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Due to the size of this section, it has been separated into 
two sections in order for it to be downloaded more quickly.  
For instance, “Entertaining with Ease - Stress Free” is in 
Section I on page 3, whereas “Staged to Sell or Rent” is in 
Section II on page 10.
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STAGED TO SELL OR RENT
Staged homes are proven to sell or rent faster and for a higher amount than 
comparable non-staged properties.  Truly successful staging occurs when 
the potential customer envisions themselves in an idealized life.  A setting 
which is memorable yet does not limit their future personalization, they need 
to say "I would love to live this way."

Remember back to when you were last looking at houses, do you recall 
identifying each one with a name like "the boring house" or "the house with 
the dirt yard" or "the messy house"?  Truth is, we all use memory triggers, 
therefore you want to create a positive impression.  With CASTLE Design 
Studio staging, your house could become "the beautiful entry courtyard 
house" or "the great entertaining house" or "the house with the gorgeous 
living room".

Staging services start with a consultation with you and your realtor.  Knowing your competition will 
help us focus on differentiating and playing up the best attributes of your property. 

STAGED FOR AN EVENT OR SEASON

Are you hosting an event or want your home decorated for each season?  CAS-
TLE Design Studio can make your event one of a kind and make your home a 
perfect reflection of winter, spring, summer and fall, plus holidays.  Changing the 
accent colors, types of accessories and art can transform your 
home, inside and outside!

Kitchen (left)
Luxurious materials and high end appliances make for a strik-
ing kitchen.  Often the kichen is a potential buyer's most impor-
tant room.

Office (right)
Bright colors freshen up an office while keeping it neat and 
organized for open houses.

Pantry Perfection (left)
Various organizing elements can be used to perfect a pantry.  Sugar, flour, baking 
powder in magazine files...why not?  

When your house is on the market and your family still lives there, set yourself 
up for success by placing everyday objects into nice containers.  Potential home 
buyers are ok with a lived-in quality if it is done well.

COURTESY:  Diane Romick
CASTLE Design Studio LLC
www.castledesignstudio.com 

http://www.castledesignstudio.com
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The CDC-led National Diabetes Prevention Program 
is designed to bring to communities evidence-based 
lifestyle change programs for preventing type 2 dia-
betes. It is based on the Diabetes Prevention Pro-
gram research study led by the National Institutes of 
Health and supported by Centers for Disease Control 
and Prevention. The lifestyle program in this study 
showed that making modest behavior changes, such 
as improving food choices and increasing physical 
activity to at least 150 minutes per week, helped par-
ticipants lose 5% to 7% of their body weight. These 
lifestyle changes reduced the risk of developing type 
2 diabetes by 58% in people at high risk for diabetes. 
People with prediabetes are more likely to develop 
heart disease and stroke.

Participants work with a lifestyle coach in a group 
setting to receive a 1-year lifestyle change program 
that includes 16 core sessions (usually 1 per week) 
and 6 post-core sessions (1 per month). The Nation-
al Diabetes Prevention Program encourages collabo-
ration among federal agencies, community-based 
organizations, employers, insurers, health care 
professionals, academia, and other stakeholders to 
prevent or delay the onset of type 2 diabetes among 
people with prediabetes in the United States.

The inaugural partners of the National Diabetes Pre-
vention Program were the Y (also known as YMCA of 
the USA) and UnitedHealth Group (UHG). These part-
ner organizations were instrumental in starting up the 
national program and continue to expand the reach of 
evidence-based lifestyle programs. CDC is enthusias-
tic about other organizations becoming involved in the 
National Diabetes Prevention Program.

How can the program prevent or delay the onset 
of type 2 diabetes?

Prediabetes means a person has a blood glucose 
(blood sugar) level that is higher than normal but not 
high enough to be classified as diabetes. The CDC 
estimates that more than one third of adult Ameri-
cans and half of all adults aged 65 years and older 
have prediabetes. People with prediabetes have an 
increased risk of developing type 2 diabetes that can 
lead to serious health problems, such as vision loss, 
lower limb amputations, and kidney disease. Although 
the statistics are alarming, tools are available to help 
manage diabetes and prevent new cases.

