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One huge draw of running is the simplicity of 

the sport—with a pair of running shoes and a 

comfortable shirt and shorts—anyone can run 

or jog around the neighborhood or a track. 

Th e ease of the sport further allows for travel. Busy 

schedules and exercise on a limited time schedule also 

are accommodated by the simple sport of running.

Now, back to those shoes. Arguably the most 

important piece of equipment for the seasoned runners 

or 5K enthusiasts is their shoes. Th ere are running shoes 

in all types— motion control, stability and neutral. Th ere 

are racers and trainers 
and distance shoes. And 
what about the brands?  
Brooks, Zoot, Pearl Izumi, 

Newton. Where do you 
begin? 

Th e fi rst step in 
picking out a new pair of 

shoes would be visiting 
with a running shoe 
expert, like those at  
Iron Gear Sports. Th e 
shop, located on Power 
and McDowell roads in 
Mesa, has a trained staff  
member who can guide 

you through the shoe buying process. 

It is always helpful to bring an old pair of running 

shoes with you to the fi tting so the wear and tread on the 

shoe can be analyzed. Old shoes will refl ect the runner’s 

pronation, or the natural roll of the foot, from the heel 

to the arch. A runner can overpronate, where the feet 

roll inward too much; supinate, where the feet don’t roll 

inward enough; or be a neutral runner where the foot is 

most effi  cient. 
A running gait analysis on the store’s treadmill is 

step two in the shoe buying process. Th e treadmill and 

video capture program at Iron Gear Sports allows the 
runner and the shoe 
fi tter to review the 
runner’s style and 
foot strike on camera. 
Th e process is essen-
tially putting the 
runner’s eyes behind 
his body so he can see 
for himself his actual 
stride and run.

At this point, a 
runner is ready to try 
on the selection of 
shoes narrowed down 
for him as determined 
by his on-camera foot 

strike. Comfort now becomes key to the selection 

process. Th e appropriate shoe should have plenty of 

room in the toe box or front of the shoe, and it should 

feel snug without being tight.

Putting a runner in the wrong shoe can lead 

to painful shin splints, improper joint alignment 

or even injury. But the proper shoe can help solve 

a runner’s pronation tendencies and help keep an 

athlete injury free.
Once the shoes have been selected, a new pair of 

running socks and the proper running attire should 

be the next items to purchase. Summer temperatures, 

especially in Arizona, require attention to detail when 

it comes to running wear. Fabric should be moisture 

wicking to keep a runner cool and dry. New technical 

wear by Pearl Izumi actually cools the body’s exterior 

temperature by up to 7 degrees. 

Th e staff  at Iron Gear Sports is ready to introduce 

or reacquaint you with the latest in running shoes, 

clothing and gear. Stop by today, and ask for your free 

running gait analysis. Mention the secret word Tillman

to receive $20 off  a pair of new running shoes. 
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Young Las Sendas cyclist breaks from the pack

By AnnElise Makin

Daniel Eaton, a 16-year-old 

from Las Sendas, was cut 

out to be a cyclist, taking 

on the sport only 1.5 years ago, but 

dominating the fi eld in major races and 

winning several state titles in his age group.

“At the last Tour de Phoenix in 

March, which had approximately 1,000 

riders, Daniel placed 11th overall,” 

Daniel’s father, Craig Eaton, a real 

estate agent and property manager, 

proudly reported. Craig and Kathy, 

Daniel’s mom, competed in the same 

race, as well.
In the Tour, starting from Red 

Mountain Park and meandering on a 72-mile road circuit 

around the East Valley, all three Eatons received platinum 

status for fi nishing under 3 hours and 5 minutes. Mom 

Kathy was one of seven women to accomplish this feat.

Daniel, a Red Mountain High School junior, 

has topped the fi eld at various 

competitions. He won the 2010 

State Criterium Championship 

(17- to 18-year-olds) in Scottsdale 

in April. Likewise, in the 2010 State 

Championship Road Race in Globe 

this past May, Daniel placed fi rst in his 

age group, fi nishing with 6 minutes in 

the lead on a 37-mile circuit.
As Daniel was gearing up for the 

Single Track Omnium competition in Flagstaff , dad 

described his son’s regimen. “Daniel rides pretty 

much six days per week,” Craig said, “anywhere from 

30 minutes to fi ve hours.”
In the summer, Daniel gets up at 5:30 in the 

morning and trains. During the winter, he trains 

after school. Daniel manages his course load 

well and works part time at the bike shop Two 

Wheel Jones.
It’s a good thing 

the whole family is so 
much into biking. 
Th e Eatons belong 
to the Red Mountain 
Brumbys Cycling Club, go 

riding together on most days 

and frequently compete in 

the same races. For example, 

mom Kathy placed third in 

the previously mentioned State 

criterium race (category 4). Like 

Daniel, she also entered the Flagstaff  

Omnium competition.
Th e whole family was drawn into 

the cycling world synergistically. Just for 

fun, Daniel had decided to try a 37-mile 

road race in the White Mountains on 

one of his mountain bikes. He ended up in 

second place and got hooked on the sport from 

thereon. Th en the Eatons joined the Brumbys. 

