
the adventure and getting out of 
their comfort zones. 
	 “It’s like many interests in life: 
Once you catch onto it, you find 
there’s so much more you can do 
and build on the foundation.”
	 Habits are hard to break, she 
opined. If you have a few favorite 
drinks, you might stick with those, 
especially if the same bottles keep 
showing up in your liquor cabinet. 
That can lead some people to ignore 

Continued on next page …
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other “excellent drinks or tune 
out” new recipes or ingredients to 
try. “Summer is so well-associated 
with iced tea, lemonade, and frozen 
cocktails that they become easy go-
to drinks, but summer cocktails go 
far beyond those.” 
	 “There’s also a lingering hesitancy 
in homemade cocktails because they 
seem difficult to make – you need 
bar tools and a full bar to really 
explore recipes – but that’s not nec-
essarily true. With a shaker and bar 
spoon you can make almost any-
thing (a muddler and blender are 
really nice, too), and the ingredients 
can be picked up as you discover 
recipes. It’s like food – we don’t 
start out with all the kitchen tools 
needed to cook everything, but add 
as we go along.”

A demographic change
As far as residents or guests of our 
area, Andrade explained, attitudes 
about cocktails are changing. “Over 
the past years (and in particular last 
year), the demographic of the area 
has been changing. We’ve begun 
to see a much younger and family-
based crowd in the area (a good 
chunk of who have relocated from 
New York City or other nearby 
cities). With this change in demo-
graphic, we get a lot more interest 
in the craft cocktail scene, which 
a lot of the newer residents/guests 
are used to back in their respective 
cities – a scene that, to be honest, 
hadn’t really developed in this area 
up until recently.” 
	 As for the cocktails themselves, 
here’s a sampling from the experts.

Graham’s Picks:
The Garden-Fresh Bloody Mary: 
Muddle a few cherry tomatoes and 
lime wedges with 1/2 ounce basil-
infused simple syrup in a glass. Add 
2 ounces of tequila or vodka and 
shake with ice. Strain into a glass 
over fresh ice and top with 2 ounces 
club soda.

The Lavender Lemon Drop: 
Muddle 1 teaspoon lavender buds 
with 1 tablespoon simple syrup. 
Add 2 ounces lemon vodka and 1 
ounce fresh lemon juice, fill with 
ice, shake, and strain into a cocktail 
glass.

The Grapefruit Shandy: 
Shake 1 1/2 ounces each fresh 
grapefruit juice and simple syrup 
with 3 ounces of water in an ice-
filled shaker. Strain into a pint glass 
and top with 6 ounces of wheat ale.

The Strawberry Gin and Tonic: 
Pour 1 1/2 ounces gin and 1/2 
ounce each of fresh lime juice 
and strawberry simple syrup over 
ice. Add a dash of bitters and top 
(slowly, it fizzes!) with tonic water.

Andrade’s Faves:
The Naked and Famous: 
.75 ounces Mezcal Joven (I’d go 
with Ilegal Joven or Del Maguey 
Vida), .75 ounces Aperol, .75 
ounces Yellow Chartreuse, .75 
ounces fresh lime juice. Shaken and 
strained then served up or on the 
rocks.

House Margarita: 
2 ounces Tequila Blanco (I’d sug-
gest Corazon Blanco or Lunazul 
Blanco), 1 ounce fresh lime juice, 
.5 ounces agave syrup (equal parts 
agave and hot water), .5 ounces 
Combier orange liqueur. Shaken 
and strained then served up or on 
the rocks. (A salt rim on the glass is 
optional.)

The Paloma: 
2 ounces tequila, .5 ounces fresh 
lime juice, .5 ounces fresh grapefruit 
juice, .5 ounces simple syrup (equal 
parts sugar and hot water). Short 
shake and strain into a highball or 
Tom Collins glass with ice and top 
it off with Fever Tree grapefruit 
soda or San Pellegrino Pompelmo 
grapefruit soda.

And from other local experts:
Kendra Chapman, owner of the 
Black Rabbit Bar and Grille in 
Lakeville, CT, has a great summer 
cocktail. “One of our bartenders, 

Andy Williams, created what he 
called Blackberry Bliss (pictured 
above). You need muddled black-
berries, sugar, fresh mint, and 
Bulleit bourbon. It’s served on the 
rocks with fresh blackberries and 
mint sprigs finished with a splash of 
Sprite.”
	 According to Eleni Stefanopo-
lous, the most popular cocktail at 
The Millerton Inn, where she is 
director of operations (DOO), 
is The Rose Walk, “especially in 
the summer.” The Inn’s manager 
explained, “We use local Peony 
Vodka, imported rose petal jam, 
house-made lemon bitters, and 
lemon juice. Its floral, it’s citrusy 
and pretty perfect for summer.” 
	 Stefanopolous continued, “An-
other crowd favorite right now at 
The Boathouse Bar and Grille in 
Lakeville (she is also DOO there)  
is The Cutter. It’s mixed with fig 
vodka with figs from Greece and 
Turkey, a touch of St-Germaine 
(elderflower liqueur), house-made 
honey simple syrup, lemon juice 

drinks

and fresh basil.” 
	 Liana Theodoropoulou, house 
manager and a bartender at The 
Millerton Inn, said a cocktail 
called The Byzantine Heads is very 
popular there. “We use El Jimador 
reposado, pomegranate liquor, 
grapefruit, and lime juice. It’s served 
in a Margarita glass with rocks. 
People like refreshing, fruity, floral 
drinks for summer time.”
	 If you are at Serevan in Amenia, 
NY, owner/chef Serge Madikians   
suggests the Serevan Martini, made 
with cucumber water, pepper, gin 
and a dash of lemon, or the Black 
Sour Cherry Cosmo, made with 
vodka, black sour cherry purée, lime 
and Grand Marnier.
	 These delicious summer cock-
tails are only a few of the concoc-
tions you can savor (responsibly, of 
course), during the warm weather 
months. But at least you’ve got a 
start! •
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We are committed to helping and 
giving back to our community

www.tbogc.com • 518.943.2600

Community Banking at its Best

We remain committed in supporting our 
communities, individuals and businesses. 
Our Charitable Foundation donates to many 
local non-profits, such as the Hudson-Athens 
Lighthouse. 

Whether it’s online, over the phone, or in person, you can 
count on the Bank of Greene County to provide the banking 
service you rely on, and the personal service and technology 
to make your life easier. 

www.tbogc.com 
518.943.2600

Community Banking at its Best

We're Here For You!
We're committed to supporting our communities and 

helping individuals and businesses during these 
challenging times.

Whether it's online, over the phone, or in person, you 
can count on the Bank of Greene County to provide the 
banking service you rely on, and the personal service 

and technology to make your life easier.
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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

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

Super premium pet foods • Raw diets • Quality toys, 
treats & accessories for your dog & cat 

– many made in USA

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

www.BerkshireTheatreGroup.org
(413) 997-4444

JULY 23–AUGUST 15
Outside Under the Big Tent 

in The Colonial Theatre Parking Lot

directed by E. Gray Simons III
music direction by Jacob Kerzner

choreography by Isadora Wolfe

AUGUST 13–SEPTEMBER 5
Outside In The Courtyard 
at The Unicorn Theatre

by Christina Ham
directed by Gerry McIntyre
music direction by Danté Harrell 

JULY 30 • 7PM
Outside On The Great Lawn

at The Unicorn Theatre

SUSAN 
WERNER

AUGUST 7 • 7PM
Outside On The Great Lawn

at The Unicorn Theatre

JAY UNGAR & 
MOLLY MASON

The Colonial Theatre,  
111 South Street, Pittsfield, MA

The Unicorn Theatre,  
The Larry Vaber Stage

6 East Street, Stockbridge, MA

HARPER BLANCHET

White Birch Tree in Water, Hatch’s Pond, Sharon, CT • 1971 • $20,000

TWILIGHT STUDIOS
845.750.8853 • HARPERBLANCHET.COM

FINE ART
PHOTOGRAPHER
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By Lisa LaMonica
info@mainstreetmag.com

Flowers give us joy but many of 
them are also edible and can be 
enjoyed in our seasonal dishes and 
drinks as well. When planting, 
picking, and buying flowers, you 
can incorporate the edible kind into 
your garden layouts as well as your 
cooking and baking. Additionally, 
many honeys are made from flowers 
– so consider that your beautiful 
flower gardens can serve multiple 
purposes.

Flowers for the seasons
March 21 represents the first day 
of spring, with the egg and the 
hare being symbols of fertility and 
abundance of the Universe. In the 
Spring, the Equinox is when days 
and nights are of equal time, and 
around this time we start to see a bit 
more color. Lavender is a beautiful 
purple flower used fresh or dried 
in teas and on top of pastries and 
cakes. During April, violets sprinkle 
our lawns and forests, and are plen-
tiful and edible. Freeze them with 
water in ice cubes trays to use later 
in summer drinks. Dry and freeze 
them to use on top of sugar cookies 
during the holidays.
	 By May 1 the earth smells and 
looks like spring (most years at 
least). Rose hips have many uses in 
teas and steamed in hot water with 
rosemary to clear up and hydrate 
skin, which sometimes takes a beat-
ing from winter’s cold outside air 
and dry indoor heat. 
	 June 21 is the longest day of the 
year with plenty of light returning 
to us. Cornflowers (pictured above) 
appear everywhere with their light 
blue color and are used in teas, 
salads, and atop cakes. This is also 
the time when we start to see some 
results of seeds planted earlier in 
the season. Place cornflowers atop 
cupcakes for the Fourth of July 
festivities.

	 August 1 takes us to the mid way 
mark between summer and fall. 
Marigolds, also known as Calen-
dula, are plentiful; you see them 
everywhere. Used for medicinal 
purposes such as burns and rashes, 
marigolds are also edible and com-
monly used in salads, scrambled 
eggs, and quiches. Sprinkle them 
atop deviled eggs for your summer 
picnics. Dill flowers are not only 
beautiful in arrangements, but add 
a little punch to your summer salads 
like egg- and potato salad. 
	 Edible flower jello shots with 
your favorite spirits are becoming a 
popular seasonal party favor, too.
September arrives and the aster 
star shaped flowers reign. Also an 
Equinox, day and night are of equal 
time on the 21, so balance, sym-
metry, and harvest are themes here. 
In teas, as a garnish, and atop cakes, 
asters are useful and were used by 
Natives Americans for many diges-
tive purposes. 
	 Flowers can be consumed cooked 
or raw. Many people start to deco-
rate their porches with chrysanthe-
mum, which are also edible; yellow 
and white typically boiled to make 
teas having an Asian origin.

When autumn rolls around…
Samhain, and later Halloween 
derived from this fall harvest 
festival, starts on October 31 until 
November 1. The time when the 
veil between living and the dead is 
at its thinnest, and bonfires mark 
the final harvest being brought in, 
the Celtic New Year. The edible 
pumpkin and all of its parts (leaves, 
flower, seeds, and pumpkin pulp) 
are used to their fullest. Pumpkin 
and zucchini flowers taste great stir 
fried and used in pasta dishes. We 
decorate jack o lanterns with them 
for Halloween now, and the pump-
kin offered many sustaining foods 
for our ancestors. Toasted pumpkin 
seeds are a tasty treat throughout 
the winter months. This time of  

flower power

Edible flowers for all seasons

year is a time to honor the fertility 
of the land and clearing away of the 
past. Pumpkins are a bit of a rarity 
due to flowers, leaves, seeds, and 
the pumpkin itself all being edible. 
Nothing goes to waste.
	 Yule happens on the Winter 
Solstice, December 21, which is the 
shortest day and longest night of 
the year – festivities for Christmas 
time ramp up. Rosemary resembles 
our Christmas trees in form and 
heavy pine scent, and is wonderful 
to cook atop of roasts like turkey, 
chicken, and duck. Folklore tells us 
that people used to plant rosemary 
near doors, as it was believed that a 
witch couldn’t enter a dwelling un-
less she could count all of rosemary’s 
leaves. Edible flower bark candy is 
an easy gift to make and give at the 
holidays with many online recipes 
available.
	 So the next time you appreciate a 
beautiful flower and its intoxicating 
scent, consider the many more ways 
that you could enjoy flowers, and all 
year long! •
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Although we are unable to celebrate in 
person, we invite you to join us for 

the remote celebration of the 
Annual Chef and Farmer Brunch.

Join us for a very special campaign, which includes storytelling, 
videos, fun activities, and opportunities to offer support. 

Help NECC continue to help our communities. 

Join the celebration by signing up now:
www.neccmillerton.org/chef-farmer-brunch

North East Community Center
51 South Center Street / PO Box 35
Millerton, NY 12546
neccmillerton.org
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Millerton’s The Moviehouse
By Griffin Cooper
griffin@mainstreetmag.com

How does one properly pay homage 
to a symbol? As a child, I visited 
Millerton, NY’s The Moviehouse 
and gaped at the clock tower 
perched on its peak like a homing 
beacon for those in search of an es-
cape into the world of film. It was a 
treat for myself – a child of divorce 
– and for my parents, who were able 
to briefly trade custody schedules 
and middle-age stress for popcorn 
and fantasy. Those were happy 
times for me, logged in my nostalgic 
mind for time immemorial, but that 
says little of the decades of memory 
that came before my childhood 
wonderment.
	 Commissioned by Julius Bene-
dict, The Moviehouse was built in 
1903 as Grange # 796 and was soon 
after converted to a movie theater 
with a ballroom on the second floor. 
For the next seven-decades, The 
Moviehouse would make its mark 
on Dutchess County and, alongside 
Terni’s, would come to define the 
small village’s Main Street. Despite 
its undeniable presence, the theater 
would go on to experience its share 
of industry hardships and by the 
late 1970s, it had become derelict. 
Then, on a warm summer after-
noon in 1977, The Moviehouse’s 
story would change forever.