Studies have shown that people with prediabetes who 
lose a modest amount of weight (5% to 7%) and in-



increase their physical activity to 150 minutes a week 
can prevent or delay the onset of type 2 diabetes. 
Participants in the program get help and support to 
make and sustain lifestyle changes needed to pre-
vent type 2 diabetes. The National Diabetes Preven-
tion Program is a 12-month program that has de-
monstrated effectiveness in improving the health of 
people with prediabetes. Participants meet in a group 
setting and learn about important changes that can 
help prevent type 2 diabetes, such as losing a mod-
est amount of weight, being more physically active, 
and managing stress.

The National Diabetes Prevention Program teaches 
participants strategies for incorporating physical 
activity into daily life and eating healthy. Lifestyle 
coaches work with participants to identify emotions 
and situations that can sabotage their success, and 
the group process encourages participants to share 
strategies for dealing with challenging situations.

Participants aim to lose 5% to 7% of their body 
weight by reducing fat and calories, and by being 
physically active for 150 minutes a week (for a per-
son weighing 200 pounds, the goal would be to lose 
10 to 14 pounds.) Participants get useful information 
about eating nutritious foods, eating the right por-
tion sizes, reading food labels, and adding physical 
activity. The group interaction during the 16-week 
core program is crucial to the program’s success. 
With a supportive group to cheer their successes 
and empathize with their setbacks, participants don’t 
have to make lifestyle changes alone. The 6-month 
period of time after the core program is critical to the 
maintaining healthy lifestyle changes. Participants 
may have setbacks during this period but continue to 
work through these challenges with the help of the 
lifestyle coach and other group members by sharing 
successful ways to help stay focused and by review-
ing curriculum content to reinforce continued positive 
strategies for maintaining healthy weight loss.

COURTESY:  Shannon Wooton
NM Cooperative Extension Service

http://www.cdc.gov/diabetes/prevention/about.htm

What’s Hot in Bathroom Design?
It’s hard to talk about Bathroom design without talk-
ing a little about some budgets and statistics. I think 
Home Remodeling shows do a disservice in that they 
don’t show the real story behind budgets and remod-
els. They are typ¬ically much costlier and take longer 
than you see on “reality TV”. The good news is they 
have a strong ROI. It’s different per demographic 
area but many markets see as much as 90% to 100% 
ROI when they remodel a kitchen or bath correctly. 
Typically you will spend about 10% of your homes’ 
value on a bath remodel. There is a lot of plumbing 
and electrical work, not much less than a kitchen and 
you’re working in much tighter spaces - often times 
on second levels.

Gadgets and trends:

• Emerging trends seem to be anything that re-
minds you of a luxury hotel bathroom. Bring that 
vacation home and see it everyday 
• Grey and blue mixed with marble and white are 
also very popular
• You also see much cleaner, more contemporary 
lines and higher contrasts, in any house style. People 
feel like they can be a little more contemporary in the 
master bath as they are typically the only ones who 
see it
• Lighting, lighting, lighting!
• Freestanding bathtubs
• Drama with tile 
• Heated floors are and have been very popular; 
once you have them you will never want to live with- 
out them. Now people are wanting heated shower 
seats and just about any other hard surface
• Kohler makes a showerhead that sings to you, 
basically talks via Bluetooth to your music stash. 
• Colored water in baths, soothes and calms you. 
(Color therapy.)
• Bidet toilet seats that also are heated and vent air 
are also popular.

COURTESY:  Jenny Rausch
Karr Bick Kitchen & Bath

www.karrbick.com
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http://www.cdc.gov/diabetes/prevention/about.htm
http://www.karrbick.com
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BRONZED COLUMNS

Paint columns or any accessory to coordinate with oil rubbed 
bronze cabinet hardware and plumbing fixtures which are 
predominately being used in new construction today.  Shiny 
gold or brass light fixtures and picture frames can also be 
given a face lift with this technique.

STEPS
1. Prep-work: Mask and tape off adjoining walls and floors.
2. Spray on a coat of rust colored primer.
3. Spray on a mixture of black and brown latex paint.
4. Begin at the top. Use a brush and damp terry towel to 
 faux gold and copper water-based glazes over black 
 and brown to create heavier and lighter areas where the  
 black can still be seen through the lighter areas.
5. Spray glossy or satin clear coat.(optional)

TUMBLED MARBLE BACKSPLASH OUTLET PLATES
Clean up the clutter of outlets under your backsplash by painting to them to match a popular tile — 
tumbled marble.