“Kathy and I ride 25 to 35 miles a day,” Craig said.

More of the Eatons may 

soon be heading for the peloton. 

At 9 years old, Morgan is excited 

about the prospects of starting 

races next year. Lauren is only 6 

years old, but has taken to the 

two-wheeler with a passion.
Breaking away ahead of the 

family and climbing to his peak 

performance is Daniel. He works 

on his development with a profes-

sional coach, Mike Kolin, from 

the Strada Racing Club. Recently, 

he has been racing every weekend. 

Since Daniel already has a driver’s license, he takes himself 

to the training rides.
At the Single Track Omnium Race, Daniel competed 

in three diff erent events. He participated in a time trial 

race up the Snowbowl road, a criterium circuit race and a 

road race at Sunset Crater. He placed fi rst at the time trial 

(category 4), had a fl at tire in the circuit race, but fi nished 

fi rst in the road race (category 4).

Mom Kathy competed in only the road race and 

placed second in her division. Next June, Daniel will be 

competing in the U.S. National Championship. Before that, 

he wants to make the most of his time. He has dropped 

cross-country running in favor of cycling, so he’ll be ready 

for the speed work required at the Arizona State Track 

Championship in August and any other races. 

b

Which running shoe is right for me?

Daniel Eaton

PRSRT STDU.S. POSTAGE
PAID

PHOENIX, AZPERMIT #4460

PhillipsWestPublishing | Design | Writing | Photography In This Issue

Up Close Bringing neighbors closer to their community 

October 2010

Red Mountain Ranch

POSTAL PATRON
ECRWSS

and the state to have their cars serviced and experi-
ence the atmosphere the couple has worked hard to 
create. 

Kim and Todd love to keep their customers happy with surprise appreciation days, including special lunches. They even spent their anniversary 
week giving away $10,000 in prizes. Employees get 
medical benefits, participation in incentive programs 
and are no strangers to a meal at the Connolly home. “Running your own business is hard work and 

requires a lot of sacrifice,” stated Kim, who is also a 
mother of six. “It’s also very rewarding to be able to 
provide a service for the community that’s valuable, 
honest and sincere.” Red Mountain Tire and Auto is located on McKellips Road, at the southeast corner of Recker Road. 

For more information, call (480) 396-4677, or visit the 
Web site at www.redmountaintire.com. 
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By Julie Brown

A Mesa automotive and tire shop gives true meaning to the term family owned and operated. 
On any given day, the lobby of Red Mountain 

Tire and Auto is filled with customers getting their cars serviced and sharing stories with the staff about their children, work or travels. One woman even brought in homemade fudge, and thanked employees for the wonderful service they 
provided. 

The staff knows more than just the inside of their customers’ cars. They know those customers’ names, and they consider them family. It’s all part of the old fashion, honest shop busi-ness philosophy set by owners Kim and Todd Connolly, who are part of a long family legacy in the automotive industry.While most teenagers were focused on hanging out with their friends and cruising the mall, Kim was getting her hands dirty working in the family tire business. At the age of 13, she pushed papers at her father’s Mesa tire shop, never knowing she was honing the skills that would shape her lifelong career. Her father represents generations of shop workers, managers and owners who have followed in the footsteps of Kim’s grandfather, J. Darwin Gunnell, one of the founders of the Big O Tire Company. By the age of 18, she was managing a tire shop. She also was one of the only 
females in a very male-dominated industry. “I don’t even recognize the smell of the rubber 
anymore,” Kim shared. “Growing up in the shop was 
normal and comfortable for me, and I always enjoyed 
working with the guys.”  Kim continued to manage one of her father’s shops, 
even after she married her husband, Todd. Once they 
returned from their honeymoon, Todd found out he had 
lost his job in the mortgage business. With his years 
of experience in retail sales, management and training, 
he quickly found a new job, which moved the couple 

throughout the state. Wherever they went, Kim found 
work at the local Big O shop. Then, the opportunity 
came for Todd to apply his retail expertise to the automotive industry, managing one of his stepfather’s 
tire stores.

The opportunity came eight years later for the 
couple to take over a Firestone franchise, which later 
was renamed Red Mountain Tire and Auto. Having 
celebrated their 10th anniversary this summer, Kim 
and Todd have much to be thankful for, but they have worked hard for it all. Their business has tripled 
in sales, grown to 12 employees and expanded from seven to 10 service bays.