Landmark to icon
“After building our weekend 
getaway lake house, on a beautiful 
summer afternoon in 1977, my 
husband, Robert, and I wandered 
into town to explore the Village of 
Millerton,” recalled former owner 
Carol Sadlon in November of 2020 
after announcing The Moviehouse 
would be seeking new stewardship 
after four decades. “We stumbled 
on a closed, dilapidated movie 

theater for sale and shared a light 
bulb moment; we could restore 
the historic building and program 
diverse, independent, and foreign 
films for the community.” 
	 On Memorial Day weekend in 
1978, The Moviehouse opened with 
Neil Simon’s Award-winning film 
The Goodbye Girl and thus began 
the theater’s 42-year journey toward 
becoming a local icon. For the next 
four decades The Moviehouse not 
only became a unique destination 
for arts and culture, but a testament 
to the life and legacy of Carol and 
her husband Robert Sadlon as well. 
Described as a man with a vision, 
Sadlon worked tirelessly to create 
a fervent community around film 
in the Hudson Valley while shining 
a white-hot light on the artistic 
talents of the people in surround-
ing Berkshire and Litchfield county 
towns. Together, Robert and Carol 
made The Moviehouse one of the 
largest independent cinemas in the 
Hudson Valley and even earned 
a spot in the National Register of 
Historic Places.
	 “It was born out of love, not 
business,” said Carol who lost Rob-
ert when he passed away in May 
of 2019 after battling brain cancer. 
The spirit of the couple’s ambi-
tion imbued itself throughout the 
titular building through the years. 
During their decades of work, Carol 
and Robert started and success-
fully ran many other local busi-
nesses including the award-winning 
Simmons’ Way Village Inn (today, 
The Millerton Inn) that graced the 
cover of April 27, 1987’s New York 
Magazine, an Art School, ArtsWork 
Forum, and eventually other movie 
theaters in Connecticut. Still, it 
was The Moviehouse that remained 
both at the heart of the surrounding 
community as well as the passion of 
Carol and her beloved husband.
	 As with many small businesses 
across the country, the year 2020 
brought with a plot twist that was 

Continued on next page …

at once wrought with tragedy and 
struggle while also illuminating 
what makes the culture of small 
town life so special. During the 
COVID-19 state lock-downs while 
movie theaters across the State sat 
in idle anxiety, Carol once again 
found solace in the support from 
neighbors and business friends 
from within the community. “We 
have been very fortunate to share 
our passions with a supportive and 
caring community,” Carol said. “I 
am so grateful for all of our patrons 
who continued to support our 
online virtual cinema effort and 
for local partners like the Sharon 
Playhouse who allowed us to screen 
some films for their summer drive-
in events. It was an incredible joy 
for all of us to get together.” Carol 
also recalls the other vital asset of 
The Moviehouse’s sustainability, the 

gets long-awaited sequel

the movies

Above: Chelsea 
Altman and David 
Maltby, the new 
stewards of The 
Moviehouse. Photo 
by Olivia Valentine. 
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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

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

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

Prevention, wellness and healing 
in partnership with caregivers

CAROLYN CANNON, DVM  |  JENNIFER JONES, DVM

Integrative medicine & surgery  |  Therapeutic Laser
Acupuncture  |  Chiropractic

518-789-3440  |  millertonvet.com  |  MVPonlineRX.com

Native Habitat 
Restoration

Returning Balance to Nature

Invasive Plant Control • Field Clearing 
Pollinator Habitats • Forestry Mowing

Wetland Restoration

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

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

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

Our OWN Smokehouse     

Specialty Meats & Sausages    

Wide Variety of CRAFT BEERS!

ITALIAN SPECIALTIES: 

Cheeses, Pastas, 

Olive Oil, Vinegars 

Also LOCAL Breads, 

Vegetables, Honey, Jams, 

Grains & More!

Our OWN Smokehouse     

Specialty Meats & Sausages    

Wide Variety of CRAFT BEERS!

ITALIAN SPECIALTIES: 

Cheeses, Pastas, 

Olive Oil, Vinegars 

Also LOCAL Breads, 

Vegetables, Honey, Jams, 

Grains & More!

Our OWN Smokehouse     

Specialty Meats & Sausages    

Wide Variety of CRAFT BEERS!

ITALIAN SPECIALTIES: 

Cheeses, Pastas, 

Olive Oil, Vinegars 

Also LOCAL Breads, 

Vegetables, Honey, Jams, 

Grains & More!

FRESH FROM OUR FARM
Chickens, Pheasants, Ducks, Geese, Turkeys & Venison

Celebrate the FOURTH OF JULY with some goodness for the grill!
Steaks • Chops • Ribs • Fresh Ground Beef • Bacon Burgers • Fresh Sausages

Our own Smokehouse Specialty Meats & Sausages
QUATTRO’S ICE CREAM BAR IS NOW OPEN!

Wide variety of CRAFT BEER & BEER ON TAP!
ITALIAN SPECIALTIES: Cheeses, Pastas, Olive Oil, Vinegars

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

FARM STORE

www.roaringoaksflorist.com
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theater’s staff and their incredible 
fortitude. “The businesses that oc-
cupy our small towns are institu-
tions for the community and the 
staff at The Moviehouse were the 
lynch pin for our viability. I cannot 
say enough about their endurance 
over that last year, they are so skilled 
and loyal and were even willing to 
stay and help continue to operate 
The Moviehouse.”
	 Robert and Carol’s impact on the 
community and the artistic culture 
of the area are no doubt a tough act 
to follow – but two have emerged 
with the same unmistakable ambi-
tion and moreover, a kindred love 
for the magic of film. 

A new beginning
While in the throes of a cautious 
search for a new steward of The 
Moviehouse, Carol made certain 
her mission was to carry on a legacy 
cemented in a generation of local 
film love. “The Moviehouse is the 
heart of the regional community 
and our passion. Still, the time had 
come to pass the baton to a new 
generation,” she told Main Street 
in November of 2020. “A vision-
ary who can nurture and grow the 
theater on the foundation we have 
built with a creative understanding 
of the future of the media arts and a 
new and enthusiastic generation of 
cinephiles.” 

	 It quickly became clear that 
rather than a goodbye note, Carol’s 
transition would instead be a love 
letter to The Moviehouse itself and 
the community that has so lovingly 
embraced its presence for genera-
tions. 

Two who have answered that 
letter post haste
In late February, The Moviehouse 
announced that – after closing on 
March 15, 2020 – the acclaimed lo-
cal theater would reopen under new 
stewardship in the coming Spring. 
As the news circulated, ears perked, 
and the question became “who?” 
	 Who could take on such a daunt-
ing challenge in the face of lofty 
expectations? Enter David Maltby 
and Chelsea Altman who saw the 
iconic property as a once-in-a-
lifetime opportunity to honor The 
Moviehouse’s history while bringing 
new energy and vision, building on 
its huge base of support to keep The 
Moviehouse growing, relevant, and 
vibrant. Unsurprisingly, the couple 
has long-standing ties to The Mov-
iehouse and the local community, as 
well as extensive experience found-
ing and running business ventures. 
	 David is a founding partner of 
Empire Square Group, a real estate 
investment firm, and Chelsea is the 
co-owner of six bars and restaurants 
in Brooklyn. Both have deep artistic 
roots, as Chelsea had a successful 
career in New York as an actress 
appearing on and off-Broadway, as 
well as in roles for film and televi-
sion. David has been an award-win-
ning rock and roll drummer, music, 
and theatre producer. His mother 
was a film producer, and his father 
is a Broadway director and lyricist. 
	 After meeting Carol to discuss 
the future of The Moviehouse, the 
couple say they felt that undefin-
able universal feeling as if the stars 
had aligned. “I have been coming 
to The Moviehouse my entire life 
– since it opened in 1978,” says 
David. “It has a special place in my 
heart, and we are thrilled to have 
the opportunity to continue Robert 
and Carol Sadlon’s legacy and carry 
The Moviehouse forward.”
	 “When I made the decision to 
find new leadership for The Mov-

iehouse, I looked for people who 
shared our passion and enthusiasm 
for the cinema, art, and commu-
nity,” Carol told us in March of 
this year. “It was a heartwarming 
journey as eleven suitors stepped up 
wanting to take The Moviehouse 
forward. I feel confident that David 
and Chelsea are the right choices – 
they are brilliant, creative people, 
skilled and successful in their cur-
rent endeavors, with deep-seated 
ties to the community and enthusi-
asm for the future of cinema arts.” 
	 Chelsea and David see own-
ing The Moviehouse as a way to 
marry their passions for arts and 
community. While building on 
a long-established and beloved 
institution, they hope to add their 
fresh and unique perspective on 
film, entertainment, and nightlife 
to enhance the moviegoing experi-
ence. They plan to leverage the deep 
local community of artists, actors, 
and filmmakers, many of whom 
are their friends, to get everyone 
involved to ensure The Moviehouse 
remains a social and cultural center 
for all, continuing the celebrated 
tradition of special programming 
and unique events that have made 
The Moviehouse the local landmark 
it has become today.

What’s new is prologue
“The Moviehouse, because of its 
history and its presence both on 
Main Street as well as within the 
local community, has been the most 
fun design project I have ever taken 
on,” says Chelsea who staked her 
claim in the design world reimagin-
ing spaces all over New York City. 
“Though there certainly exists a 
larger learning curve when it comes 
to owning and operating a theater 
as opposed to my other ventures 
mainly in the restaurant business.” 
	 To start, both David and Chelsea 
felt it right to begin renova-
tions by tackling one of the more 
long-awaited additions to The 

Continued on next page …

Above: New colors 
at the concession 
stand. Photo by 
Olivia Valentine.
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Moviehouse, one that has been in 
the works – as locals know – for 
quite some time. “The elevator 
will obviously be one of the biggest 
additions in The Moviehouse,” says 
David. “We wanted to make sure 
that promise to the community was 
fulfilled.” 
	 The installation of an elevator 
isn’t the only change in the works 
for the theater’s second floor. The 
couple has already made substantial 
changes to the area by creating a 
lounge and bar for patrons looking 
for something a bit unique. The 
new vibe already feels befitting of 
those who crave a different type of 
moviegoing experience. “We are 
working hard to have our upstairs 
lounge and bar room opened by 
the first of July,” says Chelsea. “It 
will give folks a really cool, funky, 
fun, and most importantly, relaxed 
lounge vibe.”
	 Though excitement tinges the 
atmosphere within the walls of the 
historic theater, new and chal-
lenging experiences meet Chelsea 
and David around each corner. 
“For one, I have never been much 
engaged with social media,” says 
Chelsea. “The days of being discon-
nected are over for me now as it is 
imperative that we connect with 
Millerton and the local film indus-
try, so that can be a bit overwhelm-
ing.” Still, the idea of creating 
events around films and thinking 

of new and exciting ways to engage 
audiences with the theater experi-
ences are what drew the couple in 
the first place, and what keeps them 
grounded each day. “One of the 
most attractive things for me as a 
designer is that The Moviehouse 
presents a uniquely intimate and 
cozy atmosphere,” says Chelsea. 
“For me, working on a scale that is 
small without sacrificing character 
has been a real thrill and we are 
excited to share our vision with 
everyone. Our main goal is to 
update a few aesthetics while still 
maintaining the welcoming vibe 
that folks are used to here at The 
Moviehouse.” 
	 As part of the digital revolution, 
The Moviehouse’s entire website has 
been revamped as well. “We are re-
ally invested in giving our custom-
ers more options with a modern 
ticketing system,” says David. “Cus-
tomers will now be able to purchase 
in advance and event-related tickets 
online. Especially with folks still 
feeling concerned about distance, 
now is the time to afford moviego-
ers that choice.” 
	 As small businesses start to 
tentatively recover, the looming air 
of hesitantcy remains, and both 
Chelsea and David are very much 
aware that choice is a top priority. 
“We understand that two things 
are true right now,” says David. 
“That many folks are still not ready 
to fully come back into a movie 
theater-type crowd, and also that 
many folks are eager to get back 
out and feel normal, do normal 
things, and going to the movies is 
part of that sense of normality. So 
we will be limited in capacity for a 
short time, and hope that folks can 
understand that we might sell out of 
tickets quicker in the short-term.”
	 The notion of honoring the his-
tory of such a local watershed for 
the surrounding community is one 
thing. It is entirely another to do 
so in the aftermath of a worldwide 
pandemic that has touched every 
aspect of the human condition 
and small business viability. Both 
Chelsea and David approach the 

challenge with the quiet resolution 
one might expect from any number 
of cinematic dynamic duos. “We 
know small businesses everywhere 
struggled through this past year, in 
Millerton and throughout the coun-
try,” says Chelsea. “We are ready 
to help contribute to the village’s 
economy and help ease folks back 
into the movies and enjoying the 
films they love.” 
	 Hopefully, as Millerton reawak-
ens from the fog of 2020, and the 
soft lighting of the movie posters 
lining the century’s old building 
flicker on once again, the new 
underdogs will come out on top, 
as it should be in any good block-
buster. “While we don’t know what 
to expect, we know the history of 
the Hudson Valley as well as the 
Berkshires and Litchfield Hills is 
fertile ground for the arts,” says 
David. “We want to become a hub 
for those in the community in that 
respect, but also contribute to the 
rich history of the arts in our area. 
We may be its new stewards, but 
The Moviehouse will remain the 
enduring landmark it has been for 
nearly fifty years in the Village of 
Millerton, as well as for visitors far 
and wide.” •

The Moviehouse is located at 48 Main 
Street in Millerton. To learn more, visit 
them online at www.themoviehouse.net.

