
Coming this Fall 

home design
Coming this fall from Rhode Island Monthly Communications, Inc., 
is the second edition of our annual home design magazine. It is a beautiful, informative,              

high-quality, four-color glossy magazine and resource guide for homeowners in the Rhode Island 

and Southeastern Massachusetts area. 

home design is fi lled with ideas to inspire our 

readers — local homeowners with discretionary

spending dollars — to invest in products and          

services that will add beauty and value to their 

homes. The magazine features homes and          

accessories in a variety of styles and budgets.

Focus on local resources and products 
The magazine utilizes local resources and products 

to highlight superior design, interiors, home 

furnishings, landscape design and accessories in 

our region. 

Content includes:

◆  inspiring interior design ideas featuring stunning  

 photography from inside some of our region’s  

 most beautiful and unique homes

◆  home remodeling advice and trends

◆  the latest trends in home accessories available at  

 local shops and showrooms

◆  tips from local professionals

◆  real estate advice from area professionals — from selling a home to staging tips

◆  profi les of locally owned home-related businesses

◆  plus, a home resource guide, home design marketplace 

 and more.
C O M M U N I C A T I O N S



Grow your business by reaching a 
targeted, affluent readership year-round

1 home design will be mailed to Rhode Island Monthly ’s 
valued subscribers as a special premium gift. This 

is a targeted audience of affl uent, educated consumers and         
homeowners:  

◆  93% are homeowners 
◆  their average household income is $172,750 
◆  their average household net worth is over $1 million 
◆  63% are women 
◆  more than half plan to remodel or renovate in the   
 next twelve months. 
◆  they spent an average of $27,700 on home remodeling/
 decorating in the past year.
◆  they are seven times more likely to own a second home. 

SOURCE: Ipsos Mendelsohn subscriber study, October 2008 and CVC 2010

2 home design will also be mailed to area architects and 
designers. These professionals play an integral role in 

their client’s decisions regarding the products and services they 
purchase.

3 To further extend the readership of the publication and 
to maximize the visibility of your message, home design   

will be available in the waiting rooms of most medical and 
professional offi ces, as well as beauty salons, throughout 
the region.

4 home design will be distributed via our valued         
advertisers as a gift to their customers. 

5 New for this year, home design will be distributed 
on newsstands. Distribution will also be at home and 

garden shows, which are attended by area residents looking 
to invest in their homes.

6 home design will also be available to order online at 
RIMonthly.com.

More than 40,000 copies of home design will be 
distributed to these very targeted households — your most 
likely and most profi table customers.

Total Estimated Year-Round Readership: 120,000+ 

Partnership Packages
In addition to providing our readers with a great magazine, we strive to maximize the benefi ts to our advertisers by 
offering Partnership Packages.* These packages give our advertising partners an opportunity to have their products, ser-
vices and know-how showcased within the content of the publication, provided that they fi t within the content parameters, 
and meet the criteria set by the publication’s editors and art directors. See the Partnership Package examples below and 
on the opposite page.

This combination of advertising and editorial coverage has been effective in driving increased sales for our clients. 
See a sampling of their testimonials on the back cover of this brochure. 

design portfolio l what’s in store

YOU WANT YOUR HOME’S DECOR TO  
refl ect your unique personality, not 
look like a page out of a catalog. But 
how do you achieve that personal 
look? Designers often suggest deco-
rating only with items you absolutely 
love and that add joy to your life. 

We headed for Wickford Village 
and fell in love at Yes! Gallery. Every 
shelf and display is fi lled with dis-
tinctive handcrafted lamps, pottery, 
blown glass, sculpted wall art and 
home accessories, many with a 
nautical theme.

Right away the cool Language Art 
captured our hearts. They are four-

inch-by-six-inch photos of things 
that happen to look like letters. They 
could be anything, a tree branch, a 
park bench, a tomato. There are ten 
to twenty choices for each letter of 
the alphabet, you choose your photos 
and letters to form words to hang on 
the wall, such as your family name.

Because Yes! Gallery was originally 
part of JW Graham before expanding 
to its own location, current owners
Julie and Palmer Beebe carry on  
store founder Jim Graham’s mission 
of bringing customers unusual home 
decor items made almost exclusively 
in America.

An eclectic collection, items are 
chosen to blend with Rhode Island’s 
beach house nautical and country 
colonial decors, with an emphasis on 
collecting from American artists.

Find Your 
Decor Style
Owners Julie and Palmer Beebe     
enjoy offering home decor as art 
at their Wickford gallery.