“The automotive industry is difficult because people are in tough situations, and the last thing they want to do is spend money on their cars,” explains Todd. “I enjoy the challenge of being a problem solver, but it requires a lot of patience and understanding.” People are naturally untrusting when it comes to automotive service. “So, we have to work extra hard to prove our integrity,” added Kim. “Women especially have been burned by past experiences. So, it’s reassuring to know we treat everybody as if they were bringing in our mother’s car, and honesty and customer service are crucial.”
Trust and good old fashion service have been 

the key to the couple’s success, and is likely the reason 75 percent of their business is from referrals. 
Customers have traveled from all parts of the Valley 

Sell items at the RED MOUNTAIN RANCH GARAGE SALE
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Family Legacy of Tires Continues Through Customer Trust and Great Service

Submitted by Red Mountain Ranch Social Club

With the time for the annual Red Mountain Ranch Community Garage Sale fast approaching, residents wishing to participate and sell items are encour-aged to act now. 
Th e garage sale, set for Friday and Saturday, Nov. 12 and 13, is a wonderful opportunity to get rid of those items you no longer need, meet your neighbors and make money at the same time. Th is is one of the largest commu-nity garage sales held in the Phoenix area and will again be sponsored by the Red Mountain Ranch Social Club. Th is sale has been held for a number of years and always draws a huge crowd. 

Please complete the coupon on page 6, and mail it, together with your $15 check, payable to the Red Mountain Ranch Social Club, to Jay Williamson, Garage Sale Chairman and Club Treasurer, 6508 E. Star Valley St., Mesa, AZ 85215. We need your e-mail address and mailing address to contact you as to where and when to pick 
up your garage sale packets. For more information, you also can call Jay at (480) 459-5660, or send an e-mail to jaynwilliamson@yahoo.com. 
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Kim and Todd Connolly
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By AnnElise Makin

Grabbing the promo sample right from my hand, my 

environmentally conscious eighth-grader quipped, 

“All bottles should be like this.” Th e Aquamantra 

water bottle, titled I am lucky, wore a green cardboard 

collar around its neck, saying, 100% biodegradable. 

Regardless of whether the bottle was selling the water, 

or the water was selling the bottle—the environmental 

concept made instant sense to a teenager.

And so it does to ENSO Bottles, an environmental 

Mesa start-up company. ENSO, with 

its headquarters located at Falcon Field 

Airport, is the technology and business 

node for the fi rst biodegradable and 

recyclable bottle of its kind.

“We, as an environmental 

company, have partnered with PET 

bottle manufacturers to solve the 

plastic bottle pollution problem,” 

said President and Co-founder 

Danny Clark. ENSO bottles are 

manufactured with organic additive 

in the long-chain hydrocarbon (petrochemical) 

polymer mix. Th is enables microbes to break down the 

material (biodegrade) in a landfi ll within one to fi ve years. 

All that’s left is biomass, biogas and carbon dioxide.

Compared to that little miracle, conventional PET 

plastic bottles never decay. Th ey can only be down-cycled 

(melted for other use) or incinerated (environmentally toxic). 

“Th at’s why we wanted to implement something today to get 

ahead of this pollution problem,” the president said.

STARTING UP ENSO

Danny Clark, a local computer network engineer, and 

his wife, Teresa, started ENSO in 2008. Teresa was then 

operating a custom label water bottle business. She was 

regularly facing customer’s safety and recycling concerns 

regarding her product.

“Th e water bottling company led to what we are doing 

today,” Danny summarized. His personal motivation, as a 

former Eagle Scout, was to leave a place better than when 

he found it. Th e couple decided to make bottles for a 

healthier earth.
So, the Clarks completely re-charted their business 

course toward biodegradable plastic bottles. Th eir company, 

which moved into its current location at Falcon Field in 

February, has now fi ve full-time staff  in marketing and a 

growing sales force.

ENSO’s bottles are made using Food and Drug 

Administration-recognized, food grade materials. 

Compounders create the organic additive for PET. 

From that granular base, pre-forms are produced, which 

resemble heavy-duty 

chemist’s vials with 

a bottle cap thread. 

Th ese are molded into 

any kind of custom 

shapes for bottling 

companies.
After fi ne-tuning 

the formula, ENSO has 

overcome the challenge of 

white haze and matched the 

clarity of customary PET 

bottles. Since all American 

Society for Testing and 

Materials standards (shelf life, 

texture, clarity, appearance, oxygen transfer rate, etc.) have 

been met, ENSO bottles may soon outcompete the market 

through their environmental edge—they will degrade and, 

therefore, not create a disposal problem. Consumers seem to 

like the idea.
MARKETING FOR A CLEANER EARTH

Currently, Danny reported, only about 5 

percent of plastics are truly recycled. Th at 

is, mostly water and soda bottles, because 

shampoo, conditioner, and oil containers 

are much more trouble to process. Most 

of the plastic bottles are down-cycled or 

incinerated in power plants in China, 

the entrepreneur continued. Imagine 

what that might do to the atmosphere.