Above: Chelsea 
and David enjoy 
popcorn at The 
Moviehouse. Be-
low, left: Renova-
tions include the 
installation of a 
new elevator and 
upstairs bar and 
lounge area. All 
photos by Olivia 
Valentine.
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PhotoGallery
MAINstreetMAGAZINE’S

Exhibit opens July 2021

518 592 1135
52 Main Street | Millerton, NY
info@mainstreetmag.com 
mainstreetmagphotogallery.com

the land of fire and ice
Photographs by Kristján Maack
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518 567 6737  •  20 main street, millerton, ny
open wednesday-monday 11-4  •  Merwinfarmandhome@gmail.com

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

P 518.272.8881 • E info@snyderprinter.com • 691 River Street, Troy, NY

www.snyderprinter.com

PRIVATE DINNER 
PARTIES AND 
CATERING

GINA TRIVELLI
private chef

845.233.8513 or email 
wholefoodschef1@gmail.comwww.mannacateringco.com

Fine Wines & Spirits • Custom Engraving
Gift Cards & Custom Gift Baskets

Tel: 845.373.8232 • Fax: 845.789.1234
5058 Route 22, Amenia, NY 12501
Open 7 Days: Mon–Sat 11am–7pm, 
Sun 12–5pm
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farm-to-table

By Mary B. O’Neill, PhD
info@mainstreetmag.com

Emerging from our COVID has 
left us hungry – for experiences and 
joyful connection. For more than 
a year, we closed in on ourselves, 
threw ourselves into gardening and 
growing food, and found solace 
in the outdoors, perhaps becom-
ing more curious about the natural 
world. It would be good to shed the 
isolation but keep forging relation-
ships with the land.
	 One way to do that is through 
Seed and Spoon Culinary Farm 
Stays. They’re working at the 
intersection of creating community, 
growing and teaching about food 
and farming, and strengthening our 
bond with nature – all in a relaxed 
and elegant setting inspired by the 
farm on which it sits. 
	 Located on Husky Meadows 
Farm in Norfolk, CT, Seed and 
Spoon provides an intimate experi-
ence for curious and like-minded 
individuals. Weekend farm immer-
sions are held monthly during the 
growing season from late spring to 
late autumn.

SEED AND SPOON

Food from the ground up
Farmer-turned-program director 
Tracy Hayhurst occupies space at 
an intersection as well – that of 
farming and food preparation. Seed 
and Spoon is a natural outgrowth 
of her work at Husky Meadows, a 
three-acre organic-certified farm 
with a robust CSA program and an 
expanding prepared food operation. 
	 An experienced farmer, she’s 
also a Ballymaloe Cookery School-
trained chef. Comfortable in both 
worlds, Hayhurst marries the food 
she grows and how she grows it to 
its preparation and consumption. 
It’s that 360-view Hayhurst wants 
to share that with Seed and Spoon 
attendees. 

The Immersion
Seed and Spoon Farm Stays begin 
with the registration process and 
a chance for Hayhurst to get to 
know you and your interests and 
any particular aspects of farm life 
you’re curious about. Hayhurst 
and her team intend to make these 
requests part of the weekend to the 
extent they’re able. A lot depends 
on Mother Nature’s timeline and 
priorities. 
	 Even though you’re spending the 
weekend learning about sustainable 
farming, you’ll be doing it in an 
a refined setting with tasteful ac-
commodations that pay homage to 
traditional farm structures.
	 Up to ten guests arrive on Friday 
evening, where they’ll meet each 
other and the farm crew over a 
glass of wine or a signature cock-
tail. Hayhurst will create a dinner 
around what’s happening on the 

Continued on next page …

Above: Photo by 
Lisa Vollmer. Left: 
Photo by Winter 
Caplangon. 

Where farm meets table
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farm. During the relaxed meal, 
she’ll introduce the weekend’s itin-
erary, describe the farm, and explain 
concepts in sustainable agriculture. 
Hayhurst is also keen to emphasize 
the role good food plays in building 
interpersonal connections, so casual 
conversation is an integral part of 
her vision.

Rise and shine, but not 
too Early
Saturday brings an earlyish rising to 
begin the immersion into the farm-
er’s life and rhythm. Don’t worry, 
no 5am farm chores! After a light 
breakfast, you’re planting seedlings, 
tending beds, weeding, harvesting, 
or foraging. Again, what’s on offer 
depends on the growing cycle of the 
farm and what nature dictates. 
	 Leave your trendy togs home. On 
a Seed and Spoon weekend, you’re 
getting dirty working alongside 
Hayhurst and the farm’s knowledge-
able crew. For Hayhurst, “I want 
to give people a taste of organic, 
sustainable, small-scale farming. I’d 
like them to see what it’s like to run 
a farm, explain our methods and 
why we do what we do, and what it 
means in the larger picture of farm-
ing and eating.”

Farm-to-table – literally
“I want food to be fun. I want us 
to share our enthusiasm for farm-
ing and food and have that be the 
takeaway. We love what we do, 
and while we work hard, we also 
love this life with the land,” insists 
Hayhurst. Through Seed and Spoon 
programming, Hayhurst brings the 
farm-to-table movement to a new 
level, where the table is literally at 
the farm. 
	 After a day of farming, on 
Saturday night participants gather 
around the oversized kitchen island 
and prepare the food they’ve har-
vested during the day. “You can be 
washing, chopping, and cooking, or 
you can sit in a comfortable chair 
and absorb what’s going on around 
you. There’s no judgment. This is 
your weekend.”
	 The Saturday meal is also where 
Hayhurst can get creative with her 
teaching and cooking. “I want to 
demystify seasonal cooking and 
eating. I plan to show guests how to 
adapt to available ingredients and 
relax about their cooking with new 
ingredients.”

Easy like Sunday morning
Sunday morning dawns in a relaxed 
way. You can do more work on 
the farm or hike on its trails, relax 
by a sunny window, paddle in the 
pond, meander through Norfolk, or 

farm-to-table

hike in the nearby Great Mountain 
Forest. “This immersion weekend 
extends to a deeper relationship 
with the local community,” explains 
Hayhurst.
	 Hayhurst is both humble and 
spacious with her goals for Seed 
and Spoon, “I’m excited to bring 
the farm into people’s lives. Our 
farm stays allow them to learn 
about food and farming in a relaxed 
setting in the rustic communal, yet 
sophisticated, spaces. For me, food 
is relational, not transactional. Our 
farm stays are an extension of that 
philosophy.” 
	 Seed and Spoon shares with 
guests the land and the people 
who nurture it. Attendees can see 
the farm through a farmer’s eyes. 
They can then make connections 
that resonate with them, whether 
that’s a greater appreciation for food 
preparation and seasonal cuisine, 
spending time in the garden, or cre-
ating a more profound knowledge 
of agricultural methods. • 

For more information about Seed and 
Spoon, visit www.huskymeadowsfarm.
com or email Tracy Hayhurst at tracy@
huskymeadowsfarm.com.

Above: Photo by 
Winter Caplangon. 
Below, right: Lisa 
Vollmer.
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Follow us on Facebook for 
wine tasting dates & times!

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 •  Our everyday 3/$20 sale section where you can mix & 
match 3 wines for $20 •  Tons of Rose – Rose all Day! •  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 10-6pm

Curbside pick-up available!

518.325.4010
8 Anthony Street in Hillsdale, NY, behind the IGA Supermarket

2628 Route 23, Hillsdale, NY  •  518-325-4341
hillsdalesupermarket@gmail.com

•  Order your meats: beef, chicken, ham, and fish
•  Choose from an array of local dairy products
•  Mouth-watering steaks, hamburgers, and chicken 
•  Fresh seafood and plenty of clams
• We always have a wide variety of fresh fish
•  Fresh produce from many of our local farms
• We carry a great selection of cheeses, produce, deli, 
 bakery and all your grocery needs!

Home delivery and curbside pickup available, too!

Hours:
Monday – Saturday 7am – 7pm  
Sunday 7am – 6pm

Stop in for all your summer grilling needs!
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Robinson Leech Real Estate
CT – MA – NY  •  Distinctive Country Properties

LAND WITH VIEWS OR WATER, for building your country dream home: OFFERED BY ROBINSON LEECH 
REAL ESTATE: ALL 3 shown below are in the Town of Salisbury, CT. Each has unique features.

318 Main Street  •  Lakeville, Connecticut  •  860-435-9891  •  www.robinleechrealestate.com

A CENTER OF TOWN PARCEL: 5.9 acres, 
2 tax lots, trout stream and rail trail borders, 

offering walk-to-village and shops convenience. 
$425,000.

8.8 ACRES, LOVELY VIEWS, secluded house 
site from an open meadow OR an OAK tree forest 

setting. Set well back from a paved Town road. 
$350,000.

10 FABULOUS ACRES: STUNNING VIEWS, 
EXCELLENT SUN EXPOSURE, NEWLY 

CLEARED with a beautiful home site. 0.9 mile 
from a paved road. Electric all-in, mountain 

stream for possible pond site: $550,000.

199 Main St., Salisbury, CT 06068
860-435-0723                   TerreLefferts@yahoo.com 

THERAPEUTIC MASSAGE
Swedish  •  Deep Tissue  •  Sports

Foot  Ref lexology  •  Aroma Therapy

Terre Lefferts 
LMT, PTA, CT & MA 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”

LAURENCE A GUILLEM

REIKI
Japanese Energy Healing

reiki-ho.com
reikiho22@gmail.com

646.696.0959  |  Sharon, CT
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By Lindsey Clark
info@mainstreetmag.com

In an area like ours, where you can 
easily stumble across a local farm’s 
produce stand or a small business 
selling unique goods, farmers markets 
are a perfect way for the community 
to come together and appreciate these 
nearby offerings in one place. There 
are endless benefits to these weekly 
events, as vendors can showcase their 
stock to a wide crowd of patrons, and 
in turn, customers have the oppor-
tunity to purchase fresh, local, and 
unique products. 

The Millerton market
One such market is in the heart of 
Millerton, NY. Right on the corner 
of Dutchess Avenue and Main Street 
outside of the Millerton Methodist 
Church, the Millerton Farmers Mar-
ket can be visited from 10am-2pm 
on Saturdays. This market began as a 
proposal by Karen Kisslinger, a local 
acupuncturist, organic gardener, and 
meditation teacher, in 2007. “She saw 
the need to promote local farms and 
healthy food sources, and worked to 
establish it with the North East Com-
munity Center,” according to market 
manager John Nowak. “Sadly, Karen 
has since passed away, but her legacy 
lives on with 14 continuous seasons of 
market operation.”
	 Over the many years of the market’s 
gatherings, the Millerton Summer 
Market has expanded into a separate 
Winter Market, which was created 
five years ago and can be found in the 
Fellowship Hall of the church from 
November to April. In addition to 

farmers markets

A journey through the area’s farmers markets

this growth, the Summer Market’s 
number of vendors has increased from 
an original six to upwards of twenty in 
the span of a season.
	 The market currently sells an as-
sortment of local goods, ranging from 
vegetables, fruit, meat, cheese, and 
baked goods, to other special offerings 
like honey, maple syrup, pasta, and – 
coming soon – prepared Indian vegan 
food. Among the regular vendors, the 
market also highlights nearby artists 
and craftspeople, hosting a spot al-
located for artisans.
	 The market has much more to 
offer beyond its products, hosting 
many exciting activities as well. With 
live musical performances, children’s 
activities, cooking demos that incor-
porate ingredients from the market, 
board games, and contests, the Mil-
lerton market offers something fun for 
all visitors. Other events include col-
laborations with the NorthEast-Mil-
lerton Library, such as a Halloween 
celebration with a costume parade. 
In addition to this, the market has 
ample plans for the summer includ-
ing the return of their canine-themed 
“Dog Day in August” in partnership 
with multiple local organizations and 
individuals. John expresses, “We strive 
to be a local village gathering place 
and are pleased to bring back outdoor 
dining.” The Millerton market has a 
strong connection to the area, even 
keeping a Community Table Space 
where local nonprofits can speak with 
the community.