STEPS
1.  Unscrew the outlet plates and lay them 
 out on brown paper sacks or cardboard. 
 Phone and cable jacks will have to 
 painted in place since they are wired to 
 the plate.
2. Sand to scuff up the glossy surface and 
 dust off.
3. Apply a primer for glossy surfaces in a 
 dabbing or stippling technique.
4.  Apply a beige base coat with satin latex 
 paint.
5.  Using a 3” chip brush, thinly dab on a 
 charcoal black latex glaze on random 
 sections of each plate. Go light! The glaze will darken when it dries. If too heavy, dab off with a 
 damp terry cloth towel to lighten it while the glaze is still wet.
6.  Using a 3” chip brush, thinly dab on some of each of these color glazes - light taupe, medium 
 taupe and sometimes white depending on the tile.

COURTESY:  Jaime Alcorta
Walls of Art

www.walls-of-art.net

http://www.walls-of-art.net


Cardiovascular disease is the leading cause of 
death in the United States; one in every three 
deaths is from heart disease and stroke, equal 
to 2,200 deaths per day. The good news is that 
heart disease is preventable!  The American 
Heart Association designates February as the 
time for all Americans to take a look at how they 
can prevent heart disease and achieve a health-
ier lifestyle. There are four top ways to avoid 
heart disease and feel better.  Stop smoking, 
reduce fat, increase fiber, fruit (and veggies) are 
the things viewers can do today to lower their 
risk of heart disease.

Stop Smoking!

• 20% of the 
 US popula-
 tion contin-
 ues to 
 smoke
• All health
 care professionals agree smoking
 cessation is the number one “must-do”
• Smoking destroys arteries and contributes 
 to stroke; stroke is the leading cause of 
 death
• Smoking negatively impacts the health of 
 others -- especially children

Choose the Right Fat

• the type of fat is even more important than 
 the amount of fat
• Saturated fat (solid and animal fat) is the 
 biggest dietary contributor to heart disease

• CDC also calls on 
 folks to lower dietary 
 trans fats
• Omega-3 rich foods 
 promote heart health
• avocado, soft 
 spreads, nuts, seed 
 and other are sources
  of “healthier” fats 

Build a Healthier Heart and a Healthier Life
Fill up on Fiber

• 25-35 grams of fiber/day is recommended; 
 most Americans consume 10-15 grams!
• the type of fiber influences heart disease -
 soluble fiber actually binds cholesterol in the 
 body before it causes a problem
• oatmeal is a good source AND many other 
 foods are higher, such as beans, lima 
 beans, and Brussels sprouts

Fruits (and veggies) = Added Benefits:

• new Harvard study showed 32% decreased 
 risk of heart attack among women who 
 consumed berries three times per week.  
 Compounds in the pigment are believed to 
 provide protection
• color remains the operative word - red, 
 purple, green, yellow, orange, etc. contain 
 antioxidants that protect the heart from 
 damage.

COURTESY:  Pat Baird
Registered Dietitian & Author

www.americanheart.org
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http://www.americanheart.org
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The Organic Skincare Movement
A positive attitude is half the battle, passion 
and purpose is the other.  Beauty belongs to 
those who believe in the power of their dreams.           
Eleanor Roosevelt

Throughout history there are a multitude of 
examples we can point to that demonstrate how 
a positive attitude is important to helping people 
overcome life's curve balls and obstacles. This 
also applies to becoming successful in business.

Henry Ford once said "Whether you think you 
can or think you can't, you're right."  It was a phi-
losophy that he put to the test becoming a highly 
respected and successful businessman.  The idea, 
that having a positive attitude, has been touted 
by many leaders as being a key component to 
achieving success, regardless of the field you enter. 

Vincene Parrinello is a prime example of what 
the positive attitude can overcome and succeed.  
A breast cancer survivor, she went from being a 
pediatric clinical office nurse to a patented skin 
care inventor, A GOLD Medal Inventor Winner 
for Wai Hope products in the Therapeutic Divi-
sion of the World's Largest Invention Convention 
and a respected, pioneer organic skin care prod-
uct expert, that has changed the way cosmetic 
chemists look at formulating skin care. Vincene's 
company, Wai Hope is a thriving company she 
began on a shoestring budget in late 2007 to 
now, her company has gross sales that exceed 
$1.5 million.  She had no marketing/ publicity 
budget for the first four years!