In Danny’s eyes, plastics have gotten 

a bad rap because they are one of the most 

conspicuous forms of pollution. But, he said, 

“PET is, at the current standard, the safest plastic 

there is.”
Danny and Teresa currently spend more time at their 

business, 10- to 12-hour days, than at their home near Red 

Mountain High School. Sometimes you have no choice but 

to bring your family into the business. Th is past summer, 

all three of the family’s school-age children came along on a 

fact-fi nding, business-generating road trip across California. 

Who knows, this might be their future, too.

Facing an avalanche of marketing ahead of him, Danny 

is already looking beyond. Since the degradation process 

of his plastic bottles generates useful byproducts 

(carbon dioxide, methane), he already sees these 

renewable resources harnessed at landfi lls and 

composting for electrical power.

THE CONSUMER IN CHARGE

ENSO’s purpose is clear—bottles, nothing but 

good bottles. A gallery of shapes and sizes proudly 

populates ENSO’s offi  ce desks and counters. Th e 

idea is catching on quickly. About 2,000 retail outlets 

in the U.S., as well as several places in Europe and 

Australia, already distribute a variety of refreshments 

in those containers.

It’s about time we get some, too. “Companies 

like ourselves are innovative, but we need customer 

support,” Danny stated. 

We, the consumers, control much of the power over 

a cleaner environment and the price of products. Every 

dollar is a vote. Let’s buy a clean bottle next time. 

Mesa company makes plastic bottles disappear—naturally

ENSO BOTTLES

FOR A HEALTHIER EARTH

Look for healthy refreshments in environmen-

tally friendly ENSO bottles at your local stores, 

such as Sprouts, Whole Foods, Albertsons and other 

stores. Th e following specialty waters are distributed 

in ENSO bottles: 

• Project 7
• Ecoviva
• Balance
• Earth Spring Water

• Aquamantra

• and others.

ABOUT ENSO
ENSO is an ancient symbol representing the 

natural circle of things. It represents starting out 

with natural materials, turning them into useful 

substances to provide value, and then at the end of 

their life, returning them to their natural states to 

begin again.
THE INDUSTRY COST FACTOR

Currently, ENSO bottles cost .01 

to .02 cents more per bottle, or .50 

cents (half penny) more per case 

(24 bottles). Th is cost is expected 

to drop closer to a .20 cents 

diff erence per case. 

Customers who are using 

ENSO biodegradable 

bottles have seen upward of a 

300 percent gain in sales.

For more information, check out 

the Web site at www.ensobottles.com, e-mail 

Danny Clark at danny.clark@ensobottles.com, 

or call (623) 242-2387.
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From the Publisher

Dear Advertisers,

Thank you for taking the time to look at what we have to offer.

We appreciate the opportunity to explain our Up Close community publications, 

which serve the Northeast Mesa neighborhoods of Las Sendas, Red Mountain 

Ranch, Alta Mesa, Mountain Bridge, Boulder Mountain and The Groves, as well as 

the Mesa Uplands area.

Phillips West’s editorial mission is to Bring neighbors closer to their community. This is 

accomplished by highlighting residents, businesses, schools, clubs, and charities in our 

three Up Close publications.

Up Close is direct mailed to more than 14,000 households, and is also delivered 

to area schools, clubs, and businesses. We reach an average of 30,000 readers every 

month, including on the Web at www.UpCloseAZ.com.

Because homeowners read and enjoy their community news and Up Close offers an 

entertaining medium focused on promoting your business as well as neighborhood 

goodwill, your ad is more effective in an Up Close publication versus a less connected 

direct mail piece of ads of coupons, etc.

Many of our supporters say they enjoy the benefits of advertising in Up Close, as they 

live or work in the community the publication serves. So come join us in bringing 

neighbors closer to their community by participating with Up Close. We’d love to 

hear from you.

Call (480) 748-1127 to place your ad today!

Sincerely,

Kim Phillips
Publisher
Phillips West
(480) 748-1127
(480) 882-0181 fax

Publisher@PhillipsWest.com

www.UpCloseAZ.com
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Average Household Income	 $104,043

Median Household Income	 $81,463

Median Age	 37

Median Age Adult	 46

Male	 50.54%

Female	 49.46%

Average Household Income	 $101,758

Median Household Income	 $79,590

Median Age	 37

Median Age Adult	 45

Male	 50.55%

Female	 49.45%

Average Household Income	 $146,018

Median Household Income	 $114,285

Median Age	 36

Median Age Adult	 46

Male	 50.91%

Female	 49.09%

Distribution – 3,400
3,289 direct mailed to local 
residents and business owners. 
111 copies delivered to area 
schools, clubs and businesses.
Power and McDowell Roads, Northeast Mesa
Zip code: 85207

