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say the last decade has been 
uncertain for both employers 
and employees in the stone 
industry would be an under-

statement—to grow or not to grow, have 
wondered thousands of conflicted busi-
ness owners—while employees wondered 
how to deal with less hours, less income, 
and their own future.  

Fortunately, none of the above was up for 
deliberation within the entrepreneurial mind of 
Distinctive Marble & Granite founder, Chris 
Schnetzler, nor the minds of his team. For the 
fledgling company, expansion was in the cards 
from the beginning, and Chris wasn’t about 
to fold, period! “In October of 2001 I started 
Distinctive Marble & Granite (DMG). In the 
beginning it was simply a 3-person operation in a 
small location. I was new to the industry, but had 
a business mind and hired skilled people to assist 
me,” explained Chris.

A Distinctively Hands-On Approach
No newcomer to the rough and tumble world of 

business, Chris continued to stand firm and fixed 
on a model of expansion fueled by volume, qual-
ity and service. Self described as an entrepreneur 
with sales experience, Chris spoke of humble 
beginnings while building and tuning his growing 
company. “I was raised with a strong work ethic 
and not afraid of hard work. In the beginning I 
did everything including fabrication, installation 
and measuring, office work and sales, and initially 
created the relationships with local builders. 

“Business just grew from there, and we stayed 
for 5 years before moving to our second location 
in Powell, Ohio, a much larger facility where 
we stayed for another 5 years.” (See Distinctive 

Marble- New Shop and Showroom in the Slippery 

Rock archives, April 2007)
Enter newly appointed DMG President, Chip 

Gleine. Chip’s stone career can be traced back 
to his college days, circa 1999, while working 
part-time with his brother-in-law doing solid sur-
face and laminated work, and granite fabrication 
after graduation in 2001. As the years elapsed, 
and after much gained experience as a fab shop 
operations manager, Chip’s career moved to a 
consulting and instructional role.

“I was consulting and training people at DMG 
during August of 2011,” explained Chip. “At 

the time I had been consulting and working for 
Moraware, helping shops to be more efficient. 
DMG was a much smaller company than it is now, 
employing about 15 people. 

“I spent four days with them giving instructions 
with Moraware, scheduling and things like that. 
While I was doing that Chris and I just kind of 
hit it off while talking things through. Soon after, 
about a month, we began talks about joining forces 
to see what we could do to make the company 
different. By that time I had been in the Columbus 
market for ten years.

“So we joined forces in November 2011 and put 
together a very aggressive growth schedule. I took 
day-to-day operations and streamlined them and 
really tried to grow the business by partnering with 
local builders. At the time, a lot of local builders 
were coming out of really hard times; that is— the 
ones that were still around. 

“There used to be hundreds of custom and 
semi-custom builders in town, but by 2011 there 
weren’t that many. The ones that were left were 
doing a house or two per year. So we sat with 
them and asked, ‘What can we do to help you guys 
grow?’ We wanted to grow and we were looking 
to join with them as partners and help them when 
we could, and in return they could help us.

Distinctive Marble & Granite

Continued on page 3

Staying Ahead of The Curve Through Vision and Creativity,  
Distinctive Marble & Granite Is a Model of Successful Growth

DMG succeeds by offering good prices and 
good service and turning every fabrication 
job within 5 working days. In the Columbus 
market they serve 17 local Lowes stores and 
several custom builders as well as, like the 
Compass Homes kitchen shown at right.

Left to right: DMG President Chip Gleine and com-
pany founder Chris Schnetzler in the DMG company 
conference room. “It’s not about being the biggest, 
but working toward being the best. Growth has been 
a by-product of that focus,” said Chip.

by Peter J. Marcucci
Photos by Larry Hood &  
Distinctive Marble & Granite
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The Fabricator’s Choice 
for More Than a Decade!

“Excellent quality 

and excellent price.”

– Kathi Upchurch, 

  Castech, Inc.

“Great quality 
for the price.”

– Hershel Margaretten, 
  Imperial Marble

“Absolutely the best for the money!” 
– Frank Earls, 
  Trinity Custom Stone

My boss called me into his office and asked, “Steve, why is the Viper our 
best-selling turbo blade year after year?”  Thinking quickly, I said, “Sir, I 
don’t know but I’ll find out!”  After a little checking I realized that not 
only has the Viper® Professional Turbo been our 
best-selling blade for over a decade—the race isn’t 
even close. Braxton-Bragg has the largest selection 
of turbo blades in the industry but the Viper® always 
wins. Since sales popularity is determined by our 
customers, I called several shops and asked them. The 
overwhelming response was that the Viper® was the 
best value for the money. 

Excited, I called the boss and shared this news with 
him. He responded with, “Steve, value for money is 
a good overall evaluation, but it doesn’t tell me the 
details. I want to know why!”  

Now, I have been in the stone industry for over 10 
years, but listening to our customers, I began to learn 
some new things about blades.

Consistent
I was told that Viper® was consistent, but this confused me because the 

manufacturer is continuously improving the product and upgrading the 
manufacturing process. Delving deeper I learned that frequently customers 
try cheap blades from China in an attempt to save money. Most customers 
have reported that sometimes the blades work, other times they don’t, and 

when they don’t—you can ruin the stone and damage your saw. Consistency 
to them means that the blade always does the job and you never have to 
worry about it ruining your job, reputation or equipment. 

Chip Free
Smooth, chip free cutting was mentioned by several 

customers. They stated that blade hop, scratching and 
the extra work of repair are not an issue with Viper® 
Turbo blades.  I also learned that frequently, cheap 
blades veer off course and flex too much. Checking 
with a blade manufacturer, I was told that this was 
usually caused by an inferior core.  The lesson seems to 
be that saving money on a poor quality blade doesn’t 
make sense if you lose time or have to repair the stone. 

Durable
“Consistently durable” was also a frequent response. 
Some blades are fast, some are durable; the Viper® is 
consistently both fast and durable. Long life translates to 
value. Inconsistent life has been frequently mentioned as 
a problem with other, inexpensively-priced turbo blades.  

Price
Viper® is not our least expensive turbo blade, nor is it our most expensive 

blade. It is our best-selling blade. What seems clear is that many of our customers 
believe that it is the best combination of quality and durability available today. 

 Item # Description MSRP OUR Price 

 1020 Viper® Turbo Granite Dry Blade, 4˝ x 5/8˝, Quad Holes, 15,000 RPM $26.95 $17.95

 1022 Viper® Turbo Granite Dry Blade, 4-1/2˝ x 5/8˝, Quad Holes, 13,300 RPM $28.95 $18.95

 1023 Viper® Turbo Granite Dry Blade, 5˝ x 5/8˝, Quad Holes,12,000 RPM $29.95 $19.95

 17453 Viper® Turbo Granite Dry Blade, 6˝ x 5/8˝, Quad Holes, 10,000 RPM $37.95 $24.95

 1024 Viper® Turbo Granite Dry Blade, 7˝ x 5/8˝ KO, 8,500 RPM $52.95 $34.95

 41349 Viper® Turbo Granite Dry Blade, 8˝ x 5/8˝ KO, 7,500 RPM $61.95 $40.95

 41350 Viper® Turbo Granite Dry Blade, 10˝ x 5/8˝, 6,000 RPM $119.95 $79.95

 41351 Viper® Turbo Granite Dry Blade, 12˝ x 5/8˝, 6,200 RPM $149.95 $99.95

Viper® Turbo Granite Dry Blade

Steve Bussell recommends 
Viper® Turbo Granite Dry Blades
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“Fortunately we got a bunch of new accounts 
by getting back to basics: offering good prices 
and good service and turning every fabrication job 
within 5 working days. 

“We would measure on Monday and install on 
the following Monday, consistently. 

“We also started pushing some commercial 
projects. Some were builders that were doing 
multi-family developments as opposed to indi-
vidual homes. When that took off we real-
ized that we were really good at multi-family 
projects and just kept growing and growing. 
Subsequently, by winter-spring 2013, we knew 
that we had outgrown the facility and realized 
we were in trouble.”

The Acquisition
Servicing both commercial and residential 

markets in mostly central Ohio, it was again 
time to expand the company, and Chris and Chip 
rose to the opportunity. Neighboring company 
Marble & Granite Works in Plain City, Ohio, 
previously purchased in 2007 by Lowes was 
looking to get out of the fabrication business. 
Originally built with family assets and a lot 
of great employees, Marble & Granite Works, 
before changing hands, serviced both Home 
Depot and Lowes, and custom builders.

Chip continued: “In the past I had worked with 
both Lowes and Marble & Granite Works, and 
had always joked about purchasing the company 
and getting somebody to run it. At the time, the 
Lowes-owned Marble & Granite Works was by 
far the biggest fabrication shop in the state of 
Ohio many years running. Then, at one point, I 
got a phone call telling me that Lowes custom-
ers were waiting as long as 6 months for their 
kitchen installations, and they had a lot of upset 
customers.”

Through ongoing discussions with Lowes 
executives, Chip discovered that Marble & 
Granite Works was for sale and all that remained 
was to place a bid. With Chris’ entrepreneurial 
prowess and Chip’s exceptional sense of logis-
tics, the two decided to take the plunge and 
submitted a bid for the company. To the surprise 
of the two, their bid was declined, as Lowes had 
entered into contract with another bidder.  

“I was committed when we put in a bid for 
the business,” Chris affirmed. “I think our offer 
was comparable with the other bidder’s offer. 
Unfortunately, we lost the coin toss.”

many of the builders we work with have their 
own. 

“That said, a lot of our retail customers and 
homeowners only need help with selections 
and look for that assistance, so we have that 
service available, no charge. Many times outside 
designers come in with their clients, while others 
are working on projects such as hotels, office 
space or restaurants, so they’ll come in to make 
a specific selection for their client.” Chip added, 
“With a lot of our retail customers, educating 
them is a large part of our sales process.”

The Facility
DMG sits on 11 acres with a main building 

footprint of 33,000 square-feet and two other 
buildings approximately 12,000 square-feet 
each. The main showroom consists of 1,500 
square feet which leads into an 11,000 square-
foot slab gallery. 

Offices are spaced out around the building 
and total 3,000 square-feet. Shop square footage 
is 12,000, housing 2 GMM bridge saws, 2 Park 
Industries CNCs, 2 Park Industries line polish-
ers, 2 Fab Kings, a Bovone line polisher and a 
Park Industries radial arm polisher. 

To safely move slabs as well as complet-
ed work, five overhead cranes equipped with 
Manzelli vacuum lifters reach all areas of the 

Chip and Chris stayed in touch with Lowes 
executives, and expressed their continued inter-
est. “They came back to us about 6 months 
later,” said Chris. He received a phone call from 
the Vice President of Lowes asking if Chris and 
Chip were still interested, and the answer was a 
resounding “Absolutely!” Chris added, “Lowes 
came back to us with a letter of intent for us to 
purchase, and literally 4 weeks later we closed 
the deal. It was not a stressful event for me; I 
was ready for it if I got the opportunity because I 
knew I could perform on the contract. You don’t 
go into something like that just hoping you can 
get it done.”

And in September 2013, Chris and Chip 
closed on the facility, the work load, and every-
thing that went with it. They interviewed every 
single employee that agreed to participate in the 
process, and by September 9, 2013, Chris and 
Chip had hired 44 out of 49 people, going from 
18 employees to 62.  Currently, DMG employs 
just over 50.

People: The Heart of the Company
Chris continued: “We take pride in our selec-

tion process, and we constantly look for people 
who want to be committed to us. We’ll then 
commit back to them by providing a work 
environment that’s career oriented and not just 
punching a time clock. In this business we look 
for people with years and years of experience. 

“There are so many nuances within this busi-
ness, that you can’t train somebody in just 6 
months. It takes years to make them understand 
that this type of stone reacts this way, or this is 
just the way we do things in this business. So we 
look for that experience and maturity level in the 
work history of the people we interview, and if it 
takes our business 5 steps forward, we certainly 
will make the investment in that person.

“I think we have a lot of longevity with our 
people. Most have been with our company and 
the industry a long time. We’ve got the most 
rounded and seasoned staff in our area from 
sales right down to the guys working in the yard. 

“We constantly train and have meetings about 
our customers, doing things the right way, and 
integrity. We’ve got a couple of team members 
that are degreed designers, and they work in 
conjunction with our clients. They are really 
designer-sales staff. Within our market, specific 
designers are not a necessity simply because 

showroom, the gallery and the shop where at 
any one time 10-15 fabricators are hard at work. 
DMG owns nine installation / templating trucks 
and on any given day dispatches 6-8 installation 
crews.

As for purchasing new machinery, Chip said 
some of the machines have been online since 
2006-07 and a few since 2010, with one bridge 
saw only a year old. “Most of them are okay, 
but the CNCs and line polishers will most likely 
be updated in the near future. They still work 
good, but they’re getting old. It’s a constant 
battle keeping machines up to date. Sometimes 
it seems like we buy more parts than they’re 
worth.”

A Distinctively Different Showroom
The new facility was rundown and dated, and 

upon acquisition they completely gutted the 
showroom. Chris and Chip deeply contemplated 
doing the usual stone-on-cabinet vignettes of 
kitchens and vanities, but after much thought 
took a decidedly different route. Chip explained: 
“We really wanted the focal point to be the slabs. 
We are not showing cabinets—we are showing 
stone, sinks and faucets—so our showroom is 
very different looking with 20-foot-high ceil-
ings, exposed ducts, dropdown lighting, and 
polished concrete floor.

CNC saw operator Chansai Khanthachack uses one of the shop’s 5 Manzelli lifters to transfer a top.

The 11,000 square foot DMG slab gallery includes a rolling sink display, and a large selection of stone presented as full slabs and large, wall-mounted samples.