The Copake Hillsdale market
Scattered beneath the covered Harvest 
Barn in Roeliff Jansen Park in Hills-
dale, NY, is another excellent desti-
nation, the Copake Hillsdale Farm-
ers Market. Open Saturdays from 
9am-1pm and running from May to 
late November, this weekly endeavor 
is the result of Copake and Hillsdale’s 
individual markets coming together.
	 In interviewing Laura Griffin, who 
manages the marketing and social 
media for the market, she explained 

that the 2014 merger resulted in the 
combined market that operates today. 
Over time, the market has gained 
immense support from the com-
munity, with now more than 20,000 
visitors to the market each year, and 
over thirty vendors selling their goods 
every week. Laura emphasizes, “This 
has allowed for wider product selec-
tion for customers, but also for greater 
exposure to local small businesses.” 
	 The market’s offerings cover 
necessities and specialties alike. 
Among typical staples like produce, 
meat, bread, and cheese, the Copake 
Hillsdale Farmers Market also boasts 
offerings like pickled eggs, Chinese 
dumplings, and sangria. In keeping 
vendors local – within about a 15 mile 
radius – and maintaining a seasonal 
vendor retention of approximately 
95%, the market encourages “the 
forging of personal relationships with 
the growers.” Laura underscores, 
“chances are high that you will be 
dealing with the farmer, owner, or 
producer themselves” when purchas-
ing from a particular stand. On top 
of this, the SNAP (supplemental 
nutrition assistance program) benefits 
they offer, in tandem with their own 
personal matching program, opens up 
opportunities to the whole commu-
nity for fresh, local food. The market 
gives back in other ways, too, giving 
funding to the local food pantry, 

providing a local scholarship on behalf 
of the market’s founders, and giving 
community organizations a platform 
to share their ideas.
	 Apart from their vendors, the 
Copake Hillsdale market has many 
attractions, including live music and 
the natural scenery of the Roeliff 
Jansen Park. In partnership with the 
Roeliff Jansen Community Library, 
the Farm Market Kids program occurs 
once a week and provides activities for 
children. Additionally, the market also 
holds Artisan Days, giving a varying 
selection of woodworkers, jewelry 
makers, and potters the opportunity 
to showcase their special goods each 
week.

The Germantown market
Founded in 2019, the Germantown 
Farmers Market can be found on 
Saturdays from 10am-1pm at Palatine 
Park beside a small lake and beneath 
the park’s pavilion. Lauren Williams, 
one of the co-founders of the farmers 
market along with Stacylyn Hime-
lright, explained that the two created 
the market upon recognizing a need 
for one in the area. Lauren explains 
that they “worked together in a few 

Continued on next page …

Above: The Millerton Farmers Market. Photo: Lindsey Clark. Below, left: Strawberries 
from the Germantown Farmers Market. Photo courtesy of the Germantown Farmers 
Market.
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farmers markets

short months to get the market started 
from scratch.” Now in their third year 
as a market, they have increased their 
number of vendors, offering an even 
wider variety of foods now that there 
are less COVID restrictions.
	 Offerings at the market include 
sourdough breads, cookies, exclu-
sively gluten-free baked goods, locally 
crafted beer, and fresh roasted coffee 
that stands out among the market’s 
foods including vegetables, meat, and 
eggs. Similar to the Copake Hillsdale 
market, all vendors are within a 15 
mile radius of the Germantown event. 
While some vendors appear each 
week, others attend on a bi-weekly ba-
sis, and food trucks also visit. Lauren 
emphasizes, “We find that offering 
a larger selection of goods makes 
both the vendors and customers very 
happy!”
	 In tandem with these goods, the 
scenery of the park is certainly a major 
draw for the market, with its fish-
ing and walking trails. The market 
also plans to bring back its musical 
entertainment, and they look forward 
to hosting local musicians. Further-
more, there are activities for children, 
too, as the Germantown Library holds 
story time and craft activities from 
10-11am. As Lauren puts it, “You can 
really make it a fun family outing!”
	 Considering that the market is rela-
tively new to the town, Lauren hap-
pily states that Germantown has been 
extremely welcoming and the market 
is more than glad to bring fresh, local 
food to the community. “We encour-

age everyone to come out and see our 
little market. We take great pride in it 
and want to share it with everyone.”

The Rhinebeck market
The Rhinebeck Farmers’ Market takes 
place on Sundays from 10am-2pm in 
the town’s municipal parking lot on 
61 East Market Street. Andrea Bar-
tolomeo, the market manager, shares 
that in 1994, the event was founded 
when a group of local citizens sought 
access to fresh produce and local farm 
goods. Today, the market currently 
offers just over thirty vendors, and 
Andrea explains, “We have always 
had vendors with strictly agricultural 
products as a priority.”
	 The market showcases a wide 
variety of fruits and vegetables, along 
with an impressive range of meat, 
wild game, fish, shellfish, dairy prod-
ucts, baked breads, and other treats. 
Offerings that especially stand out 
among the market’s vast stock include 
authentic Chinese dumplings – as also 
seen at the Copake Hillsdale market 
– along with farm fresh herbal soaps 
and skincare, felted wool creatures, 
and serving boards made of local 
fallen timber.
	 On top of these selections, the 
Rhinebeck market has hosted many 
exciting activities. Prior to the 
pandemic, these opportunities have 
included food tastings and demos by 
local eateries and book signings co-
ordinated with Oblong Books. They 
have featured numerous local musi-
cians amid COVID restrictions, with 

up to four performers attending each 
week: “Everything from jazz to Balkan 
and rock and roll,” according to An-
drea. There is plenty of entertainment 
for kids, too, with T-shirt painting, 
pumpkin painting, and face painting. 
Chef Josh Kroner of Terrapin also 
partners with the event to put on a 
kids’ taste and tour of the market.
	 A main way the market connects 
with the Rhinebeck community is 
through its support of local non-
profit organizations, like the Cornell 
Cooperative Extension and their 
efforts. The Rhinebeck market also 
sponsors a scholarship for nearby high 
school and college students, and is 
committed to using their SNAP and 
“Plus” programs to give everyone the 
opportunity to shop fresh and local. 
“We love working with the Rhinebeck 
community in any way that we can,” 
Andrea shares. 

The Cornwall co-op market
Across the state line in Connecticut, 
the Cornwall Co-Operative Farm 
Market began five years ago, and is 
currently held on Saturdays from 
9am-12:30pm on the village’s town 
green opposite the Cornwall Town 
Hall. From May to October, the 
self-managed endeavor consists of the 
town’s farmers and nearby vendors. 
Pat Bramley, who handles the market’s 
public relations and acts as treasurer 
for the event, spoke of the perks of 
the market’s set-up: “This location 
provides the market lovely shade trees; 
safe, plentiful parking; and access to 
popular seasonal community events 
held on the town green.”

	 In addition to this wonderful spot 
to hold the event, the market features 
a dynamic, essential array of food 
for their customers. Quality meat 
from local Cornwall farms includes 
grass-fed beef and lamb, as well as 
chicken and fresh cuts of pork. The 
market also has a plentiful selection 
of produce that only becomes more 
bountiful as the season progresses, 
and can be found alongside other 
goods like pesto, salad dressings, and 
maple syrup. Baked goods and dairy 
products are also abundant at the 
event, as are soups, chilis, bedding 
plants, and herbs. In addition to these 
offerings, Pat shares, “The Cornwall 
Co-Op Farm Market welcomes local 
guest vendors and artists with locally 
produced products, and commu-
nity organizations can attend free of 
charge.” 
	 Like all of the markets discussed, 
the Cornwall Co-Op emphasizes their 
ability to support local farms and ven-
dors, and, as Pat states, “provide our 
community high quality local food 
and products.” We are so lucky to 
have access to these incredible events, 
and it is always important to remem-
ber the true value of these markets! •

Disclaimer: This is in no way a complete list of all 
of the area farmers markets. We are fully aware 
that we only highlighted a select few. Please feel 
free to email us if you’d like us to put a market 
that we didn’t feature on our list for future refer-
ence. info@mainstreetmag.com.

Above: Baked goods and cookies at the Cornwall Co-Operative Farm Market. Photo 
courtesy of the Cornwall Co-Operative Farm Market.

Above: Fresh produce at the Rhinebeck Farmer’s Market. Photo courtesy of 
the Rhinebeck Farmers’ Market.
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SARAH BLODGETT
PHOTOGRAPHY Presents

Lynne Perrella: Mixed-
media artist, author, and an 
internationally-recognized 
workshop instructor. Her in-
terests in art include collage, 
acrylic painting, assemblage, 
and one-of-a-kind books. She 
is also a graphic designer and 
illustrator. 

Sarah Blodgett: Fine art 
photographer and owner of 
The Bird House in Salisbury, 
CT. Specializing in wildlife - 
specifically birds, landscape 
and still life photography, she 
creates unique pieces that 
draw you in to her natural 
world.

Claud Renaud: Singular 
Creature is a collection of ver-
satile and timeless sculptural 
jewelry elements. Each piece 
is sleek and bold, inspired by 
minimalism, and industrial 
architecture yet still retaining 
a tactile element.

448A Salmon Kill Road, Salisbury CT
(near the interesction of 112) • Open 11am-5pm 
every weekend in July, and by appointment

For more info about the show, contact sarablodgett@mac.com 518-755-4933

~ Weekends at the bird house ~

518.789.3428 
www.gmframing.com

17 John Street • Millerton, NY 

GILDED MOON 
FRAMING 

WHAT CAN WE 
FRAME FOR YOU?

Call for an appointment
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518.789.0252
52 Main Street, Millerton  

52main.com

BAR  •  TAPAS
RESTAURANT

Dine in  •  Take out  •  Curbside pick-up

tristate 
antique 
restoration

CONALL HALDANE  |  proprietor

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

SPECIALIZING IN ANTIQUE 
FURNITURE RESTORATION 

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

herringtons.com· 800.453.1311· OUR PEOPLE MAKE A DIFFERENCE

REJUVENATE your home.
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523906011265

CPN $XX OFF SELECT 
PREMIUM PRODUCT
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KICK OFF SUMMER with new color.

We share your passion.®

Hillsdale, NY· Lakeville, CT· Millerton, NY· Hudson, NY· Chatham, NY· SHEFFIELD, MA

  $5.00 OFF regular retail price per gallon Benjamin Moore® Regal® Select and Aura® Interior and Exterior Finishes. $4.00 OFF Regular retail price per 
gallon Benjamin Moore® Arborcoat Premium Exterior Stain. Offer cannot be combined with other Benjamin Moore® offers.  Price valid May 20-June 5, 2021.  
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REGAL© SELECT AND AURA©
INTERIOR & EXTERIOR FINISHES $$5 5 OFFOFFXX%  FFO 
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MotorworksThe

518.789.7800
23 South Center Street, Millerton, NY

www.TheMotorworks.biz

Foreign, Domestic & Vintage Service
NY State Inspection Station

WITH PURCHASE

FREE
GLASS MILK

June 20 - August 1 ,  2021

Subject to $2 refundable bottle deposit  

310 Prospect Hill Road
Ancramdale, NY
(518) 398-MILK
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As America entered the Henry 
Ford age of industry, so too did the 
concept of the 40-hour work week 
and with it, the separation of “work 
life” and “home life.” For many 
Americans, the distinction between 
the two made the twentieth-century 
professional’s personal life a safe 
respite from the daily expectations 
forged behind the monolithic walls 
of factories and high-rise office 
buildings. Today, social media’s 
influence on culture, lifestyle, busi-
ness, and branding has transformed 
those dynamics. Careers are made 
(and broken) by taking personal 
highlights and professional ambi-
tions, throwing the two in a market-
ing blender, and presenting them 
to the world. The resulting online 
identity for many has forever trans-
formed the traditional hallmarks of 
a professional life. But while many 
call it branding – others live it.
	 For classmates who grew up with 
Shane Egan at Our Lady of Lourdes 
High School in his hometown of 
Poughkeepsie, NY, it was almost as 
if he were created for the purpose 
of leading a life of consummate 
professionalism. Described as some-
thing of a “16 going on 36” type of 
individual, Shane was the kind of 
young person who would give his 
friend group a different perspective 
and mediate petty squabbles. 
	 Egan’s “old-soul” mental-
ity would carry him into a dis-
tinguished career in law where he 
gained extensive experience with 
all aspects of Medicaid eligibility 
rules. He utilized this experience 
to assist clients with advanced 
planning, Medicaid applications, 
and fair hearings. Egan’s personal 
compulsion to serve the community 

led him to serve as attorney for the 
Town of Clinton, and as special 
counsel to several other municipali-
ties, handling tax certiorari mat-
ters for both municipalities and 
petitioners.
	 After his time working as inside 
counsel for the New York Power 
Authority (NYPA), handling mat-
ters associated with the issuance 
of tax-exempt debt, administra-
tive law proceedings, and land use 
planning, the lifelong Dutchess 
County resident joined the firm 
Cappillino Rothschild & Egan LLP 
in 2011 and has recently declared 
his candidacy for the Fourth Ward 
seat on the Poughkeepsie Common 
Council. Mr. Egan sat down with 
Main Street to discuss his time in 
Dutchess County, his campaign for 
Common Council, his fervor for 
community leadership and how he 
manages to balance his natural gift 
for public service with raising his 
four young daughters. 