Distribution – 3,100
3,007 direct mailed to local 
residents and business owners. 
93 copies delivered to area 
schools, clubs and businesses.
Thomas and Recker Roads, Northeast Mesa
Zip code: 85215

Distribution – 8,000
7,855 direct mailed to local 
residents and business owners. 
145 copies delivered to area 
schools, clubs and businesses.
Gilbert and Greenfield Roads, Brown and McKellips Roads, 
Northeast Mesa. Zip codes: 85203, 85205, 85207, 85213, 85215

Las Sendas
Up Close

Up Close
Red Mountain Ranch

Demographics

can also be found online at

www.UpCloseAZ.com
Read articles, download PDFs, and more!
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A higher frequency is an important way 
to effectively reach your audience and 
promote your product or service.
•   How long your print ad runs is an important factor in your 
campaign’s performance.
•   We recommend you run your ad at least three times in 
the publication. Having your ad displayed multiple times 
will dramatically reinforce your message. A reader is more 
likely to remember and respond to your message after 
seeing your ad several times. 
•   Seasonal influences, such as holidays, popular 
vacation times, back-to-school, and more can help create 
additional relevance to your product and affect your 
appeal to readers.

Readers are exposed to a different 
stage in the consumer process each 
time they see your ad.
First exposure typically prompts your audience to be 
curious about your product or service. 
Second exposure typically prompts readers to 
recognize how your product or service is personally 
relevant to them. 
Third exposure typically reminds readers how your 
business fits their needs and prompts them to act. 
—Newspaper Association of America, 2005 Newspaper Advertising Planbook
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NOW IS A GREAT TIME TO BUILD A CUSTOM HOME

Submitted by Ron Brown

The time for building the home you 

want has never been better, with real 

estate deals everywhere you look, but 

building a custom home has become the best 

option for many. 

Las Sendas is one of the premier 

communities in the Southwest, which is 

evident by those who have moved here each 

year from other states or countries, making it 

a perfect place to build your home.

Th e price of lots has dipped, thereby enabling 

homebuyers to take control of their living space again. 

Finding the right lot is where the adventure of building 

begins. Most homebuyers turn to the 

expertise of Coldwell Banker Trails and 

Paths Premier Properties, who excel in 

the Las Sendas home market. Agents 

from their offi  ce, located at 2913 N. 

Power Road, Suite 101, are ready and 

eager to assist in any way.

Ron and Debbie Brown, owners 

and brokers of Trails and Paths, have 

built a highly qualifi ed real estate team by 

combining the expertise of builder, lender 

and title company. Rick and Jill Sheldon, the U.S. Bank 

mortgage team, off er a variety of programs qualifying 

clients every day for lot and construction loans to build 

their dream homes. 

Arizona Pure Custom, a luxury homebuilder, is 

familiar with Las Sendas, having built many homes in 

the community. Th e owners, Scott Holt, a resident of 

Las Sendas, and Brendon Sarracino, pride themselves 

on building the best home according to your desires and 

within your price range.

Whatever your budget for building a home, there 

are incredible deals for you right now in Las Sendas. It is 

possible to get a wonderful home built for less than the 

cost of an empty lot only fi ve years ago.

Coldwell Banker Trails and Paths can be found 

online at www.trailsandpaths.com. Arizona Pure 

Custom can be researched at www.azpurecustom.com. 
b
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TRUCKS ONLY ISN’T ONLY TRUCKS

By Dawn Abbey

If you’re looking for a great, quality pre-owned truck or 

SUV, you can fi nd it at Trucks Only, but that’s not all 

you’ll fi nd there. 

“You’ll also fi nd a family atmosphere and great 

customer service,” asserted Christopher Sullivan, general 

manager of the two East Valley locations.

Trucks Only is family owned and run, based on four 

generations in the auto business. What makes their busi-

ness unique is the willingness to stand behind their sales, 

Christopher explained. “Every vehicle is carefully checked 

before being off ered for sale, and if there’s a concern, we 

make it right,” he said. “We’re the only pre-owned sales 

business that off ers a lifetime engine warranty on most 

vehicles we sell.”

Trucks Only’s Mesa location, at 550 S. Country Club 

Drive, just south of Broadway Road, has been in oper-

ation for 15 years. A newer addition in Apache 

Junction, at 837 W. Apache Trail, opened about 

three years ago. 

Christopher works out of the Mesa offi  ce 

with his parents, Las Sendas residents Debbie, 

chief fi nancial offi  cer, and Robert (Bob) 

Sullivan, who purchases quality vehicles for 

inventory.
“Our grandkids also have a keen interest 

in what goes on here,” Debbie said with pride. 

“Even though they’re too young, they like to 

come and work in the offi  ce. Th ey put up all our 

holiday decorations this year.”

According to Debbie, the family’s history 

in the auto business started here in the 1950s when 

Grandfather Mike Sullivan opened a mechanics shop. 

