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Secret Sauces, M.exican Spices, 
and Lo Mejor Margaritas Make 
Cantina LClredo a Huntsville Favorite 
Famous for their secret-recipe signature sauces that give 
their fish, steak, and chicken dishes a proprietary zing, 
Cantina Laredo adds a little local flavor to their menu at 
their Bridge Street Town Centre location, to make it one 
of Huntsville's favorite authentic Mexican restaurants. 

According to Cedric Curry, veteran restaurateur and 
Cantina Laredo's general manager, providing Huntsville 
residents and visitors with authentic gounnet Mexican food 
goes hand-in-hand with supporting the local community. 
"Ifyou assume the sauces on your table are poured from 
a jar, think again," Curry says. "Every sauce on the table 

their exclusive blend of seasonings that gives them 
their distinct flavors. "We grill our steaks with those 
special seasonings and it does make them unforgettable!" 
Curry says. 

Sunday brunch has become a popular event for Cantina 
Laredo. Served from 11 :00 a.m. until 3:00 p.m., the 
menu, which Curry says whets that strange appetite you 
feel after sleeping in late and missing breakfast, 
but leaves you wanting of lunch. Items like a chicken 
fajita omelet, chorizo con huevos (scrambled eggs 
with Mexican sausage), 

or served with your meal is made fresh from scratch crab cakes Benedict, and 
everyday in the kitchen. We slow roast fresh tomatoes the chilaquiles (chicken 
for our salsa for over four hours. Every enchi lada is hanD in sauteed tortillas with 
rolled and our famous guacamole won an award at the cascabel sauce) are popular 
2010 Taste of Huntsville." along with a complimentary 

mimosa or Bloody Maria. 
Although you may not always think of steaks when you 
visit a Mexican restaurant, the filet portabel\a and "We also serve a vegetarian 
cascabel ribeye are good enough to compete with the and gluten-free menu for 
best steakhouses in the Midwestern U.S. The reason ,,,hy people who are health 
the fresh fish , chicken, and steaks all have an extra conscious or have dietary 
something that makes them uniquely Cantina Laredo is concerns," Curry says. 

Owned by 
Consolidated 
Restaurant Operations, 
Inc. based out of Dallas, 
Cantina Laredo has 31 
restaurants in the U.S. and 
they were one of the first 
restaurants to open 
at Bridge Street 
in early 2007. 
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Curry says he is committed to supporting local businesses 
and the surrounding community. In fact, he opens the 
restaurant at daybreak in order to accommodate a local 
BNI (Business Networking International) group that 
meets every Thursday morning at 7:00 a.m. A women's 
networking group meets every other Monday at 11 :00 a.m. 
and Cantina Laredo's private dining room is always open 
for special business luncheons, meetings, and functions; 
family gatherings; and holiday parties. 

The bright, open, contemporalY atmosphere features a 
light-paneled angular design with easily adjusted faux 
wooden blinds; an enormous, circular bar; and pleasant, 
yet unobtrusive, Spanish background music. Brunch, 
lunch, or dilU1er, the service is meticulous. Thursday is 
Ladies ' Day with half-priced margaritas, made with 
freshly squeezed lemons and limes. And Cantina Laredo 
margaritas are hands-down, "defmitivamente las mejores 

margaritas en Alabama!" 
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Something Old, Something New. 
at Qailroad Station Antique Mall 
vVritten by Kimberly Ballard Photos by Chuck Mitchell 

Located in the historic Lombardo Building on North Jefferson Street 

downtown, just blocks from the Old Huntsville Depot, is the city's most 

distinctive shopping experience. Built in 1922 as a wholesale grocery, and 

listed on the National Register of Historic Places, the Railroad Station 

Antique Mall is a three-floor delight for the exploratOlY shopper and treasure­

seeker. With prices ranging from $1 to $10,000, Railroad Antiques offers a 

miscellany ofuncommon gift items, antique and unfinished furniture, mtwork, 

books and jewellY, indoor and outdoor decor, dishes, linens, vintage clothing, 

rugs, holiday and seasonal decorations, toys and children's furnishings, lamps, 

candles and even interior decorating services. Watching over it all is a rather 

famous local ghost named Bill. 

Get lost among the largest collection of sterling silver in North Alabama. 