BY DIANE M. STERRETT  
PHOTOGRAPHY BY NAT REA
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“He liked to buy direct from the artist 
and so do we. You get great quality,
unique pieces and a real person who 
backs up their work — these are people 
who are passionate about their craft,”   
Julie Beebe explains. “We appreciate one-
of-a-kind items that mean something to 
us rather than huge quantities of imported 
things that everyone has.”

That passion is refl ected in items like 
local artist Chris Young’s verdigris cop-
per sculptures of life-size local fi sh. 
There’s cod, fl ounder, striper, horseshoe 
crab, even a baby mako shark and sword-
fi sh. Young is a former fi sherman who 
launched his art career at Yes!   

Then there are the lamps by Luna Bella 
that are a form of lighted sculpture. They 
have gorgeous fabric shades with bases
made of metal or blown glass in a style 
Beebe calls Victorian Funky.

If glasswork is your thing, Yes! has local
artist Dan Read’s beautiful blown glass 
vessels and bowls. “Some are functional,
some are works of art in themselves,” 
Beebe says.

 A unique service offered at Yes! is cus-
tom work, if you see something you like 
but want a different color or size. “We 
have built good relationships with our   
artisans over the years so custom pieces 
are not a problem,” explains Beebe.

One thing is certain, you’ll always fi nd 
something you love. ■

Yes! Gallery (and JW Graham), 17 Brown 
St., Wickford, 295-5525, yesgallery.com
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SAMPLE PARTNERSHIP PACKAGE ONE: 
PROFILE AND ADVERTISEMENT SPREAD

SAMPLE PARTNERSHIP PACKAGES TWO & THREE: 
EDITORIAL INCLUSION (below) AND 
PRODUCT PLACEMENT (right)

design portfolio l kitchen design tips

Getting Started
You may not be exactly sure what your 
dream kitchen entails, you just know your 
current one isn’t working. Where do 
you get started? Carol Landry, Certifi ed 
Kitchen Designer of Cabinet Gallery, offers 
some pointers.

Bring pictures. It’s important to spend 
a lot of time looking — at magazines, at 
stores, at your friend’s house. Collect pic-
tures of kitchens you like because there’s 
always a connection. You may not realize 
it, but we’re trained to fi nd it. 

Trends can be informative but don’t 
be ruled by them. For example, right 
now we’re seeing a lot of color combina-
tions where a majority of the kitchen is 
one tone, but a decorative hutch or island 
or alternating pieces have a combination 
of another color. And that’s great if you 
like the look, but it’s also okay if you 
don’t. Rely on your designer to help you 
fi nd your style, it’s your kitchen.

Go Pro
Kitchen designers can help you navigate all 
of the decisions to be made.

Find a designer you can relate to. It’s a 
lot easier and a lot less expensive to make 
changes on paper than on the job site, so 
be sure you’re comfortable tossing ideas 
around with your kitchen designer and 
happy with the design before you order 
cabinetry, advises Ray Silva of Greenville 
Kitchens & Baths.

Design
There are as many ways to design a kitchen
as there are cooks. Here are some helpful 
rules of thumb that can jumpstart the pro-
cess from Jane Anderson of Apex Kitchens.

Start with a wish list and split it into 
must-have and nice-to-have. List       
everything that you might possibly want 
— it’s easier to take things out later for 
budget or space. Then your designer can 
offer different options. 

Tackle appliances early. The stovetop, 
oven, refrigerator and dishwasher are 
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Ideas for the
Heartof your Home
You spend more time in the kitchen than any other room. But h
you make it beautiful while keeping it functional for your family
top kitchen design experts share their secrets. BY DIANE M. STER
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Value Added Benefi ts
FREE l All advertisers are offered free 
standard ad design assistance, including
one photo scan. Additional design and 
scans are available for a nominal fee.     
Logos and images/artwork to be provided 
by advertisers.

FREE l All advertisers are included in 
“home design sources,” the magazine’s
resource directory of home design 
services.

*While input will be sought from our advertising partners for our Partnership Packages, the publication’s editors and art directors will maintain control over the 
content, design and layout to ensure continuity, consistency and integrity of the publication’s overall design and themes.

FREE l All advertisers will benefi t from 
having their ads appear in the digital 
edition of home design magazine, 
which is posted on our dedicated 
website all year. This site is linked from 
RIMonthly.com, which receives an 
average of 31,000 unique users each 
month.

FREE l All advertisers will have their 
digital edition ad link to their website, if 
applicable.