Eventually, he expanded into the auto wholesale business. 

In 1971, Bob branched out and started his own business, 

growing it into what Debbie claims was one the largest 

wholesale operations in the Western states. In 1993, 

Trucks Only was born. Th eir grandfather’s 

original business continued to exist, and 

is still operated today by other family 

members. 
“And it’s not just our family in 

the business,” said Debbie. “We have 

longtime, established employees of 10 

years and longer, and some of them have 

encouraged their own family members to 

come work with us, too.”

“When you buy a vehicle from us, 

you’re not buying from someone never to be 

seen again,” said Christopher. “We’re a long-standing member 

of the community, with a Better Business Bureau rating of A+. 

Buyers come back to us again and again over the years.”

Christopher is excited about their new affi  liation with 

AutoTrader.com, which gives them the ability to off er 

guaranteed trade-in values for used cars, trucks, SUVs and 

vans. Customers can go to the AutoTrader.com Web site or a 

special kiosk at Trucks Only, enter their vehicle information, 

and get a guaranteed quote on its sale or trade-in value.

Th e economy seems to be improving in the Valley, 

Christopher believes. “Sales have been up about 30 percent 

since September,” he said. He is optimistic about the 

future, as buyers become increasingly aware of the value of 

purchasing a reliable pre-owned vehicle. 

To check out their extensive inventory, visit 

TrucksOnlySales.com. You also can call or stop by the lots. 

You can check out the Country Club Drive location, or call 

(480) 844-7071. You also can go to the Apache Trail location 

in Apache Junction, or call (480) 374-1829.

PRSRT STD
U.S. POSTAGE

PAID
PHOENIX, AZ
PERMIT #4460PhillipsWest

Publishing | Design | Writing | Photography

In This Issue

Up Close
 Bringing neighbors closer to their community 

January 2011

Red Mountain Ranch

POSTAL PATRON

ECRWSS

Las Sendas Golf Club . . . . . . . . . . . . . 
. . . . . . . 4

RM Family Chiropractic . . . . . . . . . . . . .
 . . . 5

Market Report . . . . . . . . . . . . .
 . . . . . . . . . . . . .

 . . . . 5

Social Club. . . . . . . . . . . . . 
. . . . . . . . . . . . . 

. . . . . . . . . . 6

Ethan's Run . . . . . . . . . . . . .
 . . . . . . . . . . . . .

 . . . . . . . . 7

Service Directory . . . . . . . . . . . . . 
. . . . . . . . . . . . .

11

Out with the old and in with the new at SWEET REPEATS

By Vivian Stearns-Kohler

If one of your New Year’s resolutions is to declutter and 

simplify your life by starting with your closet, Connie 

Hooper, owner of Sweet Repeats, off ers the following 

tips to help you get motivated. 

Turn the hangers on your clothes in the opposite direc-

tion of how you would normally hang them. In a short 

amount of time, you will realize what items are 

your favorites and which ones are taking up 

space.
Arrange your clothing according to 

color, and notice if you seem to be wearing 

too much of a particular hue. If so, with the 

New Year, consider shaking things up and 

adding some punch to your color palette.

Also, review your accessories, jewelry, 

shoes and purses. Make sure they fi t your 

lifestyle and are still in fashion. “If there’s 

an inch of dust on some of your purses, you 

haven’t used them,” Connie explained, “and it’s 

time to make a change.” 

Th e next step in couture cleansing is to ask 

a friend—someone you trust to help you part 

with the dress you got for 75 percent off , which 

(A.) isn’t your color, (B.) doesn’t fi t or (C.) is out of style. 

Th ere also are personal organizers who will support your 

declutter eff orts. 

Try your clothing on, and note if you still like it and 

also if you feel good wearing it. If the answer is no, and the 

item is still in fashion, place the item in the consignment 

pile. Out of date clothing would go in the donation pile. If 

you have clothing you are not wearing due to a few excess 

pounds, give yourself a realistic 

time limit to diet (no more than a 

year), and then use it or lose it!

After relinquishing your 

excess baggage, organize fi rst by 

items (pants, skirts, dresses and 

blouses, etc.) and then by color. 

Wood or same color, sturdy 

plastic hangers to replace wire 

hangers will make your closet 

look orderly. Also, consider 

purchasing some padded 

hangers to avoid misshapen 

shoulders on your clothing.

“Out with the old and 

in with the new also applies 

to Sweet Repeats,” Connie 

stated. Discounts of 25 

percent after 60 days 

of consignment, and 50 

percent after 75 days 

of consignment, are de 

rigueur in her upscale 

consignment boutique. 

After 90 days, items will 

be donated to Women’s 

Sojourners, Sunshine 

Acres Children’s Home 

and the Arizona Humane 

Society. Donation slips 

are available upon request. 

Note:  The consignor 

has the option to retrieve 

items prior to the end of 

the consignment period. 