How has your time in Pough-
keepsie informed your deci-
sions to get involved with 
both city government as well 
as the non-profit community 
organizations like Dutchess 
Outreach?
I’ve always felt it was important 
to be engaged and civic-minded. 
While attending Lourdes, I very 
much enjoyed the government 
and economic classes, eventually 
becoming class president. Public 
policy was always something I 
was interested in. I can remember 
regularly watching C-SPAN before 
I even graduated Junior High, 
making me something of a unique 
teenager I suppose. After graduating 
from Siena College I began intern-
ing at law firms in 2007, which was 
a springboard for my entry into the 
world of litigation. 

politics

Shane Egan seeks the community mantle in Poughkeepsie

Continued on next page …

	 I was also fortunate to have the 
former mayor of the city appoint 
me to serve as one of the com-
missioners on the City of Pough-
keepsie’s Landmark and Historic 
Preservation Commission where I 
helped protect the city’s rich historic 
landscape. 
	 Dutchess Outreach is such an 
important organization both for 
Poughkeepsie and Dutchess County 
as a whole. The organization offers 
help to people in need and I am 
proud to serve on its board of direc-
tors. I would encourage your readers 
to visit their website to learn more 
and get involved or donate. 
	 I also enjoy teaching at Dutchess 
Community College where I have 
taught business law since 2014. 
Poughkeepsie is where I grew up, 
my roots are here. The city is still 

A Consummate Life:

Above: Shane 
Egan who is run-
ning for the Fourth 
Ward seat on the 
Poughkeepsie 
Common Council. 
Photo courtesy of 
Shane Egan.
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one of the most walkable in the 
county and I enjoy jogging ev-
ery morning and saying hi to my 
neighbors. For me, the character of 
Poughkeepsie’s community rein-
forces the notion that we all need to 
do our own small part to make our 
community a better place and I am 
extremely grateful for the opportu-
nity to do mine.   

Was there a particular moti-
vation that compelled you to 
pursue a career in law? Has 
your interest in law evolved 
over time?
I knew I wanted to go to law school 
at a very young age. Certainly by 
the time I was in high school. I was 
always interested in politics and 
public policy. I saw a career in law 
as a way to help people and small 
businesses. 
	 Today, I enjoy helping elderly 
clients safeguard their assets and 
couples purchase their first home. 
My firm, Cappillino Rothschild & 
Egan LLP, practices in a number of 
areas so I’m always facing new chal-
lenges which keeps things fresh and 
interesting. We pride ourselves on 
having long-term relationships with 
our clients, which I enjoy. It’s one 
of the great things about practicing 
in a small Dutchess County firm. 
I also enjoy working on both sides 
of Dutchess County since we have 
offices in both Pawling and Pough-
keepsie. People don’t necessarily 
see the impacts government has on 
their daily lives or how the local 
laws affect people on an individual 
level.

How do you think your career 
in law will assist in being a 
member of the city’s legisla-
tive body?
Well I’m not on the City Council 
yet. The election is this November.  
I’m running to represent the Fourth 
Ward, which is on the city’s south 

side. I think an understanding of 
the legal system will aid me on 
the council because as a lawyer in 
private practice my job is to assist 
clients navigate an increasingly 
complex system. I have seen the 
adverse impact of ill-conceived laws 
on people’s lives and businesses. I 
think that knowledge and under-
standing will make me a better 
legislator.  
	 Campaigning has been fun 
thus far, knocking on doors does 
take commitment, but these are 
the same streets and doors I have 
walked past all of my life so there 
is a certain level of comfort as well. 
Ultimately, as important as many 
of the residents’ concerns are, they 
remain uncomplicated. The cost 
of living is currently unsustainable, 
and taxes have gone up between 20 
and 30 thousand dollars in the last 
decade. While assessors have raised 
assessments and taxes rise, the city’s 
public parks have not changed since 
I was a kid, they need new equip-
ment as much as the entire city 
itself needs new infrastructure. 

With so much community 
involvement, how do you bal-
ance your time as an attorney 
and a local leader with being 
a father of four young girls?
It’s a challenge but I am lucky to 
have tons of family support. My 
wife Katherine is the best. She’s 
always encouraged me to pursue my 
goals. We tell ourselves that there’s 
always enough hours in the day and 
to keep things in perspective. My 
thought is a busy person gets things 
done. We try to teach our children 
the importance of civic engagement.  

How have you seen the City 
of Poughkeepsie evolve and 
change over the years, where 
do you see the future of the 
City’s culture and infrastruc-
ture heading?
The city has certainly changed a lot. 
Progress has been made in some ar-
eas but more work needs to be done 
particularly with regard to the city’s 
waterfront and Main Street cor-
ridor. The City Council’s relation-

ship needs to improve, getting back 
to basics like creating an affordable 
community to live in shouldn’t be 
about party politics at a local level. 
Any conflict between the Mayor 
and City Council is ultimately not 
good for the people of the city. Put-
ting the people’s interest first is not 
complicated.
	 Sanitation fees have also gone 
up and public safety remains at the 
forefront of everyone’s mind and 
needs to be improved. I would like 
to see the city’s roads and public 
parks ungraded. Small steps like 
these can go a long way towards 
improving residences’ quality of life. 
	 At the same time we have to be 
mindful to hold the line on taxes 
because many people – especially 
those on fixed incomes – simply 
cannot afford to live here. So there 
are many challenges facing the city, 
but I think a solid dose of common 
sense and good judgment will go 
a long way and I want to show my 
girls it is still possible in modern 
government, especially on the local 
level. • 

Above: Shane 
Egan enjoying a 
baseball game with 
two of his young 
daughters. Photo 
courtesy of Shane 
Egan.

politics



MAIN STREET MAGAZINE  51



52  MAIN STREET MAGAZINE

FREE ESTIMATES. CALL (518) 965–9982

Above the rest • Fine detail work guaranteed • Lawn Mowing • Garden Maintenance • 
Mulching & Topsoil • Gutter Cleaning • Power Washing • Planting & Pruning • Spring & Fall 

Cleanups • Organic Vegetable Gardens • Deer Protection • Property management
Garage clean-outs • 26 years experience • Serving Columbia County & beyond

Mountain Valley Mountain Valley 
GardeningGardening

R&R 
Servicenter, LLC

Steve J Mosher  •  C: 914.474.5206  •  randrservicenter.net 
Site Prep, Land Clearing, Ponds, Riding Arenas, & Roads

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

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

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

Church Street

DELI & PIZZERIA
WW

Breakfast • Lunch • Dinner

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

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



MAIN STREET MAGAZINE  53

By Regina Molaro
info@mainstreetmag.com

When summer starts heating up, it’s 
a good time to cool off at a winery, 
cider house, or distillery. From the 
Hudson Valley to Connecticut and 
the Berkshires, there are plenty of 
enticing venues to uncover. Beyond 
tastings and ambiance, many destina-
tions offer local eats and live music. 
So, what are you waiting for? Get out 
and enjoy all that the region has to 
offer. 

Dutchess County, New York
Millbrook Vineyards & Winery, 
Millbrook
Catch a sunset from the terrace of this 
casual, cozy winery that boasts pan-
oramic views of the Catskill Moun-
tains. Wine tastings are held daily. 
The wine list includes PSR Chardon-
nay, which nabbed the “Best in Class” 
title at the New York Wine Classic. 
Its All-Day Hunt Country Rosé is 
another summer fave. While there, 
explore the Tocai Friulano – one of 
the signature wines. On Friday nights 
from 5 to 8pm, enjoy music from 
local performers and indulge in some 
good eats from local food trucks. 
Guests are welcome to picnic daily; 
just bring your own lawn chairs/blan-
kets. Jazz concerts will kick off in July 
(reservations required). While visiting, 
be sure to catch Art in the Loft – a 
seasonal exhibit by regional artists. 26 
Wing Road, Millbrook, (800) 662-
9463, millbrookwine.com.

Milea Estate Vineyard, Staatsburg
Nestled among the rolling hills east of 
the Hudson River, Milea is surround-
ed by cascading streams, tranquil 
horse pastures, dairies, lush orchards, 
and other vineyards. Its approach 
to winemaking is grounded in Old 
World traditions, which use estate-
grown or locally-sourced varietals. 
Accolades include being named New 
York’s Rosé Winery of the Year at the 
New York International Wine Com-
petition. Live music creates a vibrant 
ambiance every weekend. 450 Hollow 
Rd. Staatsburg, (845) 266-0384, 
mileaestatevineyard.com.

Benmarl Winery, Marlboro
Renowned for its small batch wines, 
Benmarl sits on a 37-acre estate. 
Demand for its wines is certainly 
soaring – within the last several years, 
estate production has almost tripled. 
Wines include Cabernet Franc, Seyval 
Blanc, Muscat Ottonel, Blaufrankisch, 
and Saperavi. Enjoy a leisurely after-
noon of tasting – reservations can be 
arranged via the website. 156 High-
land Ave., Marlboro, (845) 236-4265, 
benmarl.com.

Stoutridge Winery & Distillery, 
Marlboro
Built upon the original foundations 
of vineyards initially planted in the 
1700s, Stoutridge strives to live up 
to its mission: To be good stewards 
of the land, to set forth environ-
mentally responsible operations, and 
to produce chemical-free wine that 
draws flavors and characteristics 
from the land where the grapes were 
harvested. Its wines are natural and 
honor the processes used by farmers 
and winemakers from days long gone. 
Also, many of its wines and spirits are 
made from fruits and grains grown 
within a few miles of the estate. 10 
Ann Kaley Ln., Marlboro, (845) 236-
7620, stoutridge.com.

In good spirits SPEND A WEEKEND 
SAMPLING LIBATIONS IN 
THE HUDSON VALLEY 
AND BEYOND

libations

Taconic Distillery, Stanfordville
Taconic Distillery handcrafts its 
award-winning bourbon and rye 
whiskies in small batches. It’s proud to 
utilize local grains and natural spring 
water from its farm. With an eye 
on excellence, it is a member of the 
American Distilling Institute, Ameri-
can Craft Spirits Association, and 
New York Distillers Guild. To pre-
serve the full flavor of its whiskey, it 
does not chill filter. Top sellers include 
Dutchess Private Reserve – the official 
bourbon of the Culinary Institute of 
America. Among other accolades, it 
won Maxim’s “Best Bourbon” title. 
Another fave is the Double Barrel 
Maple Bourbon Whiskey, which 
was awarded the Gold at the San 
Francisco Spirit Awards. 179 Bowen 
Rd., Stanfordville, (845) 393-4583, 
taconicdistillery.com.

Columbia County, New York
Clermont Vineyards & Winery, 
Germantown
All of Clermont’s wines are crafted 
at the family-owned Germantown 
location – except Grambeira White, 
Grambeira Red, and Val Pedro, which 
are imported from the family’s winery 
in Portugal. Enjoy a selection of wines 
from here or abroad from the comfort 

of the tasting room, deck or while 
hosting a picnic on the grounds. In 
cooler temperatures, unwind by the 
fire pit. 241 County Route 6, (845)  
663-6611, clermontvineyards.com.

Cooper’s Daughter Spirits at Olde 
York Farm, Claverack 
This family-operated distillery and 
cooperage is part of the Hudson 
Valley’s historic Jacob Rutsen van 
Rensselaer House & Mill complex. 
Seasonal batch spirits are made on 
site. Locally-grown grains and fruits 
are used. Handmade barrels, also 
made on site, are used to age the 
bourbon, whiskey, and brandy. Tours 
are available on weekends by reserva-
tion. On weekends, cocktails, local 
beer, wine, and cider are served in the 
Cocktail Garden. 284 State Route 23, 
(518) 721-8209, oldeyorkfarm.com.

Hudson Chatham Winery, Ghent
At the helm of Hudson Chatham 
Winery are Steven Rosario and 
Justen Nickell – both graduates of 
The Culinary Institute of America. 
The talented duo focuses on creating 

Continued on next page …

Millbrook Winery. Photo: Sylvain Cote.

Photo: Tousey Winery.
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libations

sustainably farmed wines from hybrid 
grapes, which are grown on the 14-
acre property. The wine list includes 
Seyval Blanc, Baco Noir, Chelois, 
Chambourcin, Dechanauc, Burdin, 
and Le Colonel. 1900 State Route 66, 
(518) 392-9463, hudsonchathamwin-
ery.com.

Hudson Valley Distillers, Clermont
This family-owned business creates 
“uncommon spirits” and artisanal 
bottled cocktails made from local 
ingredients. Its “approachable spirits” 
are all hand-distilled from local fruits 
and grains. Faves include Basil Crush 
and Jacked Up Sidecar. 1727 Rte. 9, 
(518) 537-6820, hudsonvalleydistill-
ers.com.

Tousey Winery, Germantown
Beyond the stellar selection of reds, 
whites, and rosés, this inviting, 
family-owned winery boasts a chic, 
contemporary setting. At the helm 
are Kimberly and Ben – who truly 
embrace the “hygge” spirit. This Dan-
ish word (which reflects Kimberly’s 
heritage) celebrates a sentiment of co-
ziness, contentment, and conviviality. 
After living abroad, the duo resettled 
in the Hudson Valley several years ago 
to help plant the seeds for this winery. 
Tousey Winery’s estate-grown grapes, 
which include Chardonnay, Riesling, 
Cabernet Franc, and Pinot noir, are 
renowned for being dry. The best-sell-
ing wine is The Queen of Clermont, 
which offers a hint of sweetness. After 
a long day, retreat to Tousey’s enchant-
ing garden for some top-notch wine 
and local eats from the cafe. 1774 Rte. 
9., Germantown, (518) 567-5462, 
touseywinery.com.