Continued from page 1
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ELCOME to our February 2015 issue . I hope you enjoy our careful selected 
assortment of wit, wisdom and industry news offered this month. 
Our lead story features a visit to the stylish home of Distinctive Marble and 
Granite in Plain City, Ohio, where the hospitality was warm on one of the 
coldest days on record. Jodi Wallace tackles one of the current hot topics of 

debate: How is America going to train up the next generation of qualified workers, and who 
will fill our need for the hands-on trades – manufacturing and construction, including the stone 
industry, if the rising generation is not interested? We also present some timely advice on help-
ing customers to your door with local SEO tips, some excellent new stone handling equipment 
from the creative folks at Omni Cubed, and advice on managing your web and social media 
presence. Send your letters and comments to publisher@slipperyrockgazette.net. If your shop is 
doing something interesting– we want to know!  
– Larry Hood, Editor
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“It’s an industrial look with stone and metal, 
and a big city feel,” now explained Chris. “It’s 
a huge educational display and fascinating for 
customers to see. When people walk in they see 
book matched slabs on the walls and different 
things like that; things that other shops don’t pay 
attention too. 

“We have a wet bar and TV as well as islands 
on wheels, so we can move them around as 
needed while hosting events. We try and carry 
everything from the standards to the exotics, 
and when they’re excited about buying stone it’s 
a lot nicer to come into a huge indoor facility, 
especially if it’s raining or snowing outside. 

“It’s a neat amenity complete with overhead 
crane and layout area. The designers love it and 
the clients love it and because of the better expe-
rience, it elevates our customers’ trust. There is 
also a huge outdoor area for overflow storage.”

Clearly this cutting-edge concept has paid 
off. Through servicing its customers, including 
17 local Lowes stores, 15% of DMG’s cutting 
is 3cm Silestone, while marble makes up about 
5% of material; 3cm granite production for its 
custom and semi-custom builders completes the 
bulk of its production equation. The shop cuts 
25-30 slabs total per day, which equates to 150-
200 kitchens per month.

crane and forklift inspections. It is time consum-
ing, but is absolutely the right thing to do. 

“Additionally, once a month on Friday, we 
have safety meetings with the whole team 
and daily safety meetings with different teams, 
always talking about safety in between.”

Cross-training within the shop also helps with 
safety issues, Chip explained. “A lot of our suc-
cess is because we move our workforce around 
a lot. Just because you’re a fabricator doesn’t 
mean you’re not going to help an installer or run 
a saw, and you need to do all that safely. We 
cross-train; we have to in this business.”

DMG also recycles its production water and 
sends most of its scrap stone to the concrete guys 
in town who use it as filler.

The Future: A Focus on Execution
Chris Schnetzler: “It’s been quite challenging, 

and there have been a lot of obstacles through 
the years, but my vision was to build one of the 
best granite companies around. That’s always 
been the goal, and we’ve always worked toward 
that from the very beginning. 

“We’ve been able to maintain because we 
were in tune with our operational and labor 
costs. If you keep those in check you can remain 
successful. We made sure we managed those 
numbers so we could get through the tough 
times. 

“We did have a lot of spikes where business 
was straight up, then fell way off, and when it 
fell we diversified a little bit to compensate, 
looking for larger or different projects. We also 

To feed that volume, DMG consistently cuts 
a container’s worth of material every two days, 
purchasing from distributors Mont Granite, 
Stone Mart and MS International. Stocking 96 
colors with an average of 7,500 slabs on hand at 
any time, most materials are a pleasing mix from 
India, Brazil and Italy. 

Satisfying exacting clients can sometimes be 
challenging, to say the least, so DMG, much of 
the time, performs custom layouts for those who 
purchase materials with lots of veining or color 
changes. “We don’t do layouts for quartz prod-
ucts, but we do for most other materials using 
Mylar templates printed from laser templating. 
It’s a good service,” said Chris.

Focus on Safety
Distinctive Marble & Granite has just com-

pleted a voluntary OSHA inspection. According 
to Chip, in their old smaller shop, safety was 
a concern but a lot easier to keep a handle on. 
“We now have 11 acres with three buildings and 
it’s not as easy, but we are proud of that. It took 
us 8 months before we felt comfortable inviting 
OSHA here. 

“There were no major concerns, just mostly 
GFCI outlets that weren’t working correctly and 
correcting record-keeping issues. OSHA also 
asked us to do a hearing screen as well as daily 

brought in a line of sinks and faucets to help 
offset those fallen numbers. Doing so helped us 
keep a large part of the local market share.

“Customer satisfaction was absolutely imper-
ative for us, too. We fabricate for some of the 
big box stores, and they have a very stringent 
customer service program where they follow-up 
with customers. We have to abide by that and 
mimic something similar with all of our jobs. 
Our operations department follows-up with each 
and every customer to see how we are doing.

“As for growth and expansion, now that we 
have a production facility designed to efficiently 
produce countertops, we’re searching out differ-
ent personalities that can help take us to the next 
level. We’ve taken a strong look at our sales and 
operations teams, and we’re looking to expand 
the commercial side of our operation possibly by 
taking on additional big box stores. 

“We are also constantly looking for new prod-
ucts within the industry to maximize the use of 
our entire campus. But the growth of our com-
pany has to be from our people. It’s not going to 
be me that takes it to the next level, it is going to 
be our people that take it there.

Being Distinctive
“I think image is everything, especially in the 

upscale environment in which we operate where 
people spend a few thousand to hundreds of 
thousands of dollars on stone for their homes. I 
feel it’s our obligation to offer clients the highest 
standards, in both aesthetics and service that we 
can provide. 

DMG’s adjoining industrial-look main and slab showrooms feature polished concrete flooring 
throughout, and an impressive selection of full slabs and wall-mounted samples, including two full,  

book-matched slabs of Weston Granite, seen through the roll-up door. 

This Quartzite island with undermount 
sink typifies DMG work: truly gorgeous 
and dramatic stone installed with care 
and the highest professional execution.

Continued on page 8

Continued from page 3
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Stretch Your Boundaries
HIS past spring brought a slew 
of interesting and challeng-
ing projects for my company to 
work on. Two of my favorite 

projects involved the use of engineered 
stone and using it in ways we never had 
before.      

 
I don’t know about you, but challenging 

projects and using stone in new ways is some-
thing I love doing to break up the monotony 
of standard kitchens and really show what our 
company is capable of producing. It is also 
something that you and your team can feel 
proud about, knowing that you are stretching 
your fabrication boundaries.

The first project I would like to present 
involved using Zodiac Cloud White quartz. The 
designer had specified using 3cm Zodiac for the 
perimeter and one section of the island to be 
finished with a chiseled edge. At that time, we 
had yet to put a chiseled finish on engineered 
quartz and I told the the designer that I would 
need to try a sample piece to make sure that 
the chiseling did not present an issue. After 
experimenting with a sample, we found that 
the chiseling actually worked very well on the 
Zodiac and looked great.  

The second twist to this project was that there 
was a large section of the island that connected 
to the single-layered chiseled section. For the 
second part of the island the designer wanted to 
use the same Zodiac Cloud White, except this 
area would use 2cm Cloud White on the top 
and bottom and in the center it would sandwich 
a 2cm layer of Cambria Minera (total thickness 
of the piece was 6cm). 

The top and bottom layers were to be finished 
with an 1/8 inch round over and the middle 
layer was to step back 3/8 inch and be finished 
with a chiseled edge. It was essentially to look 
like a reverse Oreo cookie (white layer on top 
and bottom with a dark layer sitting slightly 
back in the middle). This section of the island 
was shaped like the number 8. One of the trick-
ier parts of this was that the three-layered 6cm 
island was to join the single layered chiseled 
3cm section.  

The final twist on this project was that the 
designer wanted us to provide a fancy piece of 
tempered glass that sat on top of the Zodiac in 
one section (nook / bay window) of the perim-
eter top. Now, I have worked with a glass man-
ufacturer out of Canada that can make some 
really spectacular pieces to a specified shape 
from measurements we send them. However, I 
was not in love with the idea of the glass sitting 
directly on top of the engineered stone. 

In order to help provide some cushion, we 
researched and found a clear plastic mesh 
that we were able to put under the glass. And 
because the glass was between two walls we 
were able to use clear caulk on the back and 
sides to help give some type of glue / bond to 
the glass and the surrounding area to lock it in 

place, for additional stability. 
This may have even been unnecessary as 

the only way the glass would ever move is if 
someone was to attach a suction cup and try to 
pull it out.  

When the designer had first brought up the 
ideas of the chiseled edge and a triple stacked 
section of island with the Oreo layout, I was 
skeptical of the design. When he pushed the 
boundaries even further by using a piece of 
glass sitting directly on top of the engineered 
stone in one section of the kitchen, I thought he 
was outright crazy. 

But to the designer’s credit, everything came 
together spectacularly well and the kitchen 
looked like it belonged on a cover of a maga-
zine. And in the process I was able to experi-
ment and learn a few new things, especially the 
handy application of being able to chisel the 
engineered stone.

In my second favorite project of the spring, 
we worked on a twelve foot long island. Now, 
what was special about this island was that the 
designer wanted to avoid having a main seam 
in the top. And as you are likely aware, most 
slabs, especially engineered quartz slabs, do not 
come in twelve foot lengths. 

So what the designer asked us to do was to 
use one color of Q quartz (Fairy White) for 
the main center chunk of the island. This main 
center chunk (roughly 40 x 117 inches) was 
then to have an accent strip of gray Quartz 
(Cambria) that measured roughly 1-1/4 inches 
wide to surround the main chunk on one long 
and two short sides. The island was then to have 
a different color of Q quartz (roughly 12 inches 
wide) to surround the accent strip (on one long 
and two short sides).  

The challenging part of this project for my 
team was that we knew we would need to 
polish the face of the entire piece on our radial 
arm machine if we were to make the transition 
between the three different colors feel perfectly 
smooth. 

Now, we had polished the face of quartz 
before and knew that it was possible, but pol-
ishing in two different colors of Q quartz and 
a different brand of quartz in the border was 
something that we were not sure could be done.

 

 Ben Cole
Stone Industry Consultant

The chiseled edge sink surround island, smoothly built into the bottom layer of the dining peninsula, 
was produced with a Stone Pro Beaver – after test chiseling a sample, to see if it would work.

The 12 foot long island with accent inlay was hoisted into the kitchen with a boom crane. We used our 
radial arm machine to make the transition between the three different colors feel perfectly smooth. 

Photos provided by Cole Brothers

Continued on page 9

… Using stone in new ways is 
something I love doing to break up 
the monotony of standard kitchens, 
and really show what our company 
 is capable of producing. It is very 

 important to be honest and upfront 
with a designer or homeowner when 
doing something out of the ordinary, 

or something that you have never 
done before. Let them know that 
a sample may need to be made 

or tested to ensure that 
what they want is possible.
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board terms at StonExpo West / Marmomacc 
Americas in January 2015 in Las Vegas, NV.

Headquartered in Oberlin, Ohio, the Marble 
Institute of America (MIA) has served as the 
authoritative source of information on standards 
of natural stone workmanship and practice and the 
application of natural stone products for 70 years.

MIA offers an industry accreditation program 
for fabricators and installers, markets a range of 
technical publications and consumer pamphlets 
on natural stone, sponsors business and technical 
meetings and seminars on industry-related topics, 

provides educational programming for archi-
tects and construction specification profession-
als, and conducts the annual Pinnacle Awards 
competitions recognizing outstanding natural 
stone projects worldwide.

MIA is also a leading promoter of stone 
usage in the commercial and residential mar-
ketplaces, producing consumer education mate-
rials on the use of natural stone and its proper 
care and maintenance. More information can 
be found on the association’s website: www.
marble-institute.com.

HE MIA membership elect-
ed both Joshua Levinson and 
Bernard Van Etten III to serve 
five year terms (2015-19) on 

the MIA Board of Directors.   

Joshua Levinson of Artistic Tile (Secaucus, 
NJ) will represent the Mid-Atlantic zone of 
the District of Columbia, Delaware, Maryland, 
New Jersey, Pennsylvania, Virginia, and West 
Virginia. He is the President of Artistic Tile and 
has been with the firm for 18 years. Joshua is 
a Past Chair of the MIA Education Committee 
and continues to serve on the committee, serves 
on the Joint Committee on Dimension Stone 
that created the new NSC 373 Sustainability 
Standard, and is a charter member and co-chair 
of the MIA NY Metro Chapter. Additionally, 
he is currently a member of the MIA Education 
Committee, the MIA Technical Committee, the 
NTCA Technical Committee, MIA represen-
tative on the NSC Board of Directors, and the 
TCNA Handbook Committee. Artistic Tile has 
been an MIA member for 10 years. He replaces 
Jonathan Zanger, Walker Zanger, who served as 
the 2013 MIA president.

Bernard Van Etten III of Murphy Marble 
(Chicago, IL) will represent the Midwest zone 
which includes Iowa, Indiana, Illinois, Kansas, 
Kentucky, Michigan Minnesota, Missouri, 
Nebraska, North Dakota, Ohio, South Dakota, 
and Wisconsin. He is the President of Murphy 
Marble and has been with Murphy Marble for 
over 29 years. Bernie is a fourth generation mem-
ber of his company that has proudly furnished 
and installed stone in Chicago for the past 115 
years. Presently he serves as a management trust-
ee of the Health and Welfare and Pension Funds 
for local marble setters, and he currently sits on 
the MIA Accreditation Commission. Murphy 
Marble has been an MIA member for over 31 
years. Bernie fills the seat held by Dan Rea, 
Coldspring, although Rea will continue service 
on the board as the 2015 MIA president.