Stroll through a huge gallery of hard-to-find European oils on canvas dating 

back to the nineteenth century. Probe the hundreds of curio cabinets filled 

with crystal, porcelain, and glass figurines , vintage jewellY and dolls, and 

handcrafted metal and glass objets d'art. Take home nostalgic old maps 

and photographs of lives long past. Be awestruck by the detail in portraits 

by Huntsville's Jerry Whitworth, now a famous living Parisian painter. 

"We specialize in antiques, but we have something for everyone in any style 

and price range," says owner Suzanne Conway. "Sometimes 'antiques' 

makes people think they cannot afford to come look around. We have soaps, 

candles, desktop accessories and knick-Imacks, as well as period pieces for 

selious collectors. Much of our selection is recognized for its original ity in 

design and artisanship." 

Tucked back in the corner is the oldest working Otis Elevator in Alabama, 

a wooden-gated lift offering access to the second and third floors. Permanently 

relocated on the second floor, Shaver's Books is known as a reliable outlet 

for the works oflocal and regional writers like Homer Hickam, Jr., Wernher 

von Braun, and When Spirits Walk author and host ofHuntsville Ghost Walk, 

Jacquelyn Reeves. Shaver 's carries a large selection of rare, first editions, 

and children's books. 

The Heritage Rug Company is the mall's newest dealer providing unheard-of 

prices on hand-knotted , antique, and semi-antique rugs - some dating from 

1900 to the 1930s. Shoppers will find fabrics for custom upholstery and 
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professional advice on interior decorating. Jane Jones of J.Jones Ltd ., Suzanne's 

decorating partner, specializes in lamps and unusual decorative accents. Jones and 

COl1\\'ay use existing client filrniture and/or accessOlies to create new looks. Furniture 

lovers will find period pieces for living room, dining room, bedroom, patio, and 

cen. and contemporary mirrored furniture. Primitive Early American unfinished 

nd refinished tables, cabinets, chairs, and sofas sit alongside hand-painted 

':3binets, hand-carved chests and annoires, and even eclectic oddities that are easily 

inregrated into a contemporary decorating scheme. 

Then there is Bill - he resides on the third floor. According to many patrons of 

::\ailroad Antiques, including employees - the "presence" ofa tall, older man wearing 

: ,H eralls seems to spend most of his time in the children 's department. Exiting 

::, ;:' stairwell and turning the comer, Suzanne 's husband Ron's office sits right 

:1cxt to the children's furniture and toy area. Walking down the long third floor 

:orridor, it may be the play of fluorescent lights on elaborate baroque-framed wall 

:nin'ors, clocks, and mirrored Irumeaux that cause the double take, but the slightest 

.spy movement in the peripheral vision is enough to raise hair on the ann. 

., I::t\ e never seen Bill myself," Suzanne admits, "but J have experienced his 

_.. ' pranks many times. We often hear the significant shifting around of items-

on glass counters when there is no one here h.! p~ 


working here at night have had encounters." 0-: 


to climb a ladder, leaving them off to the 5 :de. 


was ready to leave, the shoes could not I:>e i: 


and finally, baffled, she left barefoot. The ,..~ 


right where she knew she had left them," 


Railroad Antiques often holds promotionai e 


intended to introduce people to the maL' ~ ::'".~=~ 


parties, tnmk shows, and our three ste rl in~ ..- . e; de__ 


every year. They bring in extra merchanrli..,< 


keep regularly on display, and they offer ex.:ep: ·· ­

As for Bill, well , he was blamed for a bLz~n;.; c 


"The technician said he had never seer. 3Jl: "-i:;.; 


building went down - their hard\\'iring fried .:.: ~:- _ 


Maybe next time, Bill should be im-jteri ;..::' ' 



Written by Kimberly Ballard 
Photos by Gary Patterson 

It has been a fascinating time in history to be in the 
banking industry, but amidst the national storm, a bold 
and innovative team of Alabama bankers saw the 
potential for a growth market in banking that would 
prove a pleasant alternative for customers growing leery 
of large conglomerate banks. While corporate banks 
scrambled to survive, ServisFirst Bank grew out of the 
rubble to serve everyday customers and businesspeople 
who apart from the national 
fray, just require the benefits 
they ha ve come to expect from 
a bank: financial security, 
personal service and conven­
ience. "I've learned more in 
the past three or four years than 
I did in my first 17 years in 
banking," says Andy Kattos, 
president and CEO of Servis­
First Bank, "For the first time in 
my career, I see clients migrating 
toward smaller banks." 