FREE l All advertisers are invited to 
provide additional high quality product
images that they may have on hand. 
While we do not guarantee they will be 
included, our art director will strive to 
utilize images provided by advertisers 
where possible, if the images meet the 
quality and resolution required. Photo 
captions will include advertisers’ names 
and contact information. 

Annual advertisers in Rhode Island 
Monthly magazine: See your account 
executive regarding a special rate 
incentive for placing an ad in home 
design, in addition to your Rhode 
Island Monthly 12x advertising schedule.
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ome
ther room. But how do 
al for your family? Some 

BY DIANE M. STERRETT

your biggest space commitments. Near 
the beginning of the process, your design-
er will need to know your preferences — 
such as stove top and wall oven versus a 
one piece unit. 

Creative Cabinets
There are many fun new cabinet acces-
sories to help organize the kitchen. Think 
about how you use the kitchen to determine 
which to incorporate. 

The givens. “Roll-out trash and recycling 
centers are a must. Roll out shelves for 
easy storage and no stretching are helpful 
too,” says Landry.

Handy helpers. “Tip-out trays for your 
sink base keep sponges and scouring pads 
neatly out of sight, and base cabinet fi llers 
add space in a spot usually wasted behind 
decorative fi llers. Spice drawer inserts 
keep spices conveniently stored and       
organized in a drawer near the stove,” 
says Charles Colón of CP Woodcrafters.

Add space. “Swing-out pantries add 
space and depth to cabinets while blind 
corner lazy Susans take advantage of  
dead space,” adds Colón.

Stand up for storage. “Adding divid-
ers to the cabinet storage over your wall 
oven or refrigerator gives you additional 
storage where platters, cookie sheets and 
serving dishes, can neatly stand up,” says 
Dana Breggia of Ferendo Kitchens.

Cooktop cabinets. “Choose a cooktop 
that will allow you to use deep pot and 
pan drawers, perfect for those big awk-
ward pots,” Breggia adds.

Islands
Islands can be very helpful, but there are a 
few things to keep in mind to make it work 
well, says Anderson.

One level or two? That depends on how 
you use your kitchen. One level offers 
more functional space so you can spread 
out, and a more open look if your kitchen 
is open to another room. On the other
hand, a raised level can offer kids a safe 
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SAMPLE PARTNERSHIP PACKAGE ONE: PROFILE AND ADVERTISEMENT SPREAD

design portfolio l master craftsman

mitered all the way through. 
If you saw the mockup it’s  
really complicated to achieve 
that and maintain its integrity,”  
Wilkie explains.

The entire house was built 
with meticulous old world 
wood detailing, even the 
parts you don’t see such as 
the unconventional framing to
accommodate a cathedral 
ceiling in every room. To 
achieve the open effect and 
maintain integrity, Wilkie
and a structural engineer 

Marrying Beauty and Strength
Relying on best practices and materials, a new Prairie style home with a New England 
twist is ready to meet the elements and the owners’ expectations. 

BY DIANE M. STERRETT  PHOTOGRAPHY BY ROBERT BREWSTER, WARREN JAGGER PHOTOGRAPHY

chose to frame the house 
completely with engineered 
lumber. And not only is the 
twenty-foot fi replace a cen-
tral focal point, but it’s also 
buried in steel to carry the 
central load of the house.

“Knowing what materials
and techniques are available
to you, knowing when to call 
in experts such as structural
engineers, those are the 
things that will make a home 
last for generations. And 
that’s what we build here, 

IN BUILDING THEIR NEW 

Little Compton waterfront 
home, Mike and Aileen 
Lederman turned to their 
previous architect, New Mex-
ico-based Mark Hagedorn. 
He created an ambitious 
design characterized by clean 
crisp lines, simple design   
and fi ne fi nish work. 

Looking for a builder ca-
pable of executing his vision 
to exacting specifi cations, 
he chose Roger Wilkie, Jr. 
Builder, because when visit-
ing the area, Hagedorn saw 
another home Wilkie was 
building and was impressed 
with his workmanship. 

“At almost every con-
struction site I stopped at, 
subcontractors and crafts-
men recommended Roger,” 
Hagedorn says. The choice 
of builder was important 
because strangely enough, a 
simple design is hard to build.

“Everything shows. There 
are no built-up details that 
can overshadow minor dis-
crepancies; every line must 
be brought to its proper place 
in the design. For example, to 
achieve the unadorned look 
of the stairs they had to be 

heirloom homes,” says 
Wilkie, who brings three 
decades of experience to 
every project.