Litchfield, Connecticut
Haight-Brown Vineyard, Litchfield
In 1975, Haight-Brown was es-
tablished by Sherman Haight who 
worked with UConn and Cornell 
University to grow the state’s first vinis 
vinifera in a Chardonnay and Ries-
ling. He is also credited for petition-
ing Connecticut to create legislation 
to recognize farm wineries. In 2007, 
Amy Senew purchased the vineyard 

and pledged to uphold its tradition. It 
grows vinifera and hybrids; some faves 
include Marquette, Seyval Blanc, and 
Marechal Foch. Be sure to catch live 
music on the Upper Patio (weather 
permitting). 29 Chestnut Hill Rd., 
Litchfield, (860) 567-4045, haight-
brownwine.com.

Litchfield Distillery, Litchfield
In the hills of Connecticut is Litch-
field Distillery – a family-owned 
business that produces award-win-
ning distilled spirits. Its products are 
handcrafted from high quality, Con-
necticut-grown grains and fruit. The 
lineup features 13 distinctive spirits 
for all tastes. Summer is the ideal 
season for its Ready-to-Drink Cock-
tail Cans. Offerings include Spiked 
Lemonade, The Litchfielder (straight 
bourbon whiskey, local maple syrup, 
and lemon juice), and the new Batch-
erita – a margarita-inspired spirit 
distilled from imported agave nectar 
– with lime juice, agave syrup, and 
natural orange flavor. 569 Bantam 
Rd., litchfielddistillery.com.

Mine Hill Distillery, Roxbury
In 2017, Mine Hill was awarded the 
Historic Preservation Award for Con-
necticut. Over 150 years ago, Mine 
Hill was at the epicenter of Con-
necticut’s Industrial Revolution. Its 
property includes the 1872 train sta-
tion and an 1860 cigar factory. While 
visiting, explore its classic vodka or 
its spicy yet smooth dry gin, which is 
crafted with eastern white pine and 
other local botanicals. 5 Mine Hill 
Rd., Roxbury, (860) 210-1872, mine-
hilldistillery.com.

Miranda Vineyard, Goshen
As far back as he can recall, proprietor 
Manny Miranda and his father and 
grandfather made wine in his grandfa-
ther’s winery. In 2001, Miranda plant-
ed the first vines to his own vineyard 
and modeled his American winery 
after his family’s winery in Portugal. 
Visit to taste its award-winning local 
wines. 42 Ives Rd., Goshen, (860) 
491-9906, mirandavineyard.com.

Sunset Meadow Vineyards, Goshen
Offering a flavorful assortment of red, 
white, and sparkling wines, Sunset 
Meadow earned a coveted spot on 

The Daily Meal’s 101 Best Wineries 
in America list. 599 Old Middle St., 
(860) 201-4654, sunsetmeadowvine-
yards.com.

Berkshires, Massachusetts
Balderdash Cellars, Richmond
Founded in 2011, Balderdash is 
a boutique winery that produces 
premium wines from grapes grown 
by California vineyards. Proprietors 
Christian and Donna Hanson work 
with growers in Paso Robles and Edna 
Valley. Live music kicks off in July. 81 
State Rd., Richmond, (413) 464-
4629, balderdashcellars.com.

Berkshire Cider Project, North Adams
Husband-and-wife team Matt Bro-
gan and Kat Hand are the visionar-
ies behind Berkshire Cider Project’s 
dry, sparkling hard ciders. Their 
traditional-style ciders are made 
solely from apples and fresh-pressed 
juices from local orchards – no sugars 
are added. The Dry Cider boasts 
hints of citrus, cut grass, and sun-
shine while the Bittersweet – which 
features English Bittersweet apple 
varieties – has notes of baked apple, 
orange peel, and winter spice. Also on 
offer – a wild fermented cider made 
from donated and foraged apples, a 
crabapple pet-nat (naturally sparkling 
wines) and a rosé cider coming later in 
the summer. The cidery’s new tasting 
room is located down the road from 
Mass MoCA at Greylock WORKS 
– a former textile mill turned event 
venue, co-working space, and food 
incubator. Stop in for ciders by the 
glass, tastings and bottles to-go. 508 
State Rd., North Adams, (413) 409-
6058, berkshire-cider.com.

Berkshire Mountain Distillers, 
Sheffield
One of the founding members of 
the craft distiller movement, Berk-
shire Mountain Distillers’ products 
are handcrafted in small batches at 
the Berkshires’ first legal distillery 
since prohibition. The distillery has 
garnered nationwide recognition. In 
2017, it was named a James Beard 
Award Semi-finalist for Outstanding 
Spirits Professional. It also nabbed 
several Gold Medal Awards from 
the Beverage Tasting Institute and San 
Francisco Spirits Competition. Tast-
ings are held daily. Top picks include 
Greylock Gin; Ice Glen Vodka; 
Berkshire Bourbon; and Ethereal Gin. 
356 South Main St., Sheffield, (413) 
229-0219, berkshiremountaindistill-
ers.com.

Hilltop Orchards/Furnace Brook 
Winery, Richmond
In the foothills of the Berkshires 
is Hilltop Orchards – a 187-acre 
working farm with an orchard-to-can 
cidery, artisanal winery, and tasting 
room. Its orchard is more than 100 
years old and the on-site cidery is one 
of the oldest continually operating 
cideries in New England. Many of 
the Vittori family’s apple varieties and 
other fruits are sustainably grown at 
the orchard. 508 Canaan Rd./Rte. 
295, Richmond, (413) 344-6817, 
hilltoporchards.com. •

Disclaimer: This is in no way a complete list of all 
the wineries, distilleries, or cideries in the area. If 
we left an establishment out, our apologies, and 
please feel free to email us and we’ll put it on our 
list for future reference. info@mainstreetmag.com.

Photo: Litchfield Distillery.
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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 cool this summer 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 
THE HEAT?

Do you have an A/C unit? 
Or if you have one, has 
it been serviced? 
Don’t worry, Taylor 
Oil & Propane is on 
your side!
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O B L O N G  B O O KS

A playful look at sibling love that 
celebrates the special bond of 
sisters. A heartwarming story of 
mutual sibling appreciation.

For Ages 4-8

YOUR
COMMUNITY
BOOKSTORE

OBLONGBOOKS.COM

SISTER WISH
by Giselle Potter

M I L L E R T O N  &  R H I N E B E C K

CLASH
A Click Graphic Novel #4

by Kayla Miller
New York Times best-selling 

author-illustrator returns with 
the next chapter of Olive’s story, 
tackling new friendships, middle 

school conflicts, and the 
importance of empathy.

For Ages 8-12

LOCAL 
AUTHORS!

Factory Lane Auto Repair
Pine Plains, NY • (518) 398-5360

(518) 398-5360   |   3 Factory Lane   |   Pine Plains, NY

Summer roadtrip season 
is here! We’ll make sure 
that your car is ready for 

your next adventure.

CLARK’S
outdoor services

landscaping & design  •  stonework & design  •  lawn care
patios  •  walkways  •  walls  •  maintenance  •  & more

legitimately in the landscape business for over 20 years

Eric Clark  •  (518) 325-9098  •  (518) 755-2774
www.clarksoutdoorservices.com
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By Dominique DeVito
info@mainstreetmag.com

What better way to get to know a 
place than by its local food scene? 
By exploring a place’s culinary of-
ferings, you’ll enjoy interesting (and 
hopefully delightful) foods and bev-
erages, you’ll feel a part of the town 
or area, and you may even get to 
know the people behind the scenes, 
which is always fun. All of these 
experiences deepen an appreciation 
for a place.
	 Of course this rings true for you, 
a Main Street Magazine reader, 
because you are passionate about 
local. You know that researching 
restaurants for occasions as varied as 
a quick lunch to an anniversary din-
ner can be as obsessive and complex 
as planning a family vacation. The 
research is fun, and yields lots of 
possibilities, but it can be exhaust-
ing and even counter-productive, 
leaving you with too many choices 
for a given day. Besides, how do you 
know you can trust random reviews 
posted on a restaurant’s social media 
or on Google?

Trust what you taste
Amy Koren-Roth gets it. Amy is the 
owner of Taste of Troy Food Tours 
and Taste of Albany Food Tours, 

which she launched in 2016. A 
resident of Delmar in the Capital 
Region, Amy is a “foodie” through 
and through. “I’ve always loved to 
cook,” she says when I ask about 
her background. “I’m also a history 
buff, and I love to travel. I learned 
long ago that one of my greatest 
pleasures when visiting a new place 
was learning about its culture – its 
food culture in particular.” Amy has 
spent countless hours combing the 
internet for quips and quirks about 
local eateries and the places they call 
home. If anyone knows about the 
local food scene here, it’s Amy.
	 “When I was contemplating what 
would interest me in my retire-
ment,” she continues, “I had that 
realization that I could combine 
these passions of mine into a busi-
ness that I could share with others.” 
	 In 2015, Amy signed up for a 
food tour conference to learn from 
the pros. What inspired her wasn’t 
the headliner presentations, it was 
the attendees who were there for 
reasons like hers. “I was encouraged 
to go for it,” she says, “so I started 
slowly while I was still working to 
see what would happen.” 
	 “In 2016, Troy was emerging in 

the foodie scene,” she says. “The 
Farmer’s Market had huge appeal, 
and I thought that could be a good 
place to start or end a tour. Also,” 
she says, “Troy spoke to me – it has 
history, it’s extremely walkable, and 
of course there’s the food.”
	 One thing you’ll learn about 
Amy if you spend any time with 
her is that she is a real researcher. 
She knows how to dig. And find 
treasure. “I’m just curious about 
everything,” she says, noting that 
inspiration plays a big part in how 
the tours come together. “If some-
thing is emerging as a trend, for 
example,” she says, “I’ll start investi-
gating food tour options around it. 
I’ve been interested in discovering 
and promoting black-owned and 
women-owned businesses in the 
area, and I love bringing them to 
people’s attention.”

food fest

Food tours in Troy & Albany

Continued on next page …

Above: Amy makes 
sure guests learn 
things they never 
knew about the 
places she takes 
them from the 
eateries to the 
streets. All images 
with this article are 
coutesy of Taste of 
Troy Food Tours.
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How does it work?
Amy is excited to be able to offer 
the food tours again in 2021 after 
her business, like so many others, 
needed to be suspended due to 
COVID. The tours take place on 
Fridays in Albany and on Saturdays 
in Troy through the summer. Amy 
has been in discussion with the ven-
ues she will be visiting for months, 
working through the considerations 
of group size for everyone’s safety, 
how tastes will be handled, what 
the situation may be with the Troy 
Farmer’s Market, and more. 
	 For this summer, Amy decided to 
end rather than begin the Troy tour 
at the Farmer’s Market – which is 
where people will try special bites 
prepared just for her guests from 
three select vendors, and will be 
able to shop the market at their 
leisure at the conclusion of the tour. 
With the market set up by Riverside 
Park, guests can take advantage of 
the great view of the Hudson River 
and sit and relax and reflect on the 
experience. There are 7+ tastings on 
the tour, including craft beer, and 
it takes about three hours (10am to 
1pm). 
	 For the Albany tours, which are 
from 12:30 to 3:30pm on Friday af-
ternoons, guests similarly experience 
7+ select foods, including craft beer, 
and learn about the neighborhoods 
they travel through. Amy goes out 

“rain or shine,” and promotes wear-
ing comfortable and appropriate 
clothing to fully enjoy yourself. 

Get to know a place
“What I want my tour guests to 
come away with,” Amy says, “is 
seeing a place in a whole new way. 
Maybe you’ve been to Troy,” she 
says, choosing it as an example. 
“Maybe you’ve eaten at several 
places here, and you feel like you 
know the town pretty well. My goal 
when you take one of my tours,” 
she says, “is that you learn some-
thing you never knew before.”
	 Getting a behind-the-scenes and 
more in-depth experience with plac-
es can help save you time later on, 
too. If you haven’t visited Troy or 
Albany before, or if you’re planning 
a weekend in the Capital Region, 
“taking a food tour can introduce 
you to places you’ll want to revisit, 
which can be preferable to hunting 
and pecking for just the right spots 
yourself.” Amy learned this while 
taking food tours herself. “When 
you discover a restaurant you really 
like on a tour, you’ll probably want 
to go back. It may even become a 
favorite spot for you on an extended 
trip. It’s nice to be introduced to 
the food scene when you arrive at a 
place rather than when you’re close 

food fest

to leaving.”
	 Amy is a huge supporter of lo-
cal, and is always thinking of ways 
to share her enthusiasm for fun 
finds. To support her tour partners 
and others in the off season, she 
created a Capital Region Box of 
Local Love. She gathers samples 
and gift certificates and puts them 
together in a beautiful package 
for occasions like Mother’s and 
Father’s Day, Thanksgiving, the 
end-of-year holiday season, and 
also for themes like Solidarity. “For 
small cities to survive,” she points 
out, “people have to do things in 
them and experience what they 
offer.” Neighborhoods are unique; 
family-owned eateries serve foods 
made from recipes passed through 
the generations with pride and love; 
a craft beverage business provides a 
welcoming environment for locals. 
It adds up to pride in a place and a 
feeling of connection. And isn’t that 
what sharing and enjoying food is 
all about? •

Take a tour! Buy a Box of Local Love. 
Learn more and book reservations at 
www.tasteoftroyfoodtours.com. You can 
also explore the Boxes on that website. 
Amy keeps her fans up to date and eager to 
learn more through her posts on Facebook 
and Instagram, so be sure to follow her.