Both Levinson and Van Etten will begin their 

MIA Membership Elects Joshua Levinson and  
Bernard Van Etten III to the 2015 Board 

Joshua Levinson of Artistic Tile 

Bernard Van Etten III of Murphy Marble

Distinctive Marble & Granite

“So what has helped to this point is just 
having the right people in place, as well as 
continually making investments back into our 
company with improvements in machinery, a 
dress code and employee training, so we can 
operate as professionally as possible.

“The acquisition we made was a large goal 
that we had, and we’re focused on taking our 
facility to its capacity, perhaps doubling the 
output; we have room to grow. I think we are 
constantly the innovators in this industry and 
constantly trying to update and invest in our 
people and our facility. 

“Ultimately, we’d like the reputation of 
being the best team in town. We are doing 
things the right way, so there is no question in 
the consumer’s mind who they should use for 
countertops. It’s not about being the biggest, 
but being the best.”

Chip Gleine: “Chris and I joined forces and 
it’s nice that we’ve been able to work together. 
He’s an amazing businessman, and he’s created 
a wonderful opportunity for me and our team. 
I’m a relatively young guy, just 35 years old, 
and I’ve been able to work myself to a lead-
ership position in this industry and company. 

“We have a young staff and we’ve taken 
people and made them supervisors and lead-
ers. We have excellent professional managers 
and supervisors in place who can really run 
this company like a business. We’ve gotten 
to where we are because of a constant focus 

on growth and our people. It’s what makes us 
different from everyone else.

“In the next five years we would like to 
expand our business in the Columbus market, 
but we first need to alleviate a few of our weak 
points. Some shops have cutting constraints, 
some have CNC constraints; we have installa-
tion and templating constraints. 

“We know there are a lot of good people out 
there, and we want them on our team and to 
give them an opportunity to work to whatever 
level they want to. Our business will only grow 
if we have good people. 

“We take a lot of pride in what we do here, 
and Chris and I are very passionate about what 
goes out with Distinctive Marble & Granite’s 
name on it. I love the way we are tuned-up and 
I love our team, and we are primed and ready 
for the future. We definitely have some work 
ahead, but I feel good about what 2015 is going 
to bring us.”  

Distinctive Marble & Granite is a member 
Marble Institute of America (MIA), Building 
Industry Association (BIA), National Kitchen 
& Bath Association (NKBA), as well as the 
local Chamber of Commerce. The MIA is an 
association that spends the money to educate 
the stone industry as well as consumers and is 
an important resource of information.

For more information about Distinctive 
Marble & Granite visit www.distinctivemar-
bleandgranite.com.

Continued from page 5
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Choose a job you love 
and you won’t work a day in your life.

Choose us!
Voted one of Atlanta’s Best Places to

work by Atlanta Magazine, Premier Surfaces,
one of the leaders in the countertop fabrication
industry, is hiring for several positions including

general managers all the way to material handlers.

Think you’ve got what it takes to join record breaking, industry leaders?
E-mail us today at careers@premiersurfaces.com!

An affordable cost of living with great tax 
advantages

Locations in great climates; toss the snow
shovel

Headquartered in one of 
America’s Top 15 
wealthiest counties

Premier Surfaces
careers@premiersurfaces.com

www.PremierSurfaces.com

Our employees enjoy:

Relocation services available
for the right candidates

So we took the smart approach and made a 
mock-up piece, which we polished to ensure 
that there would be no issues. The trial piece 
polishing went well, and luckily, there were no 
hidden problems and we were able to polish the 
entire face of the island, and presented a perfect 
finished product. 

The last tricky step of this was boom lifting 
this piece up to the second floor of the house 
and flipping the piece up onto the cabinetry 
without having any of the pieces shift or come 
loose. But from experience, we knew that the 
engineered stones bond even stronger than the 
natural stones when glued together with acrylic 
adhesives or epoxies and the likelihood of the 
pieces coming loose was very small. 

So as expected, the island was installed 
without a hitch and the designer and home-
owner were extremely happy with the finished 
product.

In my opinion, it is important to be honest and 
upfront with a designer or homeowner when 
you are doing something out of the ordinary, 
or something that you have never done before. 
Let them know that a sample may need to be 
made or tested to ensure that what they want 
is possible. 

In some cases, what they want may not be 
possible or pose too much risk at some point 
in the process (fabrication or installation). But 

above all, enjoy the process of stepping out 
of the normal confines of what you do and 
showing what you and your team are capable 
of accomplishing.

 
Ben Cole grew up in the stone industry work-

ing in his family’s shop and currently manages 
a family-owned fabrication shop in southern 
New Jersey.

 One of the trickier parts of this island layout was that the three-layered 

6cm island was to join the single layered chiseled 3cm section.  

Stretch Your Boundaries
Continued from page 7

In order to help provide some cushion against direct contact with the 
quartz surface, Cole brothers researched and found a clear plastic mesh 
that they were able to put under the glass top in this kitchen nook.
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Bullet Proof ® Apron DELUXE

DESIGNED

By a Fabricator

FOR 

Fabricators

Available from

Order Item  
9122

$7895

9 Out of 10 Customers Are Using Mobile 
Search to Find Your Local Business
Local SEO Can Help Them Find You

Jennifer Stagner
Special Contributor

Local SEO helps you to show up in searches 
where a prospective customer wants to work 
with someone in the same town or neighbor-
hood. Often, the results take the form of “local 
citations” which are entries in maps or online 
directories such as Yelp, Foursquare, or Google 
My Business.

OCAL SEO helps your busi-
ness and service offering 
show up when prospective 
customers are searching for 

granite installation providers in their 
town or neighborhood.                 

Your business needs customers to survive.  
Existing customers provide a base of business 
from which to operate; the relationships you’ve 
nurtured with them and the quality service 
you’ve provided often lead to repeat purchas-
es and favorable word of mouth marketing. 
Attracting new customers is equally important; 
they create opportunities for you to grow and 
expand. The challenge, though, can be reaching 
both existing customers and new prospects in a 
digital age where every service and every pro-
vider is just a few clicks away on the internet. 
How then are you able to get your brand in front 
of customers when they’re looking for the exact 
services you offer? The good news is that local 
SEO (search engine optimization) helps you 
reach prospective customers in your local area 
when they’re in a purchasing frame of mind. 

Although they have some similarities, local 
SEO is ultimately very different from organic 
SEO. Specifically, the goal of local SEO is to 
provide the most relevant results to a searcher 
based on their current geographic location. For 
example, Google’s formulas are precise enough 
to understand that when a family is searching 
for “best Indian restaurant” they don’t want to 
see results for restaurants in other states; they 
want to see the top results closest to them, and 
reviews, a map, a phone number, and operating 
hours are the facts they’re most interested in.

Because so many of these searches now 
happen on mobile phones, local SEO can help 
you get your service list and phone number to a 
prospective customer regardless of whether or 
not you have a website. 

According to Forbes (Conner, 2013), 91 
percent of adults have their smartphones within 
arm’s reach; there are five times as many cell-
phones in the world as PCs. 9 out of 10 mobile 
searches lead to action, and more than 50 per-
cent lead to sales. 70 percent of mobile searches 

actually lead to action within one hour whereas 
it takes a full month for the same percentage 
of desktop users to catch up. With those kinds 
of numbers, it’s no wonder why local SEO has 
become so critical for small businesses. 

Given that Local SEO is so important, what 
is it and how do you leverage it to the fullest 
effect for your business? These top five tips will 
help you do both:

In Online Listings,  
You Must Be Consistent and Precise
Local SEO’s emphasis is on three 

main components, often referred to as 
NAP. NAP is a quick way to remem-
ber Name, Address, and Phone number.  
Local search engines and directories use 
computer algorithms to detect the NAP 
of a business and differentiate it from 
other businesses with similar profiles. 
For example, there are a ton of Indian 
Restaurants in a city, but each one has a 
unique name, address, and phone num-
ber, and that is how they’re differentiated 
in local search results. The key to show-
ing up more frequently in those results 
is to be accurate and consistent in every 
online directory or mention. 

For example, if your business is called Smith 
Construction at 100 Main Street in Yelp, but 
Smith Granite Installation at 100 Main St. in 
Foursquare, and Smith Kitchens and Counters 
at 100 Main Str. Suite 100 in Yahoo, then 
the search engines are going to have trouble 
understanding all three are actually the same 

business. Any reviews or interest in each entry 
will be watered down in results because the 
search engine has trouble combining the data.  
However, if every online mention is 100% con-
sistent and refers to Smith Granite Installation, 
Inc. at 100 Main Street Suite 100, then your 
business automatically increases its chances of 
improving visibility. 

Leverage Additional Data Fields in Directory 
Listings to Maximize Your Visibility

When prospective customers search for 
a local business, they often want to see 
more than just the name, address, and 
phone. According to Google’s study of 
consumers’ local search behavior (Google, 
2014), the business hours, directions to the 
business, and distance from their current 
location are also important. Additional 
helpful fields include the service listings, 
products offered, reviews, forms of pay-
ment, and company brand images. While 
it may be tempting for a business to skip 
these fields when submitting local direc-
tory information, it’s important to fill out 
the information as completely as possible 
to increase your odds of generating local 
business.

Reviews and Customer Testimonials  
are an Essential Component

Customers searching online want to feel con-
fident in their decision and research on a busi-
ness. Reviews from other consumers help them 
differentiate service providers. A business with 
many positive online reviews is much more 
likely to receive a prospective customer’s call 
than a business that has no reviews. Google’s 
formulas are aware of this and tend to favor 
businesses that customers are responding pos-
itively too. 

As a business owner, there are several ways 
to motivate your customers to go online and 
write positive reviews. Often it’s as simple as 
asking a satisfied customer to do so when you 
know they’re pleased with the finished service 
you provided. To make it even simpler to get 
reviews from customers, a great tip is to print 
online review links or a QR code linking to 
your business listing on Yelp, Google+, or 
Foursquare on a business card with instructions 
on how to place a review. If your service tech-
nicians, sales reps, or customer support team 
hands these cards out to customers or displays 
them prominently you’re more likely to gener-
ate reviews. Continued on page 11
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Order online or call 1-800-575-4401 before 
5:45 pm eastern for Same Day Shipping.

Fax 800-915-5501
www.braxton-bragg.com

Sinkmate Chopper  
by Edgemate Stone Tools

FREE Viper 
6 inch Con-
tour Blade 

 Item # Description  OUR Price 

 5100 Sinkmate Chopper TS6 Saw $2,299.00

 7421V Viper Contour Diamond Blade, 6” FREE

Chopper TS6 uses a 6˝ contour blade. It will cut a 3 cm lavatory 
bowl hole in less than 4 minutes. Chopper’s patent-pending design 
has guides that follow the edge of a template. These guides are 
adjustable allowing the operator to change the size of the sink hole 
using the same template. 

Chopper’s design also allows the operator to quickly change the 
blade’s depth for step cutting while holding the blade at the perfect 
angle. Chopper cuts on the line and leaves a vertical edge on the 
finish side of the bowl hole, saving you clean-up time. This tool 
will step cut the corners of a rectangular sink hole, leaving very 
little material to remove with a clean up drum, saving you time 
and money.

MADE IN THE USA

Stay Ahead of the Curve by Adding 
Neighborhood Data

According to Andrew Shotland of Search 
Engine Land (Shotland, 2014), Google is add-
ing neighborhood data to its search formula, 
and there are steps you can take to lever-
age your neighborhood visibility. Add your 
neighborhood name to the description on your 
Google My Business page, make sure Google 
Maps has your neighborhood defined correctly 
or submit an update via Google MapMaker, 
and add your neighborhood to all of your local 
citation profiles. 

Social Media is Now Often Used as much as 
Websites to Research Businesses

Having a business website is great; it central-
izes information and gives customers a place 
to go to learn about your products and service 
offering. However, many of today’s prospec-
tive customers are using social media sites to 
look for that same data. With the emergence 
of social media, a local business can actually 
thrive on local SEO even if they don’t have a 
website. Customers today can find out every-
thing they need to about your business from 
your business Facebook page. By creating a 
business social media account and sharing 
information that customers are interested in, 
such as pictures of successful installs, happy 
customer reviews, or hours of operation, you’ll 
be a step ahead of the competition and more 
likely to acquire new prospects. 

There are ways to optimize your social media 
accounts specifically for local business mar-
keting. A few tips from Quick Sprout (Patel, 
2012) include creating your Facebook page 
as a “Local Business or Place” when asked 
what kind of page you’d like to make. Once 
created, make sure you enter precise informa-
tion in all of the fields, including local phone 

number and business hours. To help get 
your Facebook page in front of a local 
audience, you can invite your friends 
with Facebook’s “invite email contacts” 
option, click “follow” on other local 
businesses in the area whose fans can 
also become your fans, target your sta-
tus updates by location (simply change 
the dropdown your status update from 
Public to Targeted by Location, where 
you can select your city), and even 
take advantage of low-cost, high-return 
Facebook ads, which “boost” your post’s 
visibility in your specified area. 

Getting Started
Now that you understand the potential 

and importance of local SEO, how do 
you get started? You can always begin 
by creating a Google Maps entry for your 
business and filling out all the relevant 
fields, creating local citation entries on 
places like Yelp or Foursquare, and 
starting a business social media account. 
Or, if you don’t have the time to research 
local citation opportunities, ensure your 

business information is perfectly consistent, 
monitor your entries for accuracy, and find and 
update each one on the internet when your busi-
ness data changes, there are service providers 
available to take the pain out of location data 
management. 