“I believe in recycling, said Kathleen 

Hunter, Mesa resident and frequent Sweet Repeats 

customer and consignor. “One of my friends told me 

that once you discover consignment shops, you never 

buy retail again! I bring out-of-state visitors, friends 

and my three daughters to visit with Connie, and we 

check out the new fashions that come in daily.” 

Sweet Repeats Resale Boutique is located at 5846 

E. McKellips Road, Suite 103, in the shopping center 

across from Kohl’s. Store hours are Tuesday through 

Saturday, from 10 a.m. to 5 p.m. For more informa-

tion, call (480) 275-2480.
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BRING IN THE NEW YEAR WITH A COSMOS FACIAL

By Dawn Abbey

The holidays have taken their toll—a bit too 

much of the bubbly, a bit too little sleep, overin-

dulgence in rich food, the stress of getting it all 

done—and nowhere else is the toll more evident than on 

the skin of your face!

Greet the New Year with a new you. During January, 

Cosmos Salon and Day Spa is offering a skin rejuvena-

tion special, which includes a consultation, custom facial 

peel treatment and a take-home care kit, all for only 

$99, according to Cosmos master aestheticians Margaret 

Midlick and Maria Keller.

“Skin takes a beating through the holidays,” said 

Margaret, “and a facial peel is a wonderful solution.” 

She feels some people resist a facial peel because they 

have misconceptions about pain, redness or downtime. 

“Not true,” she stated. “There is no pain, very rarely any 

redness at all and no downtime.” 

After your treatment (less than one hour), the 

product is left on for 12 hours and washed off at home. 

You can even wear makeup after the product has been 

removed. 

Margaret and Maria insist the results can be 

dramatic. “Some of our peels can give the same results 

as having three microderms, and it’s pain-free,” said 

Maria. “The only side 

effect would be some 

light flaking away of 

the dead skin after a 

few days. We custom 

blend multifaceted 

treatments, which can 

target anti-aging and 

pigmentation issues, 

such as brown spots or 

even scarring. Each peel 

is designed for each 

client’s specific needs.”

“We can also 

do spot peels just 

to address special 

issues like mouth lines, 

age spots or other skin damage,” Margaret explained. 

“Boomers also tend to want to do treatments on the 

backs of their hands for a younger-looking overall 

appearance. Peels can also 

be applied to problem 

spots on the body, 

like knees and dry 

patches, etc.,” she 

said.
Since each 

treatment is 

customized to the client, several appointments may 

be needed for ultimate results, Margaret explained. 

“Anti-aging regimens are usually followed up two to four 

times per year, and acne scarring 

can require several sessions.” 

They also offer treatments for 

psoriasis and rosacea.

Each client is sent home 

with an at-home follow-up 

regimen, which includes a facial 

wash, moisturizer, sunscreen 

and healing balm. Cosmos 

Spa uses the very high quality, 

dermatologist-approved PCA 

professional products fabricated 

by Scottsdale-based PCA 

Advanced Skin Care Systems.

To keep up your skin care at 

home, Cosmos also is offering a 

Mix and Match Product Stock-up 

during January. Any brand of skin or hair care product is 

buy two, get one free, and it can be any combination of 

different products. 

For those who have questions about what is best for 

them, Margaret Midlick and Maria Keller offer free 

10-minute phone or in-spa consultations to assess your 

needs. Call Cosmos at (480) 844-0707 to set up a consult 

or appointment. Cosmos Day Spa and Salon is located at 

2837 N. Power Road, on the northeast corner of Power 

and McDowell roads. 

 Margaret Midlick and Maria Keller

Connie Hooper

*Minimum advertising schedule required.

Educate customers about your business… Promote special 
events… Broadcast your achievements… Share your story 
with the community…

Provide credibility and support to your display ad with the 
addition of monthly editorial highlights.

Up Close reaches a broad audience, ranging from young 
professionals to active seniors to community leaders. Our affluent 
readers possess maximum purchasing power, resulting in a growing 
customer base for you, the advertiser.
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By Julie Brown

Have you tried to lose weight, stick 

to a fi tness plan, build strength 

and endurance or train for a 

triathlon, but something is holding you back 

from achieving your goal? 

Th ere is likely a psychological roadblock 

hindering the success in a high percentage of 

people, according to Tri 2B Fit owner Kelly 

Barnes. She has developed comprehensive 

programs, which address the physical and 

psychological aspects of weight loss and 

exercise in what she hopes will become the 

future model of the fi tness training industry.

Her Mesa studio is not a gym, and it 

is not just a place where you go to workout with a personal 

trainer. While it can be just that, she off ers so much more. 