From the inside, some of the 
problems were foreseeable. "The handwriting was on the 
wall by 2006," Kattos says, "and we knew the residential 
and commercial real estate markets were problematic." 
Kattos, who worked as executive vice president and 
senior lender for First Commercial Bank for 14 years, 
joined a team of bankers with ties to the Alabama market 

who saw an opportunity to start a new kind ofbank, built 
from the ground up, and based on a shareholder client 
model. They began with a customer base who would buy 
stock in the bank, attracted by the long-term investment 
opportunity, and who would actually drive new customers 
to the bank through refenals. "The most important part 
of starting a bank is having capital and a deposit base in 
place," Kattos explains. "With that, there is little chance 

of failing." Kattos raised more than $14 million in 
capital to start ServisFirst in Huntsville. Named the most 
profitable bank in Alabama in 2010 according to a 
survey by SNL Financial, the bank was profitable in its 
eighth month of operation and has been profitable in 
every quarter since . . 
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As a private bank, ServisFirst turned its focus from Furthermore, new locations are set for 
residential and commercial real estate loans to more Pensacola, Fla. "People may ask 'Why 
stable loan activity in the private sector where there were Pensacola?' , until you understand our strategy 
still signs ofgrowth like industrial, government contracting, to open banks in cities with growth potential 
technology, medical, retail, military and biotech. Servis­ for business. Pensacola is a business town 
First opened banks right in the center of the banking with a military base. People think of it as 
storm in Birmingham in 2005, Huntsville in 2006, a resort town, but it really isn't. Also, Pensacola is a 
Montgomery in 2007, and Dothan in 2009. The result of jumping otfpoint for opening in Mobile." 

Kattos sees two more major 
changes in the banking industry. 
The first is in how a bank builds 
its customer base. "Today, we 
aggressively go after customers. 
We have a dedicated team who 

goes out in the field to talk to 
businesses about why they will 
benefit from banking with 
ServisFirst. If they are unhappy 

with any aspect of their current 
banking, we give them reasons 
to switch," Kattos says. This is 
el1tirely different from the 
trhditional banking strategy in 

which an ad campaign lures you 
into a huge corporate bank, or 
you just happen to wander into a 
location nearby. 

The second major change is the 
llicir efforts are 21 consecutive quarters of profit with unrelenting move toward mobile banking and electronic 
pi'lIhlcm loans wcll hdow lhc nationallcvci; $1.9 billioll transactions. "ScrvisFirst was the first to offer remote 
III a:;sl'ls across nillc locatiolls; alld heing named illtlie top deposit ,'apll1rl' wlicrl' YOII l':ln 111:1]((' a deposit from YOIII' 
I() 1IIIIsl I'rJivil'lll ballks by !\111l'f'il';1I1 lIallkn IlIa)',azine. til':·;klt,p WI' hnl'I' 1"'\'11 citlill)'. lhill lill ;dl\lIll fIVI' Y(,:IIS. " 

Kattos says there are also many new applications for your 
phones, which as soon as they are proven safe and secure, 
will give customers less reason to come into a bank. 
"Over time, the traditional brick and mortar bank wiII go 
the way of the phone booth," Kattos predicts .• 



All that glitters may not be gold, but in all 

likelihood, it is diamonds. Rumored to be 

a girl's best friend, their glistening allure 

proved more than a brainy Iranian-born 

computer programmer named Donny 

Maleknia could resist as well. Donny 

began wholesaling diamonds as a sideline 

business more than 20 years ago. Reverting 

to his love of art, a subjel:t he t(Hlght in an 

Iraniall high school hcl (lrC coming III 11ll' 

S/ 

u.s. 32 years ago, he saw an opportunity 

to give up microchips for "ice" chips and 

merged his artistic eye with those shim­

mering, glittering rocks. Huntsville's star 

jewelry designer was born. 

Donny joined Service Merchandise where 

he became their top diamond producer 

nationwide out ormore (han 400 stores. 