For example, Navante LLC, eliminates the 
hours of work and cost by managing your busi-
ness information on your behalf. They can help 
your business craft optimized service descrip-
tions, survey you to get a keen understanding 
of your target market, and aggregate all of the 
relevant local SEO data such as business logos, 
taglines, or marketing messages about your 
competitive advantage so you show up in the 
best light to prospective customers. Navante 
then pushes your business information out to all 
of the major data aggregators that send informa-
tion to local search engines: Infogroup, Neustar 
Localeze, Acxiom, Factual, and Foursquare. 
We monitor your data and ensure the accuracy 
and consistency of your business representation 
across the web, deleting duplicate listings, 
correcting outdated information, and filling in 
additional fields relevant to consumers.  For cli-
ents who are interested in increased visibility, 
we also offer assistance creating and optimiz-
ing social media accounts, generating review 
cards to hand out, and constructing websites 
if needed. 

Whether you choose to take on the task of 
local SEO yourself or through an agency, 
increasing visibility to your business so that 
new customers can find you is a great way to 
start the new year in 2015. 

Jennifer Stagner is a Founder and the Chief 

Operating Officer of Navante LLC. For more 

info on Navante LLC please contact Navante at 

info@navante.com .

Customers Are Using Mobile Search
Local SEO Can Help Them Find You

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for the Sinkmate Chopper
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Order online or call 1-800-575-4401 before 5:45 pm eastern for Same Day Shipping.
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The Swiss Army Knife Approach
The Fab King combines the functions of a router, a drill press, an in-line back splash 
polishing machine, top polisher, and a radial arm sink cut out machine in one. 

Real-World Designed 
Nobody knows a machine like a repairman.  The designer of this machine has more 
than 20 years’ experience in the stone industry.  Much of that time was spent trouble 
shooting and repairing stone equipment. 220 volt, single phase power and off the 
shelf components guarantee maximum uptime.

Strong Backbone
Unlike other radial arm machines, the solid frame will not flex when the motor is under 
load. Edge profiling requires a solid structure and the Fab King delivers it with 4” indus-
trial strength steel square tubing.   

Full-Size Bed 
Unlike smaller solutions, the Fab King fabrication bed offers a full 114” of linear travel 
and 30” of gantry travel.

Sink Cut-Outs in 6 Minutes!
The Fab King can cut out any sink shape using a template (which means no mistakes 
and precise dimensions) in as little as 8 minutes.

Save Your Core Bits!
It will drill holes in seconds without wobble and more than triple the life of your core 
bits.

Offer the Latest “Leather” Surface
Without Spending Big Money

No need to inventory special slabs, with Viper® Diamond Antiquing Brushes you can 
offer the latest finishes without the wait and expense of specials orders.

Profile Without Tears!
Unlike radial arm machines which can deflect 3/16” when fully extended and 
prevent true edge polishing, the Fab King cantilevered frame design presents a 
square and true tooling surface. You can use all of your favorite router bits. No need 
for a Plexiglass scratch guard.

A Back Splash Machine for Free!
A bonus application is that this is the easiest back splash polishing system yet 
developed.  The travel head runs true horizontal to insure a flat edge polish. You can 
use the 3-Step Viper® Pad to obtain the fastest finish yet. 
 

Quick Set-Up
If it’s delivered in the morning, you’ll be producing countertops by lunch. Unlike CNC 
machines, you don’t need long training programs and you won’t waste stone trying 
to figure out how it works.

Item # Description Great LOW Price
14141 Fab King Work Center  19,900.00

  F.O.B. Knoxville, TN • Includes $1,000 of FREE tools

Call for Equipment Financing Options

MADE IN THE USA

The Fab King cuts sink holes, profiles edges, drills holes, 
polishes backsplashes, and antiques surfaces 

for less than $20,000!
• 220 Volt single phase   – works in any shop!
• 114˝ travel, 30˝ travel, and 8˝ travel
• Dust free operation keeps your shop clean
• Heavier gauge steel than competition
• Precision control raise/lower 
 with friction brake for easy operation
• 3 point adjustable work surface
• Installs in minutes – no wasted set-up time
• Full 1-year manufacturer’s warranty
• Made in the USAINCLUDES

$1,000
OF FREE

TOOLING!

CALL NOW!

http://www.
braxton-bragg.
com/FabKing

www.rye-corp.com

Shop www.braxton-bragg.com for the Fab King Visit www.slipperyrockgazette.net for more Stone & Tile industry news
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Sowing and Reaping

relative told me a story the 
other day about a farmer 
who owns a large farming 
operation in the Midwest 

raising cattle, growing corn and wheat, 
and contract planting for other farmers 
in the area.    

 
During the late summer of the previous year, 

a hired hand mistakenly loaded “summer” 
wheat seed in the hopper and planted them for 
the upcoming “winter” harvest. By all appear-
ances all was well for a while. As expected, 
winter arrived on time but the crops never did.

The farmers who had contracted the planting 
services lost the season’s profits and once tests 
revealed the cause of the failed crops, they 
demanded he pony up to the tune of around a 
million dollars!

There were lawsuits, of course, and with his 
farm insurance refusing to cover the damages, 
it looked as if he would be forced to sell the 
cattle herd he had spent a lifetime building to 
pay the claims.

Thankfully, most of us in the granite counter 
top business won’t face the unpleasant surprise 
of a seven-figure settlement sprouting up in our 
businesses, but make no mistake: we still reap 
what we sow.

To that point, I remember talking to a fabrica-

tor who’d been in business about two years and 
was desperate to find a solution to the unpleas-
ant problem of under-mount sink failures that 
had begun to sprout up in his business with 
alarming frequency.

You might say his hired hands had unknow-
ingly planted summer wheat for the winter 
harvest in that his installers had been simply 
attaching the under-mount sinks with adhesive.  

By all appearances all was well for a while, 
but it was only a matter of time before the 

 Aaron J. Crowley
Stone Industry Consultant

weight and vibrations of the garbage disposals 
and the temporary nature of adhesive sealants 
exposed the mistake of an inadequate installa-
tion technique.

He was reaping what had been sown and it 
was costing him dearly.

He could have avoided the situation alto-
gether had he researched and invested in one 
of the many options available for mechanically 
anchoring sinks to stone counter tops.  

Sadly he is not alone as his experience is far 
more common in our industry than it need be.

With the ever growing list of innovative prod-
ucts available today for quick and permanent 
installations of under-mount sinks, there is no 
longer any excuse for needlessly incurring call-

back costs and causing customers frustration.  
Getting back to the story about the farmer, it 

ended well as his insurance stepped up in the 
end to cover the costs of the failed crops and he 
got to keep his prized cattle herd.  

As for the fabricator looking to avoid a sim-
ilar situation…start using one of the products 
below as insurance to prevent another crop of 
failed sink installations and keep more of the 
prized profits you’ve worked so hard to grow!

Aaron Crowley is a stone shop owner, author, 
speaker, and consultant to mid-size stone com-
panies. Contact him at aaron@fabricators-
friend.com.

Cinclips Sink Support System

Hercules Sink Harness

G-Clip

Sinkits Sink Clamp

Omni Cubed T-Slot Anchor (Electric)

Omni Cubed T-Slot Anchor (Pneumatic)

Shop www.braxton-bragg.com for Stone & Tile industry products Visit www.slipperyrockgazette.net for more Stone & Tile industry news
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Now, Thanks to This Revolutionary NEW PRODUCT,
You Can Grab Your Fair Share…

Over the next 17 years, 75 million 
babyboomers will retire. And that’s 
important because the baby boomers 

have been lining the pockets of manufacturers 
and business owners for more than six decades. 
Everything from diapers to cars to high-end 
kitchens and baths to the stock market and 
now, retirement and healthcare needs.

As boomers – and their parents – continue 
to age, more and more will need physical assis-
tance. What’s more, if they want to stay home 
and stay independent, then they’ll need to 
modify their homes to meet safety and acces-
sibility requirements.

In other words, they’ll need to modify their 
homes to be “disability” friendly. That means 
wider doorways, smoother floors and custom 
sinks and vanities that allow for wheelchair 
access.

And for those that don’t stay home, millions 
of them will begin filling the assisted living 
communities being built right now.

Another huge opportunity is the fact that 
all hotels and commercial bathrooms must be 
ADA (American Disabilities Act) compliant.

Either way, you have three huge opportu-
nities to be the go to company in your area 
thanks to Stone Pro’s newest breakthrough 
product - ADA Compliant Wall Mount 
Brackets.

The Aging of America Could Be the Single
Biggest Money Making Event of Your Lifetime…

 Item # Description MSRP OUR Price 
 3743 Stone Pro ADA Compliant Countertop Support  $224.95 $149.95

MADE IN THE USA

Restroom vanity pictures 
captured at a tavern in 
South Illinois

ADA Compliant and Easy to Install
These brackets simplify and streamline the 

installation of vanity sinks in commercial set-
tings where volume is key. General Manager 
Brad Winn of Stone Pro said the product 
offers several advantages to fabricators and 
contractors. “Time savings and consistency 
are going to be a plus,” he said. “If you had to 
custom make every one of these brackets for 
sinks in 200 bathrooms, that adds up to a lot 
of time.”

So, Brad came up with an alternative…
The brackets mount to the wall and form a 

free-standing anchor for granite tops with sink 
cutouts. Also included are angled panels that 
mount on the sides of the brackets that form 
a sleek, modern look and hide the plumbing 
without a boxy cabinet underneath.

Nothing could be simpler than using the 
Stone Pro Wall Mount Vanity Brackets, 
Winn said. “You just bolt them up.”

As a supplier to contractors, you need to be 
aware of how federal regulations regarding 

handicapped accessibility affect the products 
they can offer. Anything that is built these 
days really needs to be ADA compliant.

It’s one stop, one item you can put in place. 
It’s there, and you don’t have to custom build 
everything.

Allows for Multiple Sink Setups
Where the bracket shines is in settings that 

require the installation of many sinks at a time. 
“If you were in a bathroom in a hotel or any-
where it may be and if you had to do multiple 
vanities, you could put these brackets on the 
wall,” Winn said. 

Be the Go-To Company
By placing three brackets every five feet, a 

contractor could place up to three sinks in a 10 
foot span, he said. The brackets make it easier 
to build sinks to meet ADA standards. And if 
you can show your client that every sink will 
be exactly as your promise, then you can be-
come the go-to shop in your area for residen-
tial, commercial and assisted living facilities.

Get It Today
For more information on the Stone Pro 

ADA Compliant Countertop Support, con-
tact the sales reps at Braxton-Bragg, 1-800-
575-4401 today. Or, visit online at www.
braxton-bragg.com.

Shop www.braxton-bragg.com for Stone Pro Countertop Support Visit www.slipperyrockgazette.net for more Stone & Tile industry news
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People, People, Everywhere, and Not 
A Qualified Person Anywhere

am a big fan of Public Radio. 
What can I say – although I 
have still occasionally been 
known to blow out my car 

speakers cranking up the rock and roll I 
grew up on, I like to be informed on what 
is going on in my community, my country 
and the world in which I live.       

 
On the way into work one morning I heard an 

interview with Mike Rowe, the former host of 
“Dirty Jobs,” (a staple in our home for several 
years, I admit). I have always loved his wit and 
humor, and many people are surprised at his 
intelligence, passion and understanding on a 
wide variety of subjects. (I always find it inter-
esting that people act surprised when a regular 
“blue-collar-guy-next-door” is intelligent, artic-
ulate, and informed, but don’t blink twice if the 
same information came from a college-educat-
ed white collar person.)  

The item that really caught my attention was 
one I have given a lot of thought to in the last 
couple of years – the lack of qualified blue col-
lar tradesman, and why. As Mike Rowe put it 
so eloquently, “If we wonder why there might 
be a shortage of plumbers, look at the idea of 
how plumbers are portrayed, as a 300 pound 
guy with a b*** crack showing. What young 
person would want to go into a profession that 
is viewed this way?” 

Several months ago in my article Mutual 
Respect (SRG November 2014) I discussed 
how odd it is to see how many people view and 
treat blue collar trades people nowadays. I am 
not exactly sure when working hard and earn-
ing an honest living with your hands became 
something to be looked down on. 

Sometimes it feels as if we forgot that our 
country was built by hardworking blue-collar 
labor. Our stereotypes for certain things may 
have been politically corrected, but I think we 
still have some work to do on some of the other 
remaining and accepted stereotypes that are still 
being passed around. 

One of my favorite parts of the Mike Rowe 
interview was when he spoke about being out 
with his film crew in the midst of our most 
recent recession. The biggest topic of conversa-
tion nationally might have been unemployment, 
but the thing he said that blew him away were 
all the “Help Wanted” signs they saw posted. 

He said at first he thought it was a bad joke. 
But he said the more they traveled around and 
spoke with people the more he realized people 
really were looking for qualified workers and 
having a tough time finding them. 

I can totally relate to this dilemma.  For 2-1/2 
years I was desperate for an additional fabri-
cator. I did all the “right” things – I tried word 
of mouth, posted multiple times on Craig’s 
List, contacted the Employment Development 
Department – even the Veterans Affair office in 
our town. And nothing.  

Not that I couldn’t find people who would 
have worked as “helpers” or wanted to learn, 
but certain positions such as fabricators and 
installers require experienced people. It just 
felt like there was no one out there with what 
I needed. In frustration I finally gave up. And 
I know from speaking with other trades I work 
with that I am not the only one in this predica-
ment. Finding skilled labor is like finding that 
golden needle in the haystack.

The cosmos must have somehow felt sorry 
for me because about six months after I stopped 
looking, a guy randomly showed up in my shop 
looking for work. He had run the shop at his 
former employer’s and left because he didn’t 
feel comfortable with some of the “goings-on,” 
going on! Was I excited? You have absolutely 
no idea! And he has turned out to be a very 
important part of our team. But sadly, he is the 
exception to the rule, not the norm. 

With the current “view” that we seem to asso-
ciate with “manual labor,” the important ques-
tion becomes what happens when we cannot 
replace the skilled labor force we need? Anyone 
who has tried to hire for positions knows exact-
ly what I am referring to. The general contrac-
tors, carpenters, electricians, etc. I work with 
on a regular basis are all saying the same thing 
– where do we find workers when these trades 
are no longer considered “desirable?” 