Above: A happy 
Taste of Troy group 
poses under Troy’s 
iconic sign off of 
Lower River Street. 
The tours are often 
multi-generational. 
Below, right: To 
give people a 
taste of Troy (and/
or Albany) in the 
comfort and safety 
of their homes – or 
as great gifts – 
Amy puts together 
rotating boxes of 
“local love.”
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Offering a summer menu with a great variety of soups, salads, appetizers, 
entrées and desserts! Please call for reservations and curbside pick-up.

#localsummer#localsummer
cooperatively owned, cooperatively owned, 

community focused. community focused. 

A consistently growing, ever-changing and curated 
selection of the world’s best wines with value price tags 

– always at Millerton Wine & Spirits.

(518) 789-3899  •  34 MAIN STREET

REVEAL  
YOUR

BEST!  
Portraits by Matt Oner
Headshots & portraits in studio  

(Copake, indoor/outdoor) or at your  

location for online profiles, company  

websites, promotions. 

GREAT RATES. 

Please contact: matt@mattoner.com  
646-932-6637      www.mattoner.com   

Covid 19 safety protocols followed. Matt is fully vaccinated.

Heather Davala, Real Estate Salesperson • 518-605-6380 (c)
Melody Gardner, Real Estate Salesperson • 518-929-8044 (c)
Brittany Gillis, Real Estate Salesperson • 518-653-6530 (c)

Karen Davala, Real Estate Broker • 518-755-2385 (o)

www.davalarealestate.com • 119 Main Street, Philmont, NY 12565

Gina’s K-9
Bed & Breakfast

Fully insured & member of NAPPS 
(National Association of Professional Pet Sitters)

• Boarding, daycare & play dates 
• Dogs participate in family lifestyle 
• 1/2 acre fenced in exercise yard 
• A creek to swim in!
• Quality care pet sitting • Vet recommended 
• 20 years experience • No cages or kennels

518-329-4675

Celebrating winning Best of Columbia 
County 2 years in a row!
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(845) 677-5321    bankofmillbrook.com
3263 franklin avenue  millbrook   5094 route 22  amenia  
2971 church street  pine plains     11 hunns lake road  stanfordville

MEMBER FDIC

A Bank for the 
Next Generation

George T. Whalen IV
Vice President, Lending

To George Whalen IV, 
relationships are what build 
community, and lending is a tool 
that helps people make things 
happen. He’s seen it his whole life, 
the Bank of Millbrook working 
together with people like you, in 
this area that’s thrived from his 
great grandfather’s generation to 
his son’s.

EQUAL HOUSING
LENDER

•  A/C maintainence 
and repair 

•  Installation of  
Central Air and  
Mini-Split Systems

(518) 325-6700  herringtonfuels.com

Refresh 
your
summer
with Herrington  
Fuels cooling  
services. Just  
relax and  
add lemon.

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

 

 

 
CENTER FOR PHYSICAL THERAPY & MOVEMENT EDUCATION 

~ Adding Life To Your Years ~ 
Physical Therapy •• Orthopedics •• Women’s Health 

Pilates Rehab & Fitness •• Tai Chi Balance 
 

Bente Dahl-Busby, PT, DPT, NCPT 
Sabina Busby, PT, DPT, NCPT 

Gabriela de la Vega, CPI 
 

101 Gay Street (Rte 41), Sharon, CT  860.397.5363 
danicacenter.com • info@danicacenter.com 

Michael D. Lynch
AT T O R N E Y  AT  L A W

106 Upper Main Street • PO Box 1776 • Sharon, Connecticut 06069
(860) 364-5505 • MLynch@MichaelLynchLaw.com

www.MichaelLynchLaw.com

* Also admitted in New York State

*

Shear Illusions

Three dimensional coloring  •  Soy-based color
Kerotine hair treatments  •  All phases of hair care

Rebecca Welsh – proprietor

860 364 5111
19 West Main Street  •  Sharon, CT 06069

Salon LLC
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It might be enough, in this emerging 
summer of recuperation and revival, 
to suggest a day trip to The Mount, 
Edith Wharton’s stately home in 
Lenox, MA. In and around the home 
the Pulitzer Prize-winning author 
designed and built and, sadly, oc-
cupied for a brief ten years, the careful 
tending of the grounds, the trails and 
the magical gardens is enhanced by 
paid tours of the home, a café, and 
the chance to simply wander around 
the 50+ acres.  
	 In years past, Shakespeare & Com-
pany, the nearby bastion of theater, 
has used an accessible glade on the 
estate to present lively, interactive 
outdoor performances of some of the 
Bard’s classic comedies.
	 And, for the past nine years, 
SculptureNow, the dynamic artistic 
force that brings accessible modern 
sculptural pieces into full public view, 
has staged a truly engaging exhibition 
along the pathways of the estate.

The summer’s setting
For 2021, the summer of emergence, 
the SculptureNow show at The 
Mount beckons families from all 

Sculpture gardens
sculpture

throughout the region to experience 
30 stunning sculptural pieces, the 
work of artists from the Berkshires 
and beyond.
	 The setting, the dynamic presence 
of the work and the sheer immersive 
experience of witnessing Sculpture-
Now at The Mount commends itself 
to making this visit something that 
deserves a bit of pre-planning. Would 
a picnic on the grounds be appropri-
ate? Would a “let’s get a couple of 
families together and simply explore” 
plan make sense? Would that rich 
package of spending three hours at 
The Mount, then heading to one of 
the newly re-opened restaurants in 
Lee, Lenox, Stockbridge, Great Bar-
rington, or Pittsfield become a trium-
phant return after a year in which we 
have, in the words of T.S. Eliot, from 
Murder in the Cathedral, 

	 “Gone on living, 
	 Living and partly living, 
	 Picking together the pieces?”

	 A resounding “Yes!” should echo 
through the Berkshires.

Tracing its roots back…
Ann Jon, who with like-minded art-
ists created SculptureNow in 1988, 

eagerly welcomes visitors to the free 
exhibition. “The Mount has been 
our host for nine seasons,” comments 
Jon, “and this year’s offerings are truly 
magical.”
	 Close to the easily accessible park-
ing area, Jon’s own work, Passage 
(above, far left) serves as a stately wel-
come to the journey of exploration. 
Set conveniently along the pathways, 
such majestic works as James Burns, 
Bison (above, center) are a command-
ing presence. Further on the quarter 
mile walk from entrance to the manor 
house, Harold Grinspoon’s colorful, 
whimsical Joy (above, right) catches 
sunlight through the well-kept forest. 
Across the path, Craig Anderson’s 
dynamic Wind Water (next page, top 
left) reaches skyward.
	 A look to the right will introduce 
Spirit Bear (next page, top, second 
from left), a patchwork assembly by 

A day at The Mount

By CB Wismar
info@mainstreetmag.com

Continued on next page …
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sculpture

Robin Tost that is life-sized and 
most gentle. With The Mount in 
view, Gilbert Boro’s Overhand Knot 
(above, third from left) seems to 
point forward toward the house and 
gardens.
	 It is most fitting that at the edge 
of the garden area, Trio of Siberian 
Irises (above, far right) by Diane 
Shobrys offers a colorful coun-
terpoint to Kate Winn’s towering 
metallic Birdhouse (left) set across 
the walking path. The way it is posi-
tioned, Birdhouse becomes easy to 
circumnavigate. What appears when 
viewed from the path becomes all 
the more interesting when, with 
complete dispensation, one walks 
around the monolith to see the bird 
perched to protect its egg, but ready 
to lift in flight at a moment’s notice.
	 As Ann Jon encourages, “Make 
sure you go through the garden to 
see the four pieces on the hillside.” 

Taking a stroll…
In the realm of natural sculpture, 
the gardens at The Mount could 
be attraction enough for a summer 
stroll. With a certain homage to the 
gardens of Italy that was the subject 
of one of her earliest works, Whar-
ton’s impressive home looks out 
over carefully tended paths, bowers 
and plantings that radiate through 
the summer. 
	 It was her niece, Beatrix Jones 
Farrand who was beginning her il-
lustrious career as a garden designer 

who contributed the drawings that 
became the Italian Sunken Garden. 
A fountain, strategically placed 
benches that invite a few mo-
ments of rest and contemplation, 
an elegant path between carefully 
pruned hedges … it’s little wonder 
that The Mount has been selected 
for “storybook” weddings staged in 
a truly idyllic setting. In Wharton’s 
own words, “…In the blending of 
different elements, the subtle transi-
tion from the fixed and formal lines 
of art to the shifting and irregular 
lines of nature, and lastly in the es-
sential convenience and livableness 
of the garden, lies the fundamental 
secret of the old garden-magic…”

Upon closer inspection…
It is on the hillside beyond these 
formal gardens that Elizabeth 
Knowles’ flaming red Shell (below) 
encourages a gentle climb to not 
only contemplate the sculptures, 

but to get a different view of the 
house and the grounds. The estate 
occupies nearly 50 acres and offers 
several walking paths to compli-
ment one’s visit.
	 For those whose curiosity 
demands a closer view, artist talks 
and tours are scheduled for July 
18, August 15 and September 
12. Reservations and tickets are 
required for those programs.  For 
those who wish to wander in a self-
guided tour, the grounds are open 
daily and there is no cost to simply 
explore the drama and elegance of 
SculptureNow at The Mount for 
2021. An “otocast” is available to 
download with a map, photos of the 
sculptures and narrative provided by 
each of the artists. •

For more information, visit the website at 
edithwharton.org, click on “SculptureNow 
2021” and discover all the pertinent detail 
for your day at The Mount.
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Generator Sales • Service • Installation
We service all brands of generators 

24/7 emergency response

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**  MMoonniittoorriinngg  SSooffttwwaarree  --  GGeett  aalleerrttss  

aanndd  mmaannaaggee  yyoouurr  ggeenneerraattoorr  ffrroomm  
aannyy  wwhheerree  tthhrroouugghh  ccoommppuutteerr  oorr  
ssmmaarrtt  pphhoonnee  aapppplliiccaattiioonn

**

Contractors please call for special trade pricing
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73
July events:  Marilyn’s Fancy Food, 

Mei’s Dumplings, Great Cape Baking Co., 
Cider Bros. Roadhouse and more! Follow Facebook 

and Instagram for dates and times!

Farm Raised pork, beef, eggs & sweet corn , locally sourced 
fruits, vegetables, dairy, cheeses,  fresh bread, baked goods, 
fresh coffee, gourmet sandwiches, gourmet grocery & gifts 

Phone: 518-789-6880  •  196 Old Post Road #4, Millerton, NY
www.thefarmstoreatwillowbrook.com  •  Store hours: Thurs-Mon 10-6

Facebook: The Farm Store at Willow Brook  •  Instagram: thefarmstoreatwb 

This 3+ bedrooms, 3350 sf modern Victorian was sited to take in those famous 
Copake Lake sunsets and breathtaking views. Add 165’ of exclusive waterfront, 
landscaped gardens and private yard to round out the entire experience. Eat-in-
kitchen, formal dining room, living room, den with double sided gas fireplace. Wrap-
around rocking chair porch. The sleeping quarters are on the upper level. The main 
en-suite hosts a dressing room and bathroom with both shower and clawed-footed 
tub. On this level you will also find another en-suite, the third bedroom, bathroom 
and office. Co-exclusive with Berkshire Property Agents. Listing Price: $1,875,000 

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

Since 1977
Certified Arborists in MA, CT & NY 

race mt tree services, inc.

Ron & Kieran Yaple, Licensed/Certified Arborists, Tri-State Region
Joseph Chapman, Plant Health Care

Ash trees need prophylactic treatment to assure 
their survival. Untreated they will not survive. 
www.emeraldashborer.infoYikes!

#racemttree
(413) 229-2728

www.racemttree.com

CCoovveerreedd  BBrriiddggee  EElleeccttrriicc  BBiikkee  
    

““AA  ‘‘mmuusstt--ddoo’’  eexxppeerriieennccee!!  --  ssoo  mmuucchh  ffuunn!!  ““    --  SS..PP..,,  GGuuiillffoorrdd,,  CCTT  
““TThhee  bbeesstt  oouuttiinngg  wwee’’vvee  hhaadd  iinn  yyeeaarrss!!““  --  MM..HH..,,  LLiittcchhffiieelldd,,  CCTT  

 

 

421 Sharon Goshen Tpke, West Cornwall, CT 
www.coveredbridgeebike.com 

 
  



MAIN STREET MAGAZINE  65

business snapshot

Momma Lo’s BBQ Southern Style
A one-stop shop for all BBQ needs. Provide catering for any events. 
1817 Rt. 23, Craryville, NY. (518) 598-4684.