Kelly has created her dream job, which combines her passion 

for fi tness and sports with exercise psychology. As an athlete 

with a master’s degree in kinesiology/sport psychology, as well 

as specialized training in exercise physiology, Kelly learned 

the fact combining the physical and mental aspects of exercise 

and fi tness was the missing link preventing many people from 

achieving their goals. “Research has shown exercise aff ects 

cognitive functioning,” Kelly said, “and it helps to quiet the part 

of the brain triggering depression and anxiety.”

Tri 2B Fit off ers individualized programs, which include 

a comprehensive assessment of body composition, strength, 

posture, diet, cardiovascular fi tness and goal setting. “We off er 

a full view of all the factors related to exercise and fi tness and 

then design a program to fi t your unique lifestyle 

and needs,” said Kelly. Th e program can include 

components, such as personal training, exercise, 

dietary recommendations, weight-loss coaching, fi tness classes 

and endurance training. 

Her clients include people who have not 

found success in other programs or typical 

gym/fi tness settings, beginner and novice 

athletes and triathlon participants. Fitness 

professionals with degrees and training 

in sports exercise and physiology staff  the 

programs. 
Kelly grew up in a small town in New 

York, and has become a local fi tness icon 

and advocate when she recently competed 

in a nearby Ironman event and spoke to the 

community about the importance of health 

and fi tness. She has worked hard to bring a 

sense of close-knit community to her Mesa 

business, creating an environment in which people can 

feel at home. “We have a place where people can feel 

comfortable and supported whether they are trying 

to lose weight, get in better shape or are training for a 

triathlon,” explained Kelly. 

Her business has been open for one year and 

is based mostly on referrals. Kelly has big plans for 

growth, however. “I hope to build on what we’ve already 

created by starting much-needed triathlon groups for 

women and being able to educate the community on 

fi tness, exercise and weight loss,” Kelly stated.

Tri 2B Fit is located at 6740 E. University Drive (east of 

Recker Road). 
For more information, call (480) 985-4613, or visit the 

Web site at www.tri2bfi taz.com. 
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By Monica Adair

No matter what the occasion, gorgeous fresh 

fl owers make any event feel special, and the 

holidays are a particularly nice time to bring the 

outdoors inside. 

Whether you’re keeping things simple or going for 

something spectacular, you have a lot of choices. A wide 

variety of fl owers and plants are associated with the holiday 

season. Evergreens, poinsettia, mistletoe, and holly can all 

evoke favorite holiday memories. Arrangements of any type 

of fl ower can be perfect for creating holiday spirit, and a 

fragrant wreath on the door is a nice way to welcome guests. 

Red Mountain Florist, a new fl orist shop in Mesa, 

located on the northeast corner of Power and McDowell 

roads, wants to help make your holidays perfect. 

Owners Jennifer Crawford and Jerry Harber, a 

father/daughter team, have a vast selection 

of fl ower arrangements and greenery.

“My fi rst job, at age 16, was working 

for a small fl orist shop,” said Jennifer, a 

master fl orist. “I really loved the creative 

aspects of fl oristry.”  When the opportunity 

to open their own shop presented itself, 

Jennifer and Jerry knew the timing was right. 

“Not many things compare to the joy of receiving 

a surprise gift of fresh fl owers,” said Jennifer. “Th ere is 

nothing better than delivering fl owers to people on their 

birthday. People are thrilled to be remembered this way.”  

Red Mountain Florist is in the business of helping 

people celebrate in style. Any event, big or small, can be 

improved with fresh fl owers. Please remember them the 

next time you are planning something special.

• Birthdays

• Th anksgiving 

• Christmas

• Hanukkah

• Weddings

• Mother’s Day

• Anniversaries

• Graduations

• Funerals

• Valentine’s Day

• Get Well Wishes

• Just because...

Starting Dec. 1, Red Mountain 

Florist is off ering a gorgeous holiday 

centerpiece for $50. You choose 

between several holiday-

themed containers as 

your base. Each week 

in December, you 

can bring your base 

container back to Red 

Mountain Florist. 

For only $20, they will 

change out all of the fl owers 

for fresh ones. 

For more information, or to 

place an order, call Red Mountain 

Florist at (480) 981-1460. 

Red Mountain Florist Helps you Decorate for the Holidays

KELLY’S TIPS FOR ACHIEVING YOUR NEW YEAR’S 

RESOLUTION TO LOSE WEIGHT AND GET IN SHAPE

• Set realistic and achievable goals befi tting with your lifestyle.

• Start by making small, sustainable changes.

• Be aware of what you are putting into your body and how it 

aff ects you. Chart your diet over a few days so you can learn 

what changes you can make.

• Remember to take small steps.

• Diet is not just about restricting what you eat, but it is 

incorporating healthier options. Create a healthy mindset about 

food so it is not just about what you can’t eat, but those foods 

you should be eating more often.
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TRI 2B FIT TACKLES PHYSICAL, PSYCHOLOGICAL 

FACTORS OF WEIGHT LOSS AND FITNESS

Kelly Barnes