“I fi nd Roger consistent   
in his insistence to execute 
every aspect of a construc-
tion project in the highest 
possible quality, using the 
best possible solutions. My 
clients will have many years 
of enjoyment in their beauti-
ful home,” Hagedorn says. 

The Lederman home is 
also a work of art. Inside, 

Most of the stone used in the landscape walls and 
fi replace was salvaged from crumbling stone walls 
on-site or from the foundation of the original home.
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clerestory windows deliver daylight from 
every direction, dramatically highlighting 
the wood grains and natural materials. 
The woodwork above the fi replace and 
on the cabinetry is Makore veneer with 
drape fi gure that were fl itch cut and 
sequence matched so the grains line up. 
“This is what gives the dramatic appear-
ance of one complete tree unrolled like 
wallpaper,” Wilkie explains.

Outside, materials were chosen not 
only for beauty but for durability in the 
harsh seaside climate, including red 
cedar shingles and a copper roof. “Choos-
ing quality materials is a very important 
aspect that helps ensure the best results,” 
Wilkie says.

Choosing a quality builder is another 
important aspect — the ability of a Mas-
ter builder can make an ordinary house 
into an extraordinary home. Wilkie offers 
three reasons why quality counts.

1Cutting corners costs you more in 
the long run. “A home’s facade can 

hide a lot of shortcuts, but problems pop 
up as years go by, whether it’s the framing, 
the window installation, the fl ashing sys-
tems. Especially in a coastal area, if things 
are done improperly it will show up down 
the road.”

2 You’ll get a better product. “A 
good builder can spot a bad product 

that will be problematic down the road, 
for instance, a window that is badly 
manufactured. Because we build win-
dows and doors here we have a better 
understanding of what to look for in 
a manufactured one.”

3 You’ll have a smoother process
when you use a builder that 

knows how to do all the building  
processes from start to fi nish. “For 
example, when we’re framing, we are 
building in all the details necessary to 
accommodate interior fi nishes, so we 
know exactly where everything has to 
go. There’s never a retrofi t.” ■

Roger Wilkie, Jr. Builder, 558 Fish Rd., 
Tiverton, 624-2688, rogerwilkiebuilder.com

2011 HOME DESIGN | 35

034_ROGER WILKIE_HD.10.indd 35 10/28/10 7:05:53 AM

Jonathan Adler Bowl Style icon and 
potter Jonathan Adler produces this 
high-fired stoneware in Peruvian 
studios through ”Aid to Artisans,”   
a non-profit organization that 
connects American designers with 
artisans in developing countries to 
promote fair trade. Homestyle,   
229 Westminster St., Providence, 
277-1159, homestyleri.com, see ad 
page 6.

design portfolio l accents

Custom Upholstery and Rugs Family owned 
upholstery and drapery shop including a 
colorful rug gallery. Dove and Distaff Interiors,
365 Main St.,Wakefield, 284-1170, doveand
distaffruggallery.com, see ad page 107.

Vivienne Tam Furniture Collection Haute 
couture meets upholstery with the much 
anticipated launch of the fashion designer’s 
furniture collection. Her subtle and sophisti-
cated pieces are elegant and understated. 
Best of all, their comfort, quality construction 
and affordable price point make them a 
natural fit. Homestyle, 229 Westminster St., 
Providence, 277-1159, homestyleri.com, see 
ad page 6.

Decorating 
with Style

Clawfoot Tub Buy an original clawfoot tub (there are some 500) 
at this unique place, which also sells old windows, doors and 
posts. New England Demolition and Salvage, 73 Cove St., New 
Bedford, MA, 508-992-1099, nedsalvage.com, see ad page 19.
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Decorating with trends starts with 
good balance and design. But how 
you season that design is what 
makes it trendy, says Lisa Newman 
Paratore of Lisa Newman Interiors. 
She shared her insight on the very 
latest in home fashion with us.

Back to basics. People are going back 
to classic combinations of black and 
white, charcoal grey and warm neutrals. 
It’s timeless. Think of all the famous fur-
niture designers — they designed with 
black leather and chrome and white 
lacquer. Then because you have a neu-
tral palette, you can throw in an accent 
color for a fresh aesthetic.

Luxe purple! The defi nite ‘it‘ color 
right now is purple: saturated, am-
ethyst, aubergine, even into the fuscia 
side. How you incorporate it is a mat-
ter of budget and how often you like 
to change things. If you want to do it 
and love it for ten years, go for bigger 
things like draperies. If you’re someone 
who is following trends from season to 
season, better to do something easier 
to change, like pillows, table covering, 
or an area rug.  