After attempting a trial run in June of last year, in the midst of a pandemic, Momma 
Lo’s BBQ in Craryville, NY, has since become one of the most celebrated food desti-
nations in our area. Owner Lotetta, affectionately known as Momma to family and 
customers alike, started Momma Lo’s after she was laid off from one job and forced to 
quit another. “With Jehovah blessings, and a serendipitous conversation with neigh-
bors Kathy and Dan, one thing after another started to fall in place which, for me, 
means God’s timing is perfect,” says Lotetta. “I just want to thank the community for 
everything.” Today, Momma Lo’s feeds eager crowds with homemade, Southern Style 
BBQ. “Everything is prepared from scratch, with love and Jehovah’s blessing,” says 
Lotetta. “I think that’s what sets us apart. I love to cook, and to see people enjoying my 
food is the most amazing thing.” Lotetta hopes to continue to grow in coming years 
and eventually own her own food truck so that Momma Lo’s may become more mobile 
in the future. “I would love to see myself with a storefront someday,” says Lotetta. 
“I’ll continue to pray as I know these things take time. With Jehovah’s blessing we will 
prevail. I love everyone who has helped on this journey so far and want to again thank 
you all for the love and support you have shown us.”

Candy-O’s
Candy, chocolate, ice cream, and collectibles shop at 28 Main Street 
in Millerton, NY. (518) 592-1600. candy-os.com

ICESCREAMS
Dessert shop in Elizaville, NY. Established in 2017, dedicated to exciting 
treats. (518) 721-8865. icescreams.co

Established in 2017, ICESCREAMS in Elizaville, NY, has become one of the most fun 
and exciting, outdoor restaurants and ice cream shops in the Hudson Valley. Serv-
ing customers all over the area specifically: Elizaville, Hudson, Kingston, Red Hook, 
Rhinebeck, and Pine Plains, ICESCREAMS is unique from other similar businesses in 
the area because of the fantastic courtyard and atmosphere they provide while nestled 
in their charming small corner of Elizaville. Folks at the beloved ice cream pit-stop say 
they are constantly trying to bring fresh ideas and menu items to the table and provide 
a special and individual experience for each customer. Owners say the most rewarding 
part of being in the business is the opportunity to see the immediate joy on a custom-
er’s face when handing them a delicious treat. Much like the joy of the classic summer 
treat itself. ICESCREAMS possesses the uncanny ability to cheer someone up with just 
one ice cream cone. Going forward, owners say they are hopeful about ICESCREAMS 
being able to continue to grow. Of course, with fantastic service and one-of-a-kind 
menu items, the folks at ICESCREAMS will continue to strive to be able to provide 
their fantastic customers with great service for many years to come. After missing 
the summer of 2020, ICESCREAMS will be opening for the season and are looking 
forward to serving everyone again and can’t wait for a great summer.

Nutrition on Railroad
Café serving protein shakes that taste like a milkshake, and energiz-
ing teas. 5 Railroad St., Canaan, CT. (860) 824-1024.

After moving back to her hometown of Canaan, CT, Cassidy Considine felt an unde-
niable urge to bring something fun and different to the small town. The result of that 
urge has led to Nutrition on Railroad, which opened on May 15, 2021. Cassidy and 
co-owner Andrew Pelletier serve protein shakes, which can serve as a snack or a meal 
replacement. Nutrition on Railroad also specializes in serving energizing teas, which 
include black and green teas and aloe for digestion, as well as additional add-ins for 
natural caffeine to keep folks energized all day. Cassidy and Andrew say they love serv-
ing the Canaan area, but it’s also amazing to see customers come in from all over the 
Tri-corner area. Nutrition on Railroad has since experienced no shortage of people who 
come in and say, “we needed a place like this!” It’s rare to find quick stops for break-
fast and lunch that are not only satisfying but are guiltless and support an individual’s 
health goals. Cassidy is excited to watch the number of lives it may be possible to posi-
tively impact. “I look forward to the future with not only regular customers but also 
visitors from all over,” she says. “Starting your own business comes with a fair share of 
challenges but it is so rewarding. The most rewarding part is being able to bring a new 
business to my hometown and serve the community that has been so good to me.”

Candy-O’s may have enjoyed its opening day on Main Street in Millerton, NY, this 
past March, but the idea to open Candy-O’s started long before, in the summer of 
2020. While working with her father Sal, owner of the T-Shirt Farm in town, Gillian 
Osnato began conjuring up the sweet shop as a pipe dream, one that she couldn’t let 
go of. “I kept thinking of how great something like that would be for the town and the 
idea quickly took hold,” she says. “We officially decided to do it when a space became 
available on Main Street in November of 2020.” Today, Candy-O’s sells bulk candy, lo-
cal chocolates, ice cream, collectibles, party supplies, as well as custom ice cream cakes. 
At its core, Candy-O’s is a family business. Oftentimes, customers will see Sal chatting 
with customers, making everyone laugh. Gillian’s sister behind the counter scooping ice 
cream on a busy weekend. “I wouldn’t have gotten this far without their support, and 
I think that comes through in how we treat our customers,” says Gillian. “Everyone 
is family here.” Gillian says the most rewarding thing about being in this business is 
the joy it brings to everyone who steps through the door and hopes that everyone who 
comes to Candy-O’s feels the magic of youth and the nostalgia of tradition. 
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advice columns

To SUBROGATE or NOT TO SUBROGATE, that is the question! 
For many of you that have had automobile accidents that were 
not your fault, you have been asked the question, “do you want 
to file the claim against your policy and have your company 
SUBROGATE against the other party’s carrier or do you want 
to file the claim directly against the other party’s carrier?” 
Most insured haven’t a clue what their options are or are not 
when considering which way to proceed in either scenario! 
In my opinion, 85% of the time you are better off filing the 
claim against your carrier and letting them collect from the at 
fault persons insurance carrier. Your carrier will also retrieve 
your deductible for you and mail you a check once they have 
received the settlement. Your claim will be handled much more 
efficiently, with greater care, your agent can intercede more ef-
fectively if there is an issue, and in general, you will have much 
less headaches in the whole claim process. This is considered 
a first party claim settlement as opposed to filing a third party 
claim settlement against the at fault party’s insurer. Hopefully 
this advice will save you some unneeded stress 
and anxiety at the time of an auto claim.

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

INSURING YOUR WORLD

Kneller Insurance
Agency
 

Kneller Insurance 
Agency

 

Hummingbirds are best known for consuming flower nectar, which makes up most 
of their diet. They also eat many insects and spiders, which gives them plenty of 
protein, especially for young hummingbirds that need good nutrition to grow. 
Some hummingbirds also eat flower pollen or sip sap from trees.

Can I make nectar to fill hummingbird feeders? It’s easy to make homemade 
hummingbird nectar. Mix one cup of water with one-quarter cup of plain white 
table sugar, and stir until the sugar is completely dissolved. It may be easier to use 
warm water or boil the water to be sure all the sugar is dissolved. It isn’t necessary 
to add any red dye to the water, and extra sugar water can be stored in the refrigera-
tor for a week or two before it is used.

What flowers do hummingbirds like best? Hummingbirds visit all types of 
flowers, but their thin bills are specially adapted to feed on long, tubular flowers. 
Red, orange, and pink flowers are especially attractive. The top hummingbird 
flowers include butterfly bush, bee balm, trumpet vines, cardinal flowers, salvia and 
columbine.

Do hummingbirds drink water? Hummingbirds get all the liquid they need from 
the nectar they feed on, but they still visit small fountains for baths. The fountain 
must be very shallow for hummingbirds to feel safe, and they may also fly through 
sprinklers or misters to get wet. Hummingbirds have even been seen rubbing 
against the dew on leaves to take a bath.

Does anything eat hummingbirds? A hummingbird may not seem like a big 
mouthful, but there are many predators that will happily have a hummingbird for 
a snack. Praying mantises may stalk hummingbird feeders and impale unsuspecting 
birds, and other predators such as cats will also hunt hummingbirds. If a hum-
mingbird flies too low over water, a large fish could catch it, and some other birds 
will eat hummingbirds, such as roadrunners, shrikes, and kestrels.

What do hummingbirds eat?

Phone 518-789-4471
Route 22 Millerton, NY
www.agwayny.com

Cocktail parties, weddings, cookouts, you name it – they are back. So the 
question is what are you going to be drinking this summer? While canned 
cocktails may be all the rage at the moment we have a few suggestions 
for some fun and tasty libations.
The Jungle Bird cocktail dates back to the 1970s when it was served 
as a welcome drink to visitors of the former Kuala Lumpur Hilton. Mix 1 
1/2 ounces Jamaican Rum, 3/4 ounces Campari, 1 1/2 ounces pineapple 
juice, 1/2 ounce lime juice, 1/2 ounce simple syrup. Shake with ice, strain 
into a glass filled with fresh ice. Garnish with a pineapple chunk.
The “Salisbury” Collins is a twist on the original memorialized in writing 
in 1876 by Jerry Thomas, “the father of American mixology.” Pour 1 1/2 
ounces of Tito’s Vodka into a tall glass filled with ice. Top with lemonade 
which has been made with seltzer instead of water. Garnish with mint and 
a lemon slice.
The “Last Word” cocktail is a gin-based prohibition-era cocktail. Origi-
nally developed at the Detroit Athletic Club, it has made a comeback in 
2021. Shake 3/4 ounce Gin, 3/4 ounce green Chartreuse, 3/4 ounce lime 
juice, 3/4 ounce Maraschino Liqueur with ice and strain into a cocktail 
glass. Garnish with a Luxardo cherry.

As delicious as summer cocktails can be, I still think that wine reigns 
supreme. The king of summer wine is still Rosé. This year more than ever 
there is an even greater variety of Rosés available; light Provencal-style, 
darker, yet bone dry ones from Austria and Germany, American stunners 
from California etc. There are also organic, natural, and sparkling offer-
ings. This summer my advice is to branch out, try a new cocktail or try 
some Rosés that you might have skipped in the past.

Fun and tasty summer libations:

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 
wine@salisburywines.com
www.salisburywines.com

I hope you are enjoying the most bountiful time of our growing season in the 
Northeast! If you want the freshness to last, start planning your fall crops now. 
Fall is a wonderful time to plant shrubs, fruit trees and perennials and the cool 
weather in late August and September is ideal for growing cold crops such as 
lettuce, kale, broccoli, brussels sprouts, spinach, beets, carrots, and peas. The 
best time to plant summer crops is during the last two weeks of August when 
things are beginning to cool off. If you can’t get anything in the ground until 
the beginning of September because of hot weather, no worries, there is still 
time! You can start your seedlings indoors or plant the seeds directly in the 
ground. Begin by amending your beds with a high quality, organic fertilizer 

such has Espoma Garden Tone. Protect your plantings from wildlife by fencing 
the area. Try to keep your plantings compact so you are able to cover them in 

the event of an early frost. If life gets too busy and you miss the chance to plant 
cold crops, there is still time to plant garlic. Garlic is easy to grow and it is such 
a treat to harvest in the spring and summer. Garlic can be planted in late Octo-
ber. Prepare your garlic bed in good quality soil, purchase some locally grown 

garlic and plant one clove in each hole (spaced 4-6” apart). Cover the bed with 
mulch and wait until spring! You will be able to enjoy garlic scapes in June and 
then harvest your garlic sometime in July. After picking your garlic, allow it to 

dry in a covered area.

Plan your fall crops now!
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Serenity is only a booking 
away at Picardy Farm

Picardy Farm, one of Hudson Valley’s most 
sought-after locations, close to Millbrook and 
Rhinebeck, and part of the Smithfield Valley. 
Built in 1830, the farm is full of history, character 
and charm, and provides an extra-ordinary inte-
rior. Once owned by Artie Shaw, one of the finest 
Jazz musicians, Picardy Farm and the surround-
ings inspired Shaw to compose his most signifi-
cant music.

Relax and rejuvenate:

• Large 1 bedroom suite, 3 or 4 bedroom houses, 
 or the entire 10-13 bedroom estate

• Amenities: Gym including “The Mirror,”
 Sauna, Yoga & Meditation Room, outdoor 
 hot tub and showers, pool in the planning

• Affiliated with Inline-Foundation: 
 www.forumformeditation.com

Picardy Farm offers serene accommodations in exceptional 
nature on over 40 acres. Ideal for 1-26 guests, for 2 to 365 

days. Located less than 2 hours north of Manhattan.

1515 / 1517 (Picardy Farm) - 1504 (The Blue House), SN Fri Rd (County Rd 83), Pine Plains, NY

Information & bookings: www.mbnb.space
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mortgage solutions
dependable

A COMMUNITY BANK WITH REGIONAL STRENGTH

• First-time Home Buyers
• Fixed and Adjustable Rate
• Home Makeover Loans

• Construction
• Jumbo
• Land Loans

call Kevin,
he’ll help find the 
right loan for you.

call me at 860.453.3112call me at 860.453.3112

all decisions made locally

scan for a quick rate quote or apply 
online at salisburybank.com/kevin

Kevin Cantele
Vice President,  
Mortgage Advisor 
kcantele@salisburybank.com 
NMLS# 1205210