Her product line consists of balanced skin 
cleansers, a marine based toner and seawa-

ter recharging mist. She also has moisturizers, 
masks and serums made with this specialized 
"freshly brewed concentrated broth" and a unique 
delivery system that helps skin "rebloom". Spe-
cial skin care collection kits are available on the 
company's website.

The key ingredient that sets Wai Hope apart from 
other organic skin care lines is the Wai Restruc-
tured Water, the specialized "freshly brewed 
broth" that every product is made with instead 
of the regular primary ingredient in formulations 
- the water. Some of the most vitamin intensive 
seaweeds, such as the Red Fijian Seaweed, Hi-
jiki, Kombu, Nori, Wakame, Dulse, Sea Lettuce, 
Padina Pavonica, Atlantic Kelp,Hawaiian and 
Polynesian Red Marine Algae and Blue Green 
Algae, are a part of this specialized skin replen-
ishing broth.

Along with the rare Red Fijan seaweed, there are 
13 others, teas, fruits and flowers that comprise 
the patented and patent pending delivery system 
Wai Hope Organic Skincare is made with.  

Wai Hope's mission also focuses on the positive. 
No Matter What. The company aims to protect 
the environment while supplying people with ef-
fective, organic skin care formulas.  The focus 
remains a balanced harmony of formulated skin 
care to help people look and feel their best, not 
compromising the well being of the earth to do 
this.  

COURTESY:  Vincene Parrinello
Wai Hope Organic Skin Care

www.waihope.com

http://www.waihope.com


Home, Hearth & Health Guests

16

Jaime Alcorta
Walls of Art
15619 CR 1870
Lubbock, TX  79424
806-438-3943
jaime@wallsof-art.net
www.walls-of-art.net

Christine Alt
PartyLite Independent Consultant
59 Armstrong Rd.
Plymouth, MA  02360
508-732-2736
jelven@partylite.com
www.partylite.com

Pat Baird
National Got Milk Campaign
15 E. Putnan Ave.
Greenwich, CT  06830
917-797-1024
pat@patbaird.com
www.americanheart.org

Laura Dellutri
Healthy Housekeeper, Inc.
11730 W. 135th #6
Overland Park, KS  66221
913-208-5209
dellutril@aol.com
www.lauradellutri.com

Louix Dor Dempriey
Louix Dor Dempriey Foundation
25602 Alicia Parkway #407
Laguna Hills, Ca  92653
888-288-3735
louix@louix.org
www.louix.org

Bruce Johnson
Minwax
10 Mountainview Rd., Suite A
Upper Saddle River, NJ  07458
973-841-1736
askminwax@sherwin.com
www.minwax.com

Lacy Jones
Havertys Furniture
7401 Quaker Ave.
Lubbock, TX  79424
806-799-7544
FAX:  806-799-1785
ljones@havertys.com
 

Jenny Rausch
Karr Bick Kitchen & Design
2715 Mercantile Cir.
Brentwood, MO  63122
314-486-8467
FAX:  314-645-4785
jenny@karrbick.com
www.karrbick.com

Diane Romick
CASTLE Design Studio LLC
12 Gentle Breeze
Newport Coast, CA  92657
949-228-1196
dromick@live.com
www.castledesignstudio.com

Beth Secosky
EASYdesigns, LLC
21 Harrowgate Drive
Cherry Hill, NJ  08003
609-560-6346
FAX:  856-489-3123
secosky@msn.com
www.easydesigns.biz

Kimball Starr
Kimball Starr Interior Design
1616 16th St. #370
San Francisco, CA  94013
415-637-8203
Kimball@kimballstarr.com
www.kimballstarr.com

Shannon Wooton
Ext. Home Economist – Chaves 
County
200 E. Chisum Ste. 4
Roswell, NM  88201
575-622-3210
swooton@nmsu.edu
http://www.cdc.gov/diabetes/preven-

tion/about.htm
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