Not everyone wants to, or can become an 
engineer, an IT tech, or many of the other 
so-called “white collar” jobs. And yet we aren’t 
having a serious conversation about what other 
options are out there or how to fix the problem 
of where we will find replacement workers. 

Most of the trades people I know are in their 
40s, 50s, and older. What is going to happen 
when those of us from the baby boom gener-
ation retire? Who will take over? My shop is 
a good example of what we are dealing with. 

One of my fabricators is 52 years old, the 
other in his forties. One of my installers is 54 
years old, the other lead installer 47 years old. 
At some point these guys can’t be walking 
around carrying 200 or more pounds of stone 
or acrylic. Who are we training to step into 
their shoes?

I have occasionally starting hearing the term 
“vocation” again, but not in a context where 
training is being offered to young people who 
have decided that college is not the direction 
they want to pursue, or perhaps already have 
a degree and are looking for something more. 

For many of us in a certain age group, voca-

 Jodi Wallace
Special Contributor

tion schools were pretty popular and a great 
alternative after high school. I knew sever-
al friends who attended Vo-Tech to become 
mechanics or electricians. And I can definitely 
tell you they made good money, and rarely had 
problems finding work. While many of us who 
ended up in manufacturing or IT positions have 
had at least a couple of layoffs splayed across 
the front of our resumes.  

As a society we tend to view the “import-
ant jobs” as those requiring a college degree. 
And those jobs are very important. But what 
happens when those doctors, lawyers or bank 
presidents want to build a house, or a hospital, 
or get their car fixed? 

When is the last time you heard someone say 
I want to grow up to drive heavy equipment 
and help lay asphalt for new highways? Or my 
dream job is to replace the broken water mains 
under the streets? Or I can’t wait to grow up and 
build breaker panels for a new building? It just 
feels like our society has come to trivialize the 
jobs that built our country. 

All those financial people sitting in those 
tall buildings and enjoying the view – those 
buildings certainly didn’t build themselves. The 
mansion some CEO had an architect design and 
he now shows off to his colleagues – was built 
with pride by blue collar labor. 

Don’t get me wrong – I think every parent 
dreams of their child going to college. But what 
about the young person who isn’t interested in 
college?  Or someone who has been there, done 
that, and wants to try something new? What 
are we offering for alternative career choices? 
Welders, mechanics, electricians, fabricators  
– these jobs take skill. You don’t just wake up 
one day, walk out the door and apply for a job 
as a diesel mechanic. 

My 24-year-old son is an oddity in his gen-
eration. Don’t get me wrong, he did graduate 
from college with a degree in Business, (and 
his mom kicked his backside all the way down 
the aisle to get him there!) But he also has 
something that most of his peers nowadays do 
not – the knowledge and ability to do things 
with his hands. 

Shane has been handling tools since he was 
young, and started helping us when he was 
11 years old. He worked nights and weekends 
while in junior high, high school and college. 
From his senior year of high school through his 
college graduation he knew that from Thursday 
afternoon through Sunday night he was ours. 
Or more specifically, he was Dad’s helper/car 
pool buddy/jack-of-all-trades. When he grad-
uated college last year he started working for 
us full-time. 

He may have moaned and groaned about 
being Dad’s travel buddy and assistant installer 
and there were definitely times I felt bad that 
he might be missing something going on with 
his friends, but he slowly worked his way from 
grunt and tool fetcher, to learning the caveats 

of how to correctly take templates, to being the 
person sent to handle templates, and in charge 
of many of the acrylic installs, working directly 
with customers, troubleshooting problems, set-
ting up an inventory control system and order-
ing supplies, and fixing broken tools including 
sanders, and routers. 

While his friends were playing video games, 
Shane was learning the difference between 
needing a 3/4 inch, 5/8 inch or 1 inch under-
layment, how to use a table saw, jig saw, and 
Sawzsall, how to install waste drops, attach 
sinks, and how to measure to ensure you are 
compliant with ADA requirements.

But something interesting happened along the 
way. Several months ago I received a call from 
one of the commercial contractors we work 
with. He awkwardly started the conversation 
by saying he wasn’t exactly sure how to bring 
up the topic, but they wanted our permission 
to interview Shane for an entry-level Project 
Management position.  

I was thrilled for him, and terrified for me 
as he had become an important asset to our 
company. Both my husband and I knew it was 
a good career move and an opportunity for him 
to grow and understand exactly how much he 
knew, but had no clue that he actually knew! 

He has now been there approximately three 
months and is about to close out his first proj-
ect. There have been ups and downs along the 
way (welcome to commercial contracting!), but 
I have definitely seen the transformation. The 
company he now works for had no idea how 
good a deal they were actually getting. 

Problems with sheetrock being torn down and 
needing to be replaced, mudded and sanded? 
No problem. Scratched countertops that needed 
to be sanded because other trades have been 
slobs and inconsiderate of new-laid tops? Easy 
enough. Touch-up painting, setting up cameras 
to keep the thieves from returning, evaluating 
incorrect sink sizes that won’t meet ADA speci-
fications, reviewing blueprints? Done, done and 
done (lucky for them that he has a “source” he 
can borrow tools from, as they seriously lack 
the “correct” tools, as Shane says!).

But Shane is most definitely the exception to 
the rule for his generation. As one of the com-
pany owners of Shane’s new workplace told 
me, if he stays in the industry and gets some 
experience under his belt, he will be able to 
write his own ticket. Why? Because finding a 
new and skilled labor force is going to become 
a serious concern for many industries in the 
very near future. 

  The time to start having a discussion about 
this is before we hit crisis mode – not once we 
are in the midst of it.

Jodi Wallace is co-owner of Monarch Solid 
Surface Designs in San Jose, California. 
Contact her at monarchssdesigns@aol.com .

All those financial people sitting in 
those tall buildings and enjoying the 

view – those buildings certainly didn’t 
build themselves. The mansion some 
CEO had an architect design and he 
now shows off to his colleagues – was 
built with pride by blue collar labor. 

Shop www.braxton-bragg.com for Stone & Tile industry products Visit www.slipperyrockgazette.net for more Stone & Tile industry news

mailto:monarchssdesigns%40aol.com?subject=Slippery%20rock%20gazette%20column
http://www.braxton-bragg.com/
http://www.slipperyrockgazette.net


16 |  feBruary 2015 slIppery rock GazeTTe      

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Groves products

http://www.slipperyrockgazette.net
http://www.slipperyrockgazette.net
https://www.braxton-bragg.com/index.cfm/fuseaction/store7catalog.level/bc/0,9029/


slIppery rock GazeTTe feBruary 2015  |  17  

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Groves products

http://www.slipperyrockgazette.net
https://www.braxton-bragg.com/index.cfm/fuseaction/store7catalog.level/bc/0,9029/


18 |  feBruary 2015 slIppery rock GazeTTe      

Akemi Transformer and Transformer Exotic are a 
new development in fast-penetrating color intensi-
fying products. They penetrate and transform dull, 
lackluster and faded stone in only 30-90 seconds 
after application! 

 Transformer Benefits:
• The fastest color intensifier and 

revitalizing product on the market

• Especially suited to adjust and enhance the 
edge color of resin treated stones 

• For natural stones and quartz-based 
 surfaces

• Provides stain protection

• For polished, honed, flamed or brushed 
stone surfaces

• Higher spreading rate than other color 
intensifiers: 300–530 sq. ft. on 
polished surfaces

• Strong and durable color deepening effect 
is weather-resistant

 Transformer Exotic Benefits:
• Highly concentrated formula

• For highly resinated stones

Available at

Call 800-575-4401 to order

   Item # Description Our Price 

 4661 Transformer, 1 Liter $65.95
 4662 Transformer Exotic,1 Liter $84.99

MADE IN THE USA

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Akemi Transformer 
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Another Piece of the Puzzle – Social Media

ACEBOOK, Pintrest, Instagram, 
Twitter, lions and tigers and 
bears, OH MY! The fact is that 
the internet changes daily, 

hourly and basically every nano second.         

 
It’s hard to keep up with. Sometimes I get 

dizzy watching it go by. And sometimes, 
something that I did last week isn’t relevant 
this week.  It can be frustrating. But, it can be 
a great tool in your arsenal if you take the time 
to figure it out.

A couple of things to keep in mind from the 
start: 

#1 – You can’t be everywhere – You may 
think you are. You may even pat yourself on 
the back because: 

• You think you left no stone unturned but 
trust me, there is always an app or website 
that you have no idea even exists. It’s OK, you 
aren’t alone.

#2 – You are going to make a mistake – It’s 
the nature of the beast. And, it may not even be 
your fault. 

• When you make a post or a comment, you 
may know what you mean but other people 
may interpret what you say in a totally different 
way. You’re in good company. Us Air, Pepsico, 
the NYPD, The Gap and many others have had 
huge issues with their social media. And, these 
are entities that pay whole teams of people big 
bucks to handle their social media presence. 

My advice would be to start with the basic 
Big 3. Start with one and then move on from 
there. 

Facebook
I “Friend” you. You “Like” a post.  I “Share” 

a post. You play a game. I keep up with my 
family. You send a message. I create an event, 
etc., etc. That’s great but those are our personal 
pages. Business pages have a different purpose 
and different guidelines. 

A Facebook business page is created to help 
promote your business to the general public. 
There are a lot of things you can do with a 
Facebook Business page. The first thing you 
need to do is get “likes”. Ask your friends and 
family to like your page. Use your business 
page to “like” other businesses you do business 
with. They should “like” you in return. The 
more “likes” you have, the more your posts are 
spread around.  

You can post photos and videos. You can 
make people aware of events you are hosting 
or involved in. You can boost posts and create 
ads on Facebook as well. You can ask questions 
and engage customers and potential customers. 

You can have a “Facebook” special. Ask your 
customers to like you on Facebook. You can 
create a “Call to Action” that will drive custom-
ers to your website or mobile site. Facebook 
ads can be demographically targeted and ad 
budgets can be set by you and they are incredi-
bly flexible and very reasonably priced as well.  

There are some guidelines to help increase 
your exposure and maximize your efforts. 
Pictures are better than plain text. Text is better 
than video and videos are better than links. In 
a nutshell – post pictures with descriptive text. 
Posts should be made 3-5 times a week and 
always around the same time. The best time 
to post is Friday through Monday between 6 
and 8pm. 

Now you’re sitting there thinking “We are 
closed on the weekend and no one is here at 
7 at night.”  That’s OK. Facebook has a great 
feature that lets you schedule posts. You can sit 
down at a day and time convenient for you and 
schedule posts to appear at later times, days, 
and weeks in advance. 

You don’t only have to post just job photos.  
Take a picture of a new staff member and 
introduce them to your Facebook family. Share 
special events, holiday hours and closings or 
mark a company milestone or awards. 

Twitter
Twitter is another big social media forum.  

Facebook is global but most of the people that 
will “like” you are your customers and there-
fore local to you. Twitter is global as well but 
it is a lot more public. The whole idea behind 
Twitter is to share information and ideas. This 
concept makes it a much more public forum. 
You can send private messages to people but all 
your posts are available for public view. People 
or businesses that don’t have Twitter accounts 
can read posts but they cannot respond to posts.     

Posts on Twitter are called “tweets” for per-
sonal accounts as well as business accounts and 
they are limited to 140 characters or symbols, 
so they have to be short. On Facebook you 
want “likes” but on Twitter you want to have 
“followers”. The more people or businesses that 
follow you, the better your tweets get around. 

Here again, “follow” people and businesses 
that do business with you and start building 
your “followers” platform. Because Twitter 
is so much more open and spontaneous than 
Facebook it doesn’t have the guidelines to 
maximize your exposure like Facebook does 

 Sharon Koehler
Stone Industry Consultant

but you can do something really simple to limit 
your repetitive posting time between Facebook 
and Twitter. You can link the two accounts 
together. That way, every time you make a 
Facebook post it shows up as a tweet on your 
Twitter page.  2 for 1 – how easy can it be?

One thing that will not carry over from 
Facebook is ads. If you create a business ad on 
Facebook and you want to advertise on Twitter 
as well, you do have to start from scratch. But 
Twitter is easy to advertise on. You can set your 
demographic or the area you wish to advertise 
in, then set your budget and away you go. 

Pintrest
Pintrest is the new kid on the block. Launched 

less than 5 years ago, it has now been named 
the 3rd largest social networking platform 
outranked only by Facebook and Twitter. But, 
Pintrest is based on a different format. Pintrest 
is a truly visible format. Users find photos that 
they like for whatever reason and upload them 
to their “boards.” These images are called 
“pins.” 

If another user sees a pin that they like, they 
can repin it from your board to theirs. And so 
it spreads from person to person and board 
to board. It’s all about inspiration. As with 
Facebook and Twitter, you want to follow your 
customers and vendors. 

Boards can be used for different things and 
you can have more than 1 board. If Mrs. 
Consumer wants to remodel her kitchen, she 
will create a board strictly for that project and 
start pinning images to it that she likes or she 
thinks will look good in her new kitchen. At the 
same time, her sister is expecting a baby and 
Mrs. Consumer starts a nursery board to help 
her sister plan the room for the new baby. 

Here again, Pintrest is very public and your 
photos will more than likely end up on some-
one’s board that is across the country, or the 
world for that matter, but it’s another way to get 
your company out there and garner some more 
SEO attention. 

Pintrest has recently made some changes 
that make them a little more “retail” friendly. 

Retailers use Pinterest for advertising and style 
trends. Pintrest now allows businesses to create 
their own pages or virtual storefronts. 