;\ e lls(olllCl' illlr(idlll'OU 11iL' li alltl ~' ) III( ' 
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diamond aficionado to a beautiful Iranian 

woman who had immigrated to the States, 

and ironically, she was from the same region 

of Iran as Donny. It was love at first sight 

and by the time the Service Merchandise 

chain closed its doors more than a decade 

ago, the timing was perfel:t for him and 

Fatcl11eh Nazarieh. to open th l.: l r own 

Ii illJl10nd lito,·I.:, 
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Written by Kimberly Ballard 
Photos by Gary Patterson 

Fatemeh, who left her profession as a 

nutritionist to go into a partnership with 

Donny, acts as the company's CPO and 

marketing director. Flipping through a 
photograph album recording the high 

points of their II years at the Memorial 

Parkway location. Fatemeh rel:all s their 

fru s trat ing. hili releliliess, !;carrli ror Ik 

)lnll'cl Im':lIl ioll "Tli is s (pl'(' Wil!> 0 11C\' :r 
1i1l lll hu l)!.l'1 ',1111111 " 'i l1l' SlI y'i , " I'Il\' :'" ~m SUIt! 



'Hamburgers for Ten Cents' . We did a lot of 
remodeling to get the store where it is now!" 

Today, Donny's Diamond Gallery is a 
family-owned business, deeply entrenched 
in the Huntsville community and philan­
thropically active in dozens of nonprofit 
organizations. They freely contribute 
merchandise to silent and live auctions 
when asked, and sit on the Board of 
Directors for the Better Business Bureau, 
the National Children's Advocacy Center, 
and the Heritage Club. 

To meet Donny and Fatemeh is to under­
stand their success. Their friendly smiles 
and outgoing personalities are as appealing 

as the diamonds they sell. They ,vave to 
customers through the glass from the 
showroom before you step through the 
doors, and Donny greets you with a goblet 
of sparkling water, served on gold 
embossed cocktail napkins, while you 

discuss with him your ideas. 

"It begins with the center stone," Donny 
explains. "I build the rest of the piece 
around the size and cut of that stone. 
When you talk to people about what they 
want, or they show you pictures of what 
they like, there is always commonality 
that helps me design the piece." 

"It is our company theme," Faten1eh 
explains, "If you dream it, Donny will 
create ir." 

Take your jewelry you no longer wear, or 
that has been handed down to you, and 
let Donny's design a piece you will wear, 

using those heirloom stones, diamonds, 
and precious metals. "This way you are 
holding onto the sentimental and monetary 
value of your heirloom pieces, but we have 
created for you, something more practical 
and suited to your style and taste," says 
Fatemeh. 

Donny's can redesign old 111 .. 1I 1" 11 ~' 1 

jewelry into a more CO ll k ' lll P"I , 1I y Il l ) ' 

or give a contemporary pa'\'\ i l It.l\ I~ I . 

old-fashioned flair. He CHII \' [ l'ul l 1"\ I II 

from scratch, purchase 100M' ' ,111111 

you, and design somcl hll ll-' YIIII It , l \ 

dreamed of giving to \I 1m l' tll'''! 111 " 

wearing yourself: 

Build your hoi id;l\ 'lI' II ,(lIi ,II " Pl l , I '" IIi 11 

thing that always glltkl 1 \ ,II III 111' 1 i11.1 

gold - diamollds 11(111\ 1101111 \ 

Gallely. ­



Is it true? Is every girl crazy 'bout a sharp 

dressed man? Johnny Thrasher, owner of 

Thrasher Clothing, has spent 45 years in the 

men's clothing business, and through the 

years, he knows the effect well-fitting 

clothes have on how a man looks and feels 

about himself. Although getting the ladies 

may not always be the motivation for dressing 

fine, every professional businessman benefits 

from a crisp new shirt, a shiny pair ofcufflinks, 

new shoes, and a perfectly tailored pair of 

slacks. Add a cashmere SpOlt coat and shoot 

those cuffs, and well ... you ain i missing not a 

single thing! 

The dapper Mr. Thrasher started as an 

apprentice in 1963 while attending Gadsden 

High School. "In those days , you went to 

school until lunchtime and then you could 

go into a work program ," he explains. "I 

started working for Bud's Menswear when I 

\vas 14 years old. In those days it was OJT 

- on the job training." Bud 's was an Alabama 

Johnn\ 

"When Bud's closed, I went to work for 

Hollis Clothing, before branching out on my 

own in 1991." Johnny went to wo rk for the 

Tom James Company, the world's largest 

manufacturer and retailer of custom clothing. 

"I had built up quite a clientele over the 

years, and since a lot of men do not like 

to shop for clothes, the Tom James model 

worked for me." He was able to offer a one­

on-one, personalized service to businessmen 

around town who wear suits, dress shirts, 

and ties to work every. He called and made 

an appointment, took sample fabrics out to 

his customers, often at their office; took 

measurements, and delivered to their home 

or office top-of-the-line men's custom clothing 

a couple of weeks later. 