Reinvented traditional patterns. En-
vision a very traditional damask pattern. 
Today you might see that same pattern 
but now it’s more loosely interpreted in 
an open modern print. In textiles or wall 
coverings, it’s done in a subtle mono-
chromatic way, woven in tone-on-tone 
as opposed to a high contrast of color. 

Velvet and animal prints are hot.
But now the animal prints are more    
authentic, where it looks more like the 
hide of the animal. That’s a nice con-
trast because it does read as texture 
against the velvet. 

A bit of sparkle. It could be an embel-
lishment of textile, perhaps a little bit of 
beading or rhinestone. Or it could come 
from a lovely silk, a mirror, a mirrored 
piece of furniture, or from a metal. 

Lisa Newman Interiors, Barrington, 289-
0958, lisanewmaninteriors.com, and her 
store Homestyle, 229 Westminster St., 
Providence, 277-1159, homestyleri.com

CURRENT TRENDS
INTERIOR DES IGN 
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Explore one of New England’s largest selections 
of the best affordable architectural salvage
building materials. Find one-of-a-kind items 
that add a unique touch to your project.

Our massive 100,000 sq. ft.
salvage selection features:

 ~ Hundreds of claw foot bathtubs
 ~ Sinks of all kinds
 ~ Doors and Windows
 ~ Millwork, Columns,
 ~ Fireplace Mantles,
 ~ Hardware, Radiators,
 ~ Stained glass, Ironwork,
 ~ As well as many unique
    vintage materials

Bring your imagination with you!

73 Cove Street, New Bedford, MA 02744
web nedsalvage.com email homeneds@aol.com phone 508.992.1099

Custom & Semi-Custom
Kitchens and Baths

1833 Cranston Street, Cranston RI
401.942.6910
www.premierkitchenandbath.biz
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Rhode Island Monthly Communications, Inc., 717 Allens Ave., Suite 105, Providence, RI 02905  phone 401-649-4800  fax 401-649-4808   RIMonthly.com

DEADLINES

Ad Close: August 1, 2011
Ad Materials Due: August 8, 2011 
Publication Date: Fall 2011

home design advertising deadlines

For a comprehensive presentation of advertising options, please contact your 
Rhode Island Monthly account executive or Kieran Keating, associate publisher/
sales, at kkeating@rimonthly.com or 401-649-4888.

For more information about advertising options

C O M M U N I C A T I O N S

home design advertiser testimonials
I thought you’d like to know that my ad in Home Design has worked! I already have a nice job (that paid for my  
ad)… a new customer…in a new area of the state — Cranston! Thank you for being so (gently) persistent. 
— Bess Walker, Walker Interiors 

Home Design was in the hands of some very competent and talented people who knew what they were doing, it was 
obvious they loved their work, and in the end our fi rm selfi shly took all the credit. It has been a wonderful experience 
that Rhode Island Monthly Communications has given us. Everyone from the marketing staff, design team, the writ-
ers, the photographers, the stylist and support staff to the publisher really made us feel at home. 
— Paul A. Azzinaro, R.A., Azzinaro, Larson, A.I.A., Architects Inc., Principal

 The entire process was very smooth and handled with great professionalism by your entire staff. Thanks again for 
doing a great job featuring The Residences Providence. — Ralph Izzi, The Procaccianti Group

Please accept my sincerest thanks and congratulations on the launch of the fi rst edition of Home Design...we are 
thrilled with the quality of the book, the professionalism of your staff and especially our good fortune to have been 
selected for the cover. We have actually already signed on a new residential client as a direct result of our presence in 
the magazine. As a marketing director responsible for selecting where and how we advertise, I feel this is a huge 
success. — Peter Cafaro, Director of Marketing and Business Development, Judd Brown Designs, Inc. 
and Jefferson Group Architects, Inc.

I couldn’t be happier with the Home Design publication that features my interior design work both at Chapel View 
as well as the Westin — they’ve done a wonderful job, and it’s a terrifi c publication! — Reece Tormos, Designer, 
Allied Member, ASID, Instructor, RISD-CE, former Interior Designer at DC (Rhode Island Design Center)

Home Design is a beautiful and brilliantly designed magazine. The editorial style of our profi le gave it a very personal 
feel and supported our credibility as a quality and unique business. We strongly believe that our two-page spread in 
Home Design was the single most effective piece of advertising that we invested in last year. 
— Julie Beebe, JW Graham/Yes! Gallery

“
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