Nordstrom and the Gap use Pintrest on a 
regular basis. The Gap creates its own boards 
of style trends in an effort to get their product 
out in front of consumers. In 2013, Pinterest 
introduced a new tool called ‘Rich Pins’, to 
enhance the customer experience when brows-
ing through pins made by companies. Business 
pages can include various data, topics and 
information such as prices of products, ratings 
of movies or ingredients for recipes. 

Even if you are not a nationwide chain store, 
your photos will get out in front of the public 
and seen by a greater number of consumers. 
Not to mention, it’s another category that will 
pull your name up in a Google search when 
potential customers in your area start searching 
for companies to do the jobs they want. 

After the big 3 you can look into Snapchat, 
Instagram, Vine, Tumblr, YouTube, Reddit, 
Google+ and all the others out there. The two 
to watch right now are Instagram and Google+. 
These two are gaining market share by the day. 

Google+ was launched by Google back in 
2011 and was supposed to give Facebook a run 
for its money. It has gotten off to a slow start 
but over the last year it has picked up momen-
tum and users. Once people get used to it, it will 
be a social networking force. 

Instagram is strictly a mobile app for phones. 
Both Android and Apple users can download 
the app. It is a photo and short video sharing 
program. The videos cannot be longer than 15 
seconds and the photos come out in a square 
format that can have descriptions and com-
ments added to them before they are shared 
with a group of people. Imagine photos of your 
jobs going from person to person to person in 
the blink of an eye. 

Now, before you start thinking that you will 
be spending all your time in front of a computer 
pinning, posting, sharing and tweeting, there 
is a shortcut. There are sites out there called 
Social Media Management services. These pro-
grams allow you to post to all your social media 
sites on your schedule. 

Hootesuite and Sprout are the two most well-
known. Hootesuite will allow you to post on 
up to 35 different social media sites. Yes, 35. 
Sprout does not integrate with that many but 
may be a great place to start getting your feet 
wet. 

However you want to do it, in these times and 
in this day and age, social media is important. 
Don’t overlook it.

Sharon Koehler is a 10-year veteran of the 
stone industry. Currently she is the head of mar-
keting for Artistic Stone Design in Richmond, 
Virginia and has been a regular contributor to 
various trade magazines for several years. Any 
thoughts or comments may be sent to sharon@
artisticstonerichmond.com .

Shop www.braxton-bragg.com for Stone & Tile industry products Visit www.slipperyrockgazette.net for more Stone & Tile industry news
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Order online or call 1-800-575-4401 before 5:45 pm eastern for Same Day Shipping.

www.braxton-bragg.com Fax 800-915-5501 

 Item  # Description MSRP OUR Price Sale Price
17867 Viper® 3-Step Granite Wet/Dry Polishing Pad, 4˝, Step 1 $38.95  $25.95 $20.76

17868 Viper® 3-Step Granite Wet/Dry Polishing Pad, 4˝, Step 2 $38.95  $25.95 $20.76

17869 Viper® 3-Step Granite Wet/Dry Polishing Pad, 4˝, Step 3 $38.95  $25.95 $20.76

 Are we cRaZy?!
Our competitors thought we were crazy when we started selling fewer 
polishing pads to our customers. Not only did these pads cost less per set 
($49.10 less per set), reports from the field told us they lasted longer too. 

However, it wasn’t long before the competition tried to copy what our 
“mad scientist” spent nearly two decades perfecting: a 3-part, proprietary 
technology. A technology we’ve trademarked as TrifectaMate™ Technology. A 
technology that allows any fabricator to polish stone faster – with fewer steps. 
This saves labor and supply costs.

And while we’re not going to give away the secrets behind this new technology, 
I can give you a little insight on how all this money saving is possible.

How it’s possible – Part One…
The first thing that makes TrifectaMate™ Technology so remarkable is the fact 
that our scientists formulated a unique way to hold more diamonds in each 
pad. And more diamonds means the pads can do more work. Our technology 
goes way beyond the “White” resins others claim is the answer. 

How it’s possible – Part Two…
The second part of our TrifectaMate™ Technology is that we’ve discovered 
how to hold the diamonds longer as you use the pad. Most polishing pads lose 

their diamonds too quickly – before the diamond is used up. This results in shorter 
life. It can also mean loose diamonds from the larger grit pad left behind to scratch 
the surface in the next round of polishing. We’ve solved these problems. 

How it’s possible – Part Three…
Finally, the diamond selection process. Many manufacturers have the same quality 
of diamonds. What they may or may not have is the quality control to choose the 
right size and type of diamonds to create the perfect set of polishing pads. We have 
the technology.

The Result – The Viper 3-Step Pad
with TrifectaMate™

Thanks to TrifectaMate™ Technology, the Viper 3-Step Dry Polishing Pad saves 
fabricators $49 when they order a set of pads – compared to comparable 8-Step 
pads. And because there are fewer steps, each job is completed in 62.5% less time 
than with comparable 8-Step pads. 

Add in the fact that TrifectaMate™ Technology allows each pad to work harder for 
longer and the savings really begin to pile up. Best of all you don’t sacrifice quality. 

In fact, many fabricators who’ve already made the switch tell us the finished 
product may be even better. 

Best Uses for TrifectaMate™ Technology?
Because this proprietary technology saves so much time and works DRY, we 
believe you’ll find it ideal for job site installations. Still, once you get your hands on 
a set, you’ll probably want to use it everywhere.

30-Day Risk-Free Trial…
Order a set of the Viper 3-Step Pads today and we’ll back them with our no-hassle, 
30-Day satisfaction Guarantee which says: “If you don’t love the way these pads 
perform, we’ll buy them back from you.” Not sure what could be more fair than 
that. 
Call 1-800-575-4401 to start your risk-free trial or place your order online at:  

www.Braxton-Bragg.com/Viper3StepDry

“The Viper 3-Step Pads are the 
best I’ve used...Saves us 60% of 

polishing time and lasts twice as 
long as the previous pads.” 

– Tim Zeng, 
Granite Installation Specialists

“Mad Scientist” devotes more than two 
decades of research and development to 

create a better polishing pad.
His greatest creation – TrifectaMate Technology™ – is 
changing the way fabricators polish stone.

And with good reason – it saves 62.5% of labor costs and 
at least $49 on supply costs. 
Here’s how…

MUST-SEE 

VIDEO
ON OUR WEBSITE!

Steve Bussell testing 
Viper® 3-Step Dry Pads 
on Black Absolute granite

Hurry — Sale Ends February 28, 2015

Save 20% this month only!

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Viper 3-Step pads 

http://www.slipperyrockgazette.net
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Order online or call 1-800-575-4401 before 5:45 pm eastern for Same Day Shipping.

www.braxton-bragg.com Fax 800-915-5501 

Get a Makita Power Drill
Kit FREE!

Why Pay More to Install a Sink?
Why pay more than $5 for a sink install kit, when you could use 

the Hercules® Universal Sink Harness and complete your install 
project in minutes, with no return trip needed? The Hercules® 
Universal Sink Harness from Braxton-Bragg is another great 
innovation that can save installers time and money.

At Last, a Simple,  Fast Alternative 
The Hercules® Universal Sink Harness is a simple, ingenious 

alternative to expensive brackets that only work on some installations, 
and a time-saving, more professional alternative to building a scrap 
wood support system to hold the sink in place while the caulk or 
adhesive dries. It installs without drilling into expensive countertops 
or cutting notches into your customer’s cabinets, and without using 
messy epoxies or relying on adhesives to secure sinks. One of the most 
immediately recognizable benefits is that you won’t have to make a 
return trip to remove bracing or jury-rigged 2 x 4 supports.

Fabricator Tested in Thousands of Installs 
The Hercules® Universal Sink Harness has been fabricator- and 

installation-tested under demanding conditions, and can be used to 
install the most popular types of sinks, including ceramic, stainless 
steel, and even cast iron undermount. It is effective on either double 
bowl or single bar steel or ceramic vanity sinks. Just imagine–one 
simple, inexpensive kit can do all of those sinks! Not only is the 
Hercules® Universal Sink Harness the fastest and most economical 
system available, it’s also the most versatile.

Be the Go-To Guy to Repair Failed Installs 
While the Sink Harness was being developed and tested, we 

discovered another notable benefit of the Sink Harness: it’s a great 
system to repair failed undermount installations. Many fabricators 
are asked to repair someone else’s poor sink installation job and the 
Hercules® Universal Sink Harness will get the job done quickly, and 
provide you the opportunity to be the one contractors and home 
owners in your area call for help. 

Supports the Heaviest Sink Loads
Some clips and anchor systems rely on the counter top to support 

the sink–not so with the Hercules® Universal Sink Harness. Just like 
a suspension bridge, the Hercules®  Universal Sink Harness helps to 
provide support and over-all strength to a countertop installation. It 
actually transfers all weight to the cabinet and doesn’t add additional 
stress to the weakest and most easily damaged part of the countertop: 
the sink cut out. It does its primary function admirably well, support 
the sink under the heaviest of loads.  

You Can Even Try One for FREE!
Braxton-Bragg wants to prove it to everyone who’s faced sink-

installation problem, or just wants to save money and keep their 
shop profitable. Call Braxton-Bragg and we’ll send you a Hercules® 
Universal Sink Harness FREE to try! Visit www.braxton-bragg.com 
for the complete Universal Sink Harness demo.

Hurry — Special Offer Ends February 28, 2015

MADE IN THE USA

— when you buy —
100 Hercules®  

Sink Harness Kits

YOU
SAVE

$14995

Makita Power Drill Kit includes a 
sturdy protective case, charger and 
battery.

 Item # Description Reg. Price Sink Harness Promo 
 80144 Hercules® Sink Harness/Makita® Drill Package  $664.95 $495.00 

  (100) Hercules® Sink Harness Kits @ $4.95 ea. $495.00 Included

  Makita® 18 Volt Compact 1/2” Cordless Driver Drill Kit  $149.95 FREE

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for the Hercules Sink harness

http://www.slipperyrockgazette.net
https://www.braxton-bragg.com/index.cfm/fuseaction/store7catalog.level/bc/0,9096/
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OUNTAIN Re-Source Center 
(MRC) and Tile Partners for 
Humanity (TPFH), the tile 
industry partnership that is 

part of MRC, recognized Florida Tile for 
ten years of partnership and support of 
community improvement projects through 
generous donations of ceramic tile.           

MRC and TPFH met Florida Tile employ-
ees at the company’s corporate headquarters 
in Lexington, Ky., to personally thank them 
for the incredible impact of the donations and 
the involvement of the company. They also 
presented CEO Michael Franceschelli with 
a marble plaque thanking Florida Tile for its 
ongoing partnership. 

Florida Tile has donated to TPFH and MRC 
since 2004, when it provided 895 square feet of 
floor tile for two Habitat for Humanity homes 
in Atlanta, Ga. Since that time, the company 
has donated more than 800 loads of tile that 
have gone to more than 20 states, 40 nonprofit 
organizations, and fifteen countries. 

Two organizations that have shared in the 
donations joined MRC in expressing gratitude. 
Ashley Napier, executive director of Central 
West Virginia Outreach Center in Gassaway, 
W. Va., said that his organization has dis-
tributed 34 loads of tile to more than 1,600 
families and organizations throughout West 
Virginia and the surrounding Appalachian 
region. Lisa Boen, vice president of operations 
for Operation Compassion in Cleveland, Tenn., 
shared a video demonstrating how they have 
used tile in orphanages, schools, medical clin-
ics, homes, and community centers in fifteen 
countries in Central and South America and in 
Eastern Europe.

Herb Miller, executive director of MRC and 
TPFH, said the partners wanted to demonstrate 
just how much the donations have meant and to 
underscore the importance of the longevity of 
the partnership. He congratulated Florida Tile 
on its 60th anniversary and said the company 
has done well to focus both on business and 
supporting communities. 

“Florida Tile is one of our longest-standing 
partners and they have truly made a difference 
in the lives of thousands of families.  We work 
with nonprofit partners around the country and 
tile is one of our most-requested items. We’re 
grateful that Florida Tile understands the value 
of donating and the good that their tile does in 
so many communities. They are one of our core 
donors and we couldn’t do what we do without 
them!”

Florida Tile CEO Franceschelli was pleased 
to have the opportunity to support MRC and its 
partners. He thanked everyone for the recogni-
tion, but said he believed the organizations and 
their outreach were responsible for the incredi-
ble impact of the donations. 

“Our working partnership with Mountain 

Re-Source Center is very important.  It provides 
a simple, functional method for helping local 
communities. It is also important for Florida 
Tile, which is owned by international tile 
manufacturer Panariagroup, to be able to reach 
more distant communities in need.  The affili-
ation with Mountain Re-Source Center enables 
distribution of materials internationally as well, 
including to regions such as Central and South 
America, the Caribbean and Eastern Europe.”

Diane Hancock, director of the 6th 
Congressional District, thanked Florida Tile for 
its incredible community support on behalf of 
Kentucky Gov. Steve Beshear. She presented 
Franceschelli with a letter from the Governor 

recognizing the company’s contributions to 
both the local economy and to communities 
around the world. She also gave him a pewter 
mint julep cup from the office of the Governor.

Florida Tile is a fully owned subsidiary 
of Panariagroup, a publicly owned company 
traded on the Milan Stock Exchange (MILAN: 
PAN IM). Panariagroup is a leading manu-
facturer and distributor in over 60 countries 
around the world with six manufacturing sites 
in Italy, Portugal and the USA and eight brands 
positioned in the high-end of the market. www.
panariagroup.it. 

Mountain Re-Source Center is a 501c3 non-
profit organization that welcomes donations 
of all types of building materials as well as 
disaster relief supplies, educational resources, 
household necessities, and medical supplies. 
MRC also includes Tile Partners for Humanity, 
which represents a partnership of tile industry 
members supporting Habitat for Humanity and 
other nonprofit organizations. 