In 2006, Johnny built his own store, 

Thrasher Clothing in Five Points, specializ­

ing in custom clothing, but carrying a great 

deal of ready-to-weal', as we ll as tuxedo 

rentals. In 2007. he sk)'.led down a bit after 
Ie ~ i' ~;..~_ - ~ . rl9 if: his 



"For people who do not feel they can afford cllstom clothing, we 
carry a broad selection of men 's ready-to-wear," says Terry Whitsett, 
the store's manager. "What's more , we sell all types of men's 

accessories too - ties , socks, jewelry, belts, shoes, handkerchiefs, 

you name it. Women are welcome because we offer items that make 

great gifts for any man." 

In the past couple of years, Thrasher's has added Mr. Tuxedo to 

their product line. "Tuxedo rentals are a large part of men 's attire," 
Johnny says. "If you wear a tux more than two or three times a year, 

it is to your advantage to buy one, but for the occasional wedding 

or formal dinner, Mr. Tuxedo is the way to go." 

Among Thrasher 's many lines are Austin Reed, Hart Shaffer Marx, 

Palm Beach, Corbin , and Gitman. "Young professionals who have 
never tried custom tailored clothing should come in and be fitted / 

I 

for a new shirt and perhaps a pair of slacks," Johnny says. "There 

is a wide variety in fabrics, and you do not have to buy the most 

expensive to look good. It is the fit that makes the difference, and 

we have something in every price range." 

"We offer a great apprenticeship program to any young man who 

is interested in men 's custom tailoring," Terry adds. 

So, whether your wallet 's fat or skinny, Thrasher's Clothing can 

still have you lookin' sharp and lookin 'for love' • 
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Something Old, 
Something New 

Written by Kimberly Ballard Photos by Chris Jensen 

It was the center of the community in 1879. 
The new Harrison Brothers Hardware 
store located on the Southside of the city 
Square was the place to go for tobacco 
products, farming and gardening tools, 
toys for the kids, and housewares. You 
could replace a broken bridle, pick up 
an extra saddlebag for a ride to Decatur, 
or grab a mill cake of gunpowder. The 
children goggled over the hard candy 
while the womenfolk found the best bargains 
on popular utilitarian Queensware crockery. 
Harrison Brothers was the Walmart of its 
day. Today, it is one of Huntsville's most 
prized historical museums and unique 
southern shopping experiences. 

After John, the last ofthe Harrison brothers, 
died in 1983 the Historic Huntsville 
Foundation bought the store. In 2007, 
Ginger Cob I joined the Foundation as 
the store manager and buyer. She sought 
to maintain as much of the rustic beauty 
of the past as possible, while focusing on 
merchandise that cannot be found anywhere 
else, and that reflects Huntsville's rich 
history and southern charm. 

The storefront window-drcssing features 
the pastoral artistry of area painters and 
artisans. A real brass bell tinkles over the 
door when you enter and the click of 

designer heels ring hollow on the original 
floorboards dating back to 1834. The 

east wing of the store is a hodgepodge of 
interesting remnants from early 20th 
century life, including the butt end of a 
half-smoked turn-of-the-century cigar and 
an old Edison light bulb dating to about 
1903. Packed with sometimes trivial, but 
nonetheless timeless objects found in the 
original store, an old sliding ladder gives 
access to the upper shelves where the 
priceless antiques are on display. 

"I was walking through the store one day 

like 1 have hundreds of times before, 
when something caught my eye for the 
first time," Cob I laughs. "Good grief, 
whose teeth are those!" The volunteer 

working the shop assured Cobl the grisly set 
of molars, a vestige of John and Daniel's 
father, Robert Harrison, had always been 
there. "Just like in a museum, you will 
find something you have never noticed, 
every time you visit." 

. ~-~~ 
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The west wing of the store is a unique blend of the old and the 
new. Find distinctive gifts for college students, gourmet cooks, 

newlyweds , and the hard-to-buy-for. Browse the scented 

candles and handmade soaps. Experience the unique selection 

ofM.C.'s Hallelujah Hands pottery out of Florence; EarthBorn 

dinnerware by Tena Z. Payne; and exclusive Sas-y Servers 

designs. From rustic oils on canvas by Eloise Schneider to 

whimsical lamps made from alticles straight out of the toolbox, 

Han-ison Brothers has gifts for the whimsical, the sophisticated, 

the traditional, and for children. 

Run completely by volunteers, the proceeds go to the Historic 

Huntsville Foundation to help keep Harrison Brothers a most 

remarkable shopping experience! • 

Fear not, for there is plenty of unique merchandise for the 

diverse shopper: handmade jewelry made from 200 million­

year-old rocks from the Volga River; Huntsville's famous 

FredBread; a variety of all-natural Lowcountry brand gazpacho, 

chutney, salsa, soups, pickles, and preserves; Lodge pre­

seasoned cast iron cookware, and colorfu I books on local 

history, cooking, and sports. 

Turn the corner and find a fully functioning hand-operated 

rope elevator and stacks of the store's original bank ledgers, 

merchandise catalogs, and inventory records. The original 

Harrison Brother's safe gapes open like from a scene in an old 

spaghetti western bank robbery. A well-documented selection 
of agate marbles, artful knobstoppers, and antique key plates 

cOlllplete with skeleton keys sit alongside Harrison Brother's 

1:1I110US, old-lilshioncd candy store section. 
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Written by Kimberly Ballard Photos by Gary Patterson 

Wilhela Cushman, former fashion editor of 
Ladies Home Journal once wrote, "Just 
around the corner in every woman's mind ­

is a lovely dress, a wonderful suit, or entire 
costume, which will make an enchanting 
new creature of her." 

When you round the corner ofAirport Road 
where it connects with Whitesburg Drive, 
European Boutique beckons in the sunlight 
against the north face of the Village on 
Whitesburg. Let the fashionable instincts 
inside your mind answer that alluring 
whisper - wispy skirts, loose fitting 

blouses, perhaps a crushy belt with a new 
pair of earrings and a matching Italian 
handbag and shoes. 

European Boutique is a magical place for 
women not just because of the comfOltable 
yet fashionable clothes, but because shop 
owner, Wanda Przekwas, and her two long­
time fashion consultants, Peggy Wicks and 
Cindy Saseen, provide a unique perspective 
and personal touch to the way they engage 
their customers. "We know what women 
want. Our customers expect us to help them 

decide what looks best on them, and if they 
are buying for a particular event, help them 
decide what ensemble works best for that 
venue," Wanda says. 

"You would be surprised at how honest we 
are," Wicks laughs. 

"1 have actually said to customers, 'Uh-uh. 
That does not suit you . Let's try something 

else," says Przekwas. 

"And our customers like that - they even 

expect it," Wicks adds. "They had much 
rather hear it from us who will help them 

pick out something that better flatters them. 
It isn't about making a sale - it's about the 
customers feeling good about themselves." 
European Boutique is unique because 
shoppers can accessorize their new purchases 
without shopping all over town for a matching 
scarf, bell, handbag. .~ .~~ ~~entary 

costume _i~\' ~.i .., -

flexibility to create an entirely different outfit 
by mixing and matching a skirt with a pair 
ofcoordinated slacks, or changing up a pair 
of shoes and adding a vest or jacket, makes 
European Boutique particularly exceptional. 

As one customer says, " ... European Boutique 

... carries clothes that boast of taste and 
elegance. Perfect for church or a casual 
dinner out . . . European Boutique is a sort 
of a hidden treasure." 

"Our merchandise is not necessarily' European' 
in that it is expensive and trendy, but rather 

it is a loose fitting, relaxed style for mature 
women who are still interested in being 
colorful and stylish, but whose lifestyle 
has become less complicated," she explains. 
"We concentrate on affordable, washable 
fabrics with durability and wearability - all 
traditional aspects of European style. Our 

customers are more interested in clothes 
that are comfortable, easy to launder, and 
practical. You tind smart styles you will not 
see at other stores around town." 

Chalet, ComfY USA, and Liz and Jane are 
excellent examples of European Boutique's 
aU-season, relaxed-fit panache. They even 

carry designer sunglasses and offer free 



alterations on all clothes bought in-store. 
After having a stake in European Boutique 
for 25 years and owning the shop for the 
past 10 years, Przekwas is proud that most 
oftheir customers become repeat customers. 

So next time you feel the magnetism and 
desire to morph into a chic and enchanting 
creature of elegance and grace, heed the 
attraction of the European Boutique . • 
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Excitement over advancement in anti-aging technology lured Dr. Hayley 
DeGraaff away from family practice five years ago, and continued advancement 
in aesthetic medicine drives her future. According to Dr. DeGraaff, owner and 
Medical Director of Advanced Laser Clinics in Huntsville, "In the past five years 
since I opened my clinic, there has been an eighty percent growth in non-invasive 
cosmetic procedures." 