To donate or for more information on MRC 
or TPFH, contact MRC Executive Director 
Herb Miller at 304-678-4229/ hmiller@moun-
tainre-source.org or Networking Director Ally 
Venugopal at 425-429-6188/ allyv@moun-
tainre-source.org. MRC provides a donation 
receipt for tax purposes. For more information, 
visit www.mountainre-source.org.

Mountain Re-Source Center Honors Florida Tile for 
Ten Years of Partnership, Impact on Communities

Mountain Re-Source Center and its partners honored Florida Tile for ten years of partnership at the company’s headquarters in Lexington, Kentucky, 
on December 4, 2014. L to R: Sean Cilona of Florida Tile, Herb Miller of Mountain Re-Source Center, Kentucky Sixth Congressional District Director 
Diane Hancock, Michael Franceschelli of Florida Tile, Ally Venugopal of Mountain Re-Source Center, Ashley Napier of Central West Virginia Outreach 
Center, and Lisa Boen of Operation Compassion.

Left: Herb Miller presenting award to Michael 
Franceschelli. Miller congratulated Florida 
Tile on its 60th anniversary and said the com-
pany has done well to focus both on business 
and supporting communities. 

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Stone & Tile industry products
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Mediocrity or Mastery?
It Depends On Your Threshold for Discomfort

accelerate the necessary learning for the current 
venture, but also form the hard earned wisdom 
needed for the next.

The brutal truth in all of this is you will not 
accomplish anything of significance until your 
leadership has experienced life beyond the 
threshold of discomfort. And this doesn’t apply 
just to startups either as even for mature busi-
nesses that have experienced success, without 
intentional guidance and leadership in pushing 
the organization into the realm of discomfort 
in growth and development, the business will 
backslide into mediocrity. 

An example of this type of common mistake 
is in interpreting any current financial success 
as the result of current actions. In most cases, 
they are not. Financial results are a lagging 
indicator. They are the results of past deci-
sions and actions and yet leaders too often 
compound this misunderstanding by assuming 
today’s profitable results will continue tomor-
row without questioning what needs to be 
done differently in today’s decision making to 
be as good or better than yesterday’s. This is 
also known as complacency and complacency 
equals mediocrity.

HE reason I don’t work with 
startups,” I explained to a 
colleague recently, “is not 
because they don’t have 

money, though that is a good reason not 
to. I avoid working with startups because 
they haven’t learned anything yet.”                 

My explanation underscores what I have 
experienced not only in my own startups but 
also in the multitude of others I have encoun-
tered in my advisory work. In most cases, 
startups are comprised of young entrepreneurs 
who spend almost as much time daydreaming 
about the fortunes they are going to make as 
the time they devote to making the fortune in 
the first place.

“Go make some mistakes and learn some-
thing,” I usually counsel young entrepreneurs. 
“Then we’ll have something to talk about. I’ll 
even buy the beer!” As often as I’ve made the 
offer, I can count on one hand the times I have 
been taken up on it. All of which that leads me 
to a simple realization about why startups are so 
important to the formation of a business owner, 
and it is not because of the potential fortune. 

The truth is that even if the startup manages 
to survive and become a viable business, it will 
still face substantial challenges in achieving the 
financial success the entrepreneur had hoped 
for, underscoring what most of you know by 
now – there are no guarantees. 

So, why do it in the first place? While there 
are a multitude of reasons, the ultimate payoff 
in leading a startup through to operational suc-
cess is in the journey itself – the “hard knocks” 
experience that comes with the adversity and 
persevering to overcome the challenges. It is 
in that learning experience where the ultimate 
payoff is, however for most it won’t materialize 
until some unknown time in the future, whether 
in the next startup or the fifth one.

As disheartening as this may sound, there is 
a way to accelerate this journey by learning to 
operate beyond your threshold for discomfort. 
The region of the graph above the line illus-
trates where the discomfort is most significant, 
when the experience tips from being driven by 
the giddy energy of starting something new, to 
being driven by the will to survive, even if only 
to make it to the next day. 

I refer to this point of realization as the 
Moment of Truth, when the last shred of igno-
rance is ripped from the entrepreneur’s eyes and 
they now realize the magnitude of the challenge 
they are up against. This is where the journey 
to success truly begins and the entrepreneur is 
forced to choose to either continue in spite of 
the odds against them, or throw in the prover-
bial towel. 

Coincidentally, it is also at this point that the 
leader’s journey transitions from one of medi-
ocrity to a journey of mastery. Willingly going 
beyond the discomfort threshold will not only 

Regardless of what type of business you are 
in, whether startup or mature business, commit 
to pushing your leadership and your organiza-
tion beyond the threshold of discomfort. This is 
where the true learning takes place and leading 
in the learning during the discomfort here will 
sow the seeds of future success and growth.

Rick Thomas is a Principal and Director of 
Human Capital at Pilot Wealth Management, a 
registered investment advisor in Oregon state. 
Leading their focus on the human component 
of building wealth, he consults and speaks to 
organizations across the country, focusing on 
individual and organizational achievement.

Richard Pierce Thomas
Leadership and Small Business Consultant

As disheartening as this 
may sound, there is a way 

to accelerate this journey by 
learning to operate beyond your 

threshold for discomfort. The 
region of the graph above the line 
illustrates where the discomfort 

is most significant, when the 
experience tips from being driven 

by the giddy energy of starting 
something new, to being driven 

by the will to survive, even if only 
to make it to the next day.

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Nelson Shims
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Makita® 4101RH 5” 
Masonry Saw 

For Wet Cutting of Tile, Masonry,
Concrete and More

• Powerful 7.9 AMP motor for the most demanding applications
• Special cover design prevents water from entering into motor housing
• Cuts up to 1-5/8” at 90° and 1” at 45°
• Ground fault circuit interrupter (GFCI) plug
• Lock-on button for continuous operation
• Includes 15 ft. of tubing, water pressure regulator and water valve
• Adjustable depth of cut

 Item # Description OUR Price Sale Price 

 9361 Makita® 4101RH 5˝ Masonry Saw, 7.9 Amps $368.95 $319.95
  115 Volt, 6.5 Lbs., 12,000 RPM

Features: 3/4˝ Arbor, Depth of Cut at 90° is 1-3/8˝, 
Depth of Cut at 45° is 1-3/16˝

Kit Includes:
(1) 15´ Water kit

(1) Water Pressure Regulator

(1) Water Valve

(1) Lock-on Button For Continuous Operation

(1) Ground Fault Circuit Interrupter (GFCI) Plug

(1) Special Cover Design That Prevents Water From Entering Into Motor Housing

Call 800-575-4401

Available at

Sale Price: $319.95!

 ON

SALE!

Hurry — Sale Ends February 28, 2015

YOU
SAVE

$ 49

My Problem with Raisins
ERE it is February, and I still 
haven’t broken any of my 
New Year’s resolutions for 
2015. Amazing!

(Uh, hmm. Come to think of it, I didn’t make 
any New Year’s resolutions for 2015. Or 2014 
or 2013, for that matter. But why fret over minor 
details?)

I am, however, going to get the jump on 
2015. Even though 11 months remain before we 
welcome the next new year, I hereby resolve to 
finish my box of raisins before the expiration 
date comes due.

I’ve got plenty of time to work on the matter. A 
label on the top of the box says my raisins must 
be used by November, 13, 2015. It’s a big box, 
but even if I eat only one or two raisins daily, I’ll 
surely have all of them consumed by then.

I happened to notice the expiration date a few 
days ago when I dug the raisins out of the refrig-
erator and sprinkled some on my oatmeal.

“Huh?” I thought to myself. “Do raisins go 
bad? I always figured they were more or less 
ageless, like peppermints in the bottom of the 
candy dish at Aunt Prunella’s house.”

Assuming raisins do have a finite existence, 
though, why such a precise date for their demise?

An expiration label simply stating, “It’s prob-
ably best to have these things eaten by early fall 
of next year,” would make a lot more sense—
although all that verbiage would take up a lot of 
space on the top of the box.

Talk about confusion! Does this mean on 
November 12, 2015, I can eat these raisins with 
reckless abandon and suffer no ill effects, but if 
I wait two more days before nibbling I will keel 
over deader than Kelsey’s mule?

Will my raisins sit in the box, all plump and 
sweet, until midnight on November 13, 2015, and 
then — zap! — turn into dried-up mouse poop? 
And if I do eat them sometime after November, 
13, 2015, and croak, will my death be ruled sui-
cide or accidental?

The whole business of expiration dates on food 
products baffles me. I never know how much 
faith to put in them.

Let’s say I decide to eat a bowl of cereal before 
going to bed. I reach into the cupboard, pull out 
a box of Sugar-Coated Zippy Flakes and start to 

pour them into a bowl. Then I happen to notice 
the expiration date passed two weeks ago.

Are my Sugar-Coated Zippy Flakes too stale to 
eat now? Is it just my imagination, or have they 
gotten mushy? Or are they just as crisp as the day 
I brought them home?

And what about the milk I just started to pour? 
According to the expiration date, it went sour 24 
hours ago. Even if it passes the sniff test, does 
this mean it still might be infected with jillions 
of newly hatched bacteria and other cooties that 
will make me spit up at 3 o’clock in the morning? 
Inquiring minds want to know.

Yikes!
I just glanced ahead on my 2015 calendar 

and looked up November 13. It’s a Friday. Any 
Friday the 13th is a bad omen in and of itself. But 
when you consider this date follows oh-so-close 
to Halloween, it surely has sinister overtones.

Maybe I’ll start eating 10 raisins a day, just to 
make double-dog certain they’re gone in plenty 
of time.

Sam Venable is an author, stand-up comedian, 
and humor columnist for the Knoxville (TN) 
News Sentinel. He may be reached at mahv@
outlook.com .

 Sam Venable  
Special Contributor

Sports Quote of the Month
“People ask me what I do in winter when 

there’s no baseball. I’ll tell you what I do.  
I stare out the window and wait for spring.”

Rogers Hornsby  (1896 – 1963)  
 American baseball infielder, manager, and coach 
who played 23 seasons in Major League Baseball  

Hornsby is one of the best hitters of all time. His career batting average 
of .358 is second only to Ty Cobb in MLB history.
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WANT PRODUCTIVITY ?

BULLET PROOF™ 
Fabricator’s Apron

Stone Sleeve™ 
Fabricator’s Sleeve

Available from

Why work cold and wet?

800-575-4401  •  www.braxton-bragg.com

Order Item  
9121

Order Item  
9127

$66.95

$56.79

Why Men Might Be Happier
• The garage is all yours. 
• Your last name stays put. 
• Wedding plans take care of themselves. 
• Wedding dress $5,000. Tux rental $100. 
• Chocolate is just another snack. 
• You can never be pregnant. 
• You can wear a white T-shirt to 
a water park. You can even go 
topless to a water park. 
• Car mechanics will tell 
you the truth. 
• You never have to drive to another gas 
station restroom because this one is “just 
too icky.” 
• You don’t have to stop and think of which 
way to turn a nut on a bolt. 
• Wrinkles add character.
• People never stare at your chest when you 
are talking to them. 
• The occasional well-rendered belch is 
practically expected. 
• New shoes don’t cut, blister, or otherwise 
mangle your feet. 
• You pretty much have one mood most of 
the the time. 
• Phone conservations are over in 30 sec-
onds flat. 
• A 5-day vacation requires only one suit-
case. 
• You can open all of your own jars. 

• You get extra credit for the slightest act of 
thoughtfulness. 
• If someone forgets to invite you, he or she 
can still be your friend. 

• Your underwear is $8.95 for a three-
pack. 

• Three pairs of shoes are 
more than enough. 

• You never have strap 
problems in public. 

• You are unable to see wrinkles in your 
clothes. 

• Everything on your face stays its original 
color. 
• The same hairstyle lasts for years, maybe 
even decades. 
• You only have to shave your face and neck. 
• You can play with toys all your life. 
• Your belly usually hides your big hips. 
• One wallet and one pair of shoes, one color 
for all seasons. 
• You can wear shorts no matter how your 
legs look. 
• You can “do” your nails with a pocket 
knife. 
• You have freedom of choice concerning 
growing a mustache. 
• You can complete all your Christmas shop-
ping for 25 relatives on December 24, in 25 
minutes. 

Visualize, Customize, 
Realize with Arizona Tile’s 

Just Design™

RIZONA Tile cordially invites 
you to visit their three visu-
alizing tools – literally at 
your fingertips-with Just 

Design™, Just Imagine™, and Custom 
Blend Program.              

The Arizona Tile Just Design program allows 
web browsers to create a custom product from 
over 70 designs, including: medallions, feature 
walls, backsplashes, listelles and mosaics. Once 
you select your design, you may select from 
over 27 natural stone and 60 porcelain colors. 
For more information, including pricing, please 
contact your nearest Arizona Tile location. 

Arizona Tile offers a remarkable online tool 
that helps designers and customers visualize 
how their products will look in a space-be-
fore purchasing. This custom visualization tool 
allows users to create their own space in a few 
easy steps. Paired with their Custom Mosaic 
Blend Creator, you have all the tools at your 
fingertips to create a one-of-a-kind item.

The Arizona Tile Custom Blend program is a 
great addition to their current mosaic offering. 
A customer can create a unique design that is 
perfect for their project. The mosaic can be a 
combination of glass or stone and glass. The 

program is available by accessing the Arizona  
Tile website www.arizonatile.com or by visit-
ing one of their showrooms.

The Arizona Tile app is available for free 
through: App Store and Google Play. 