Dr. DeGraaff first became interested in anti-aging treatment while she was an 
associate professor teaching geriatrics at UAB. "I felt medical science was on the 
brink of a number of procedures that would not only facilitate better ways to age, but 
that offered less drastic measures than plastic surgery, and more affordable alternatives 
in the early stages of aging." 

Advanced Laser Clinics offer a wide range of aesthetic medical services. You can 
have removed any number of unsightly blemishes, moles, and hair, and reverse the 
effects of tattoos. You can experience naturally beautifying and relaxing 
therapies like massage, facials, waxing, chemical peels, and the very popu lar 
microdennabrasion. You can also have permanent make-up like eyeliner and 
lipstick applied. 
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products on the market are: Radiesse, injected into wrinkles like those found in 
the fold between the nose and mouth; Perlane®, used for deep marionette lines 
and soft wrinkles and folds; Restylane®, preferred around the mouth and popular 
in lip augmentation; and Juvederm®, which instantly restores the volume of the 
skin. All four are safe and effective. 

Discovered in 1949, developed for therapeutic use in the I 960s, and approved by 
the U.S. Food and Drug Administration (FDA) in 1989 to treat hemifacial spasms, 
botulinum toxin , known today as Botox, changed the aesthetic medicine industry 
in 2002. At that time, the FDA approved Botox Cosmetic for use in temporarily 
improving moderate-to-severe frown lines fonning between the eyebrows in aging 
patients . For close to ten years, Botox has been a leading denervation technique 
for improving the appearance of "worry lines", "frown lines", "crow's feet" and 
other dynamic wrinkles. 

''The good news is that we are awaiting an exciting new Botox-type product that 
will rival Botox," Dr. DeGraaff explains. "This product will offer competition, 
which in turn will bring the cost down, making it more affordable to more people." 

Non-invasive skin rejuvenation procedures like Regenique recapture the health 
and vitality of your original skin tone in a few short weeks. The procedure is not 
irritating or painful, and unlike some treatments, is not a temporary fix, repeated 
every few weeks. The cost is much less than surgical alternatives and its effects 
rival those of invasive procedures. 

Advanced Laser Clinics use an amazing new treatment for acne, which is still the 
most common skin disease in the U.S. Acne can lead to permanent scarring and 
disfiguration if not treated, but Dr. DeGraaff applies a photosensitizing agent called 
Levulan to the infected area. The application is activated with a blue light to 
exfoliate the skin and unclog pores. This revolutionary Blu-Light treatment is the 
most effective on the market to date in reducing inflammation and clearing up acne. 

For many years, aging women gave up on effective non-surgical treatments for 
those clusters of red, purple, or blue spider veins most commonly appearing on 
the thighs, ankles, and calves. Today, Dr. DeGraaff has a non-invasive treatment 
for spider veins called sclerotherapy. Injected into the veins, a sclerosing solution 
causes them to collapse and disappear. 

Even as recently as the 1970s, people prayed they never looked down to find the 
pocked l1larkings of cellulite because there was no known cure for the problem. 
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Two of the most common problems women face are related to weight, and to the 
effects of menopause. Dr. DeGraaff offers innovative, safe and effective methods 
for treating both. 

Bioidentical hormone replacement treatment (bHRT) uses synthetic hormones, 
manufactured in the lab to have the same molecular structure as those made in the 
human body, to replenish the loss of natural hormones during menopause. 
Dr. DeGraaff customizes bHRT according to individual needs. She sees highly 
successful results in women with menopausal symptoms. 

Advanced Laser Clinics work closely with Advanced Weight Loss Clinics on safe 
and effective weight loss programs, but Dr. DeGraaff sees a breakthrough on the 
horizon: " In 20 I 0, aesthetic medicine will see the release of a non-invasive weight 
loss technique called Liposonix, which is currently awaiting FDA approval. " She 
explains, "Liposonix is a non-surgical laser form ofLiposuction that breaks up fatty 
tissue and dissolves it." 

Dr. DeGraaff says of her practice, "Anti-aging and aesthetic medicine is very 
rewarding. When people leave Advanced Laser Clinics, they are happy. They get 
back their self-confidence, and feel better about themselves." _ 