With this app, you will find:
• All Arizona Tile products, and you can  

  create a list of your Favorites
• Product Finder, another way to easily locate  

  what you are looking for
• All Arizona Tile locations
• Gallery of hundreds of photos for design  

  inspiration
• Links to your favorite Arizona Tile tools:  

  Just Design, Just Imagine, Custom Mosaic
Founded in 1977 in San Diego, California, 

Arizona Tile has grown into a nationally rec-
ognized commercial and residential distributor 
with more than 25 showrooms throughout 
seven Western states. Arizona Tile is one of 
the largest independently-owned importers of 
stone in the United States, offering more than 
230 varieties of granite, travertine, onyx, slate, 
marble, limestone and quartz, plus medallions, 
porcelain tile and other design creations. 

Founded by John Huarte, former NFL player 
and Heisman Trophy winner, the company is 
still family-owned after more than 35 years.

Valentine’s Day Quote
“All you need is love. But a little chocolate 

now and then doesn’t hurt.” 
Charles M. Schulz  (1922-2000) 

American cartoonist
Schulz was best known for the comic strip Peanuts, featuring Charlie Brown

Arizona Tile offers a free App to access their online visualizing tools, created to help designers and 
customers see how Arizona Tile products will look in a space, before purchasing.
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Call 800-575-4401

Makita®  4˝ Wet Polisher 
Variable Speed

• Five variable speeds 2,000 – 4,000 RPM (no load) 
• Built-in GFCI with reset and test buttons  
• Built-in water connections 
• Powerful 7.9 Amp motor  
• 5/8-11 spindle thread
• 5.1 lbs.
• 4˝ Hook & Loop Back-up Pad included
• 1-year limited manufacturer’s warranty

 Item # Description MSRP OUR Price Sale Price
 9001 Makita® 4˝ Wet Polisher, PW5001C $568.00 $319.95  $274.95

 9376 Brush Set for Makita® PW5001C $18.60 $11.95 

Compare and SAVE!

Sale Price: $274.95!
Screen Capture, 1-15-15 

GranQuartz Website

$6405

LESS
THAN 

GRANQUARTZ

Available at

FREE 

FREIGHT!

Hurry — Sale Ends February 28, 2015

MIA Receives Macael Award in Macael, Spain 
November 21, 2014, MIA 
president Tony Malisani 
(Malisani, Inc. of Great 
Falls, MT) accepted the 

coveted “Institution Award” at the 28th 
edition of the Macael Awards in Macael, 
Spain. This award was one of nine awards 
given by the Asociación de Empresarios 
del Mármol de Andalucía (AEMA), the 
leading natural stone association in the 
Almeria region of Spain.              

In his acceptance speech, Malisani indi-
cated, “It is my honor and great privilege to 
receive this award on behalf of the members 
of the MIA. The Marble Institute of America 
(MIA) has 1,700 members that are located in 
56 counties around the world. It is our belief 
that one way to strengthen the stone industry in 
the United States is to strengthen our ties with 
international natural stone community. The 
marble industry here is one of the oldest, and is 
also one of the most innovative. Certainly there 
is much we can learn. We are hoping to contin-
ue our outreach and increase cooperation, com-
munication, and education with the Asociación 
de Empresarios del Mármol de Andalucía.”

During the event AEME President, Antonio 
Martinez highlighted that a strong global 
stone market demands that collaboration occur 
between stone associations. He acknowledged 

Award”, a special award for stone trade asso-
ciations.

The event drew 500 attendees from several 
countries and was an impressive presenta-
tion and recognition of outstanding stonework. 
Malisani noted that, “with over 10% of the MIA 

that the MIA’s standing in the natural stone 
industry for developing technical standards, 
safety initiatives, current development of an 
international import/export handbook, and 
innovation were factors that caused the AEME 
to recognize the MIA with the “Institution 

membership residing outside of North America, 
it is rewarding for the MIA to be recognized 
for outstanding programs that benefit the entire 
global stone industry.”

AEME’s first vice president and MIA member 
Eduardo Cosentino hosted the MIA delega-
tion which included Malisani, MIA Secretary 
David Castellucci (Kenneth Castellucci and 
Associates of Lincoln, RI), and MIA Executive 
Vice President Jim Hieb. The MIA also had the 
opportunity to meet with AEME officials to 
present several key industry initiatives including 
the newly adopted ANSI approved sustainabil-
ity standard championed by the Natural Stone 
Council (NSC). In the upcoming months, the 
MIA and AEME will also be collaborating on 
a translation of the MIA’s Dimension Stone 
Design Manual (DSDM) into Spanish to further 
expand the use and understanding of technical 
standards. MIA’s Castellucci added, “We also 
had a very good conversation about safety, qual-
ity standards, and education for architects, as 
well as stone professionals. It was also great to 
tour their technology center (Fundación Centro 
Tecnológico Andaluz de la Piedra) and discuss 
advances in stone testing and other technology.”

For additional information and pictures from 
the Macael Awards visit www.marble-institute.
com/macaelawards.

(Left to Right) Tony Malisani and David Castellucci proudly hold the “Institution Award” at the 
Macael Awards event.
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The Varmint County Chronicles “Boomer” Winfrey
Varmint County Correspondent

ARMINT County is in the 
middle of the Winter dol-
drums. The holiday season 
has come and gone, with 

all the Halloween pranks, Thanksgiving 
turkey and Christmas parades now a fad-
ing memory.  

The Autumn deer hunting season is past 
as well, and the male population of Varmint 
County High School is back in the classroom, 
deceased grandmothers buried, cases of the 
flu miraculously cured, broken-down vehicles 
repaired. “Pie Hole” Sweeny set the record by 
burying six grandmothers and an aunt in less 
than 30 days.

“Are you going to let him get away with 
such lame excuses and outright lies?” school 
secretary Prunella Pinetar asked principal Toby 
Potts.

“Yeah. If we call him on it, he’ll just come 
up with another excuse tomorrow. Besides, 
I’ve already talked with his pap. Pie Hole 
will make it up when he has to attend summer 
school while his buddies are bass fishing and 
girl chasing,” Toby replied with a wicked grin.

While outdoor activities are held to a mini-
mum by the rugged winter weather hereabouts, 
Varmint County’s principal activities shift to 
warmer surroundings, namely the toasty interi-
ors of Smiley’s Pool Emporium, the Dead Rat 
Tavern and the Varmint County Viper basket-
ball fieldhouse.

The Vipers are enjoying a typical season 
under Coach B. O. Snodgrass, beating the 
stuffing out of all of their opponents on the 
court and winning all of the post-game brawls 
as well. The Lady Vipers have been, to say the 
least up to now, less successful.

Coach Penny Haig, the former Lady Viper 
superstar center who took over the coaching 
job when Gabby Aslinger retired to move 
into the County Mayor’s office, was asked by 
Cooter Owens, the sportscaster for WVMT 
AM/FM, what she thought of her prospects at 
the beginning of the season.

“Well, we’re kinda on the small side,” 
Penny replied, “but we’re slow. Of course that 
shouldn’t mean much to the players right now. 
They’re so green and inexperienced that they 
have no idea how bad they’re going to be,” 
Penny added with a crooked grin.

Penny’s little sister Chloe was long graduat-
ed, as were the other starting players from her 
Division A state championship run of a couple 
of years back. On top of that, star point guard 
Vicki Hogg had to transfer when her daddy 
lost his job at the meat-packing house over in 
Burrville and moved his family to seek an oil 
field job in North Dakota.

Then starting forward Prudence Holliman 
had to drop out of school. Seems she wasn’t 
prudent enough and was forced to take mater-
nity leave. She is happily married now, at 

least. Tommy Joe McSwine, nephew of lawyer 
McSwine, walked Prudence down the aisle, 
followed by six heavily armed Holliman broth-
ers. Another three-year backup guard broke her 
leg in a water skiing accident on Mud Lake, 
while Penny had to suspend another player for 
flunking four out of five courses at midterms.

All of this misfortune left Penny with only 
seven players at the beginning of the sea-
son, five of them freshmen. Predictably, this 
group managed to lose their first game to Lott 
County by a score of 55-12. It only got worse, 
with losses to Pumpkinville 72-31 and an 
embarrassing 68-14 shellacking at arch-rival 
Burrville.

“Penny, I know this is hard for you to take 
but hang in there. These girls need you to teach 
them how to be winners,” Gabby Aslinger 
encouraged her young successor.

“Gabby, I’m not used to losing and defi-
nitely not used to losing badly. It’s tough 
putting up with the sneering grins 
from those male coaches and their 
snide comments about how bad 
we are, but I’ll not quit,” Penny 
replied. “Those girls keep getting 
outplayed but they’re not quitting. Nobody has 
even suggested quitting the team and I’m about 
as proud of this bunch as any team I’ve ever 
been associated with.”

“It might be a good idea to tell them that,” 
Gabby observed.

And Penny did just that, calling a team 
meeting and letting her girls know how proud 
she was to be coaching them. “You are playing 
ball under the most difficult conditions imagin-
able,” Penny pointed out. “You’re all short on 
experience and size but you’ve got more heart 
than any group of girls I’ve ever seen. All of 
our opponents are looking for payback from 
previous years when we kicked their butts and 
they’re having their fun right now, but we will 
get better and we’ll have our day, I promise 
you,” she concluded.

“Coach, can you talk to the janitors and see 
if they’ll let us have a key to the gym? Some 
of us would like to put in some extra practice 
time on weekends,” Bobbi Jo Barnwell asked.

“Bobbi Jo, I’ll do you one better than that. If 
you’re willing to practice on weekends, I’ll be 
right there with you,” Penny beamed.

Things began to turn around the very next 
week. The Lady Vipers lost their next two 
games too, but they held Joseph B. McCurdle 
High School to only 34 points by playing hard-
nosed defense, losing 34-29. On Friday they 
did even better, losing on a last second shot 
44-43 to visiting Burrville.

Then one of those little things occurred that 
sometimes turns the world around, for better 
or worse. Penny was up early on a Monday 
morning, having spent the night sniveling and 
sneezing from a nasty head cold. She heard the 
newspaper carrier, Sheila Hockmeyer, drive 

up in front of the house she rented in Lower 
Primroy.

Suddenly a bundled-up newspaper came fly-
ing out of Sheila’s beat-up minivan and landed 
with a thud, right in the newspaper box on 
Penny’s front porch.

“Jeeze, that was quite a toss, at least 60 or 
70 feet from the street.” Penny said to herself 
and noted the time. The next morning she set 
her alarm to get up early. Again, Sheila pulled 
up, an arm shot out of the passenger side of the 
vehicle and lofted the newspaper bundle over 
the van, across the street and yard and square 
into the newspaper box with a “thunk.”

A couple of days later, Penny ran into Sheila 
at the Shop ‘N’ Save. “Who have you got 
riding shotgun on your paper route? I’ve never 
seen anyone toss anything with that much 
accuracy, and in the dark to beat it all.”

“Oh, my niece Bertha who lives 
with me helps. She goes to bed 
early, gets up and meets me at 
3:00 a.m. and helps me with 

my route until I drop her off at 
school around 6:30,” Sheila replied.

“That would explain why Bertha Hockmeyer 
is always getting into trouble for falling asleep 
in her afternoon classes,” Penny laughed.

“She’s falling asleep? She didn’t mention 
that,” Sheila sighed. “I’m going to have to 
stop asking her to help. I don’t know how I’ll 
finish the route without her help but her studies 
come first.”

“Can she throw anything else with as much 
accuracy as she flips those newspapers?” 
Penny asked.

“Oh yeah, she can hit the center of a spare 
tire nailed to the barn with a football from 
about fifty yards.”

“You’re kidding? Can she throw a basket-
ball?”

“Never had a basketball goal at home. I imag-
ine she could toss one of them too although it’s 
a bit large for one hand. She usually throws 
with just the one hand.”

The next afternoon, Penny cornered Bertha 
as she was heading into afternoon study hall. 
“Why don’t you come down to the gym with 
me for a few minutes,” Penny asked. “I want to 
see you toss balls around.”

In the gym, Penny first handed Bertha a 
rolled-up newspaper,” urging her, “I want to 
see how you toss this thing and hit my paper 
box every morning without missing.”

Bertha calmly lofted the newspaper over 
her head in a hook shot, back to the goal, and 
dropped it through the net from mid-court.

“Can you do that with a basketball?”
“I don’t know. I can with a football. I don’t 

know how to toss a basketball,” Bertha replied.
“I’ll show you. Take it in both hands like 

this, one slightly under, the other one on top, 
and shoot it up with a little spin.”

Bertha shot the ball. It missed the goal, the 

backboard and the gym floor, landing in the 
bleachers.

“That’s not too good,” Penny observed.
“I do better with one hand,” Bertha explained.
Bertha then tried again, balancing the basket-

ball on her right hand and slinging it over her 
left shoulder in a perfect hook shot – from forty 
feet away. The ball swished silently through 
the nets.

“Your Aunt Sheila wants you to stop help-
ing her with the paper route. She’s concerned 
you’re not getting enough sleep to keep up in 
class.”

“But my aunt needs that paper route to make 
ends meet. She’s got a second job at the diner 
as soon as we finish the route. Without my help 
she can’t finish in time,” Bertha protested.

“I’ll make you a deal. I’ll hire a boy to meet 
your aunt and help her with the route. I know 
one or two Haigs that have nothing better to 
do with their mornings. You get a good night’s 
sleep and stay awake in class. Oh, and one 
more thing, come down to the gym tomorrow 
afternoon and try out for the basketball team!”

To make a long story short, two weeks later 
the Varmint County Lady Vipers took the 
court with a new player on the team. Bertha’s 
debut wasn’t all of that impressive at first. She 
kept forgetting the little basics of basketball 
like dribbling the ball. The first time she was 
passed the ball she was called for traveling. 
The second time she dribbled it off her foot. 
Penny called a time out.

“I think, girls, we move the ball around a bit, 
let Bertha get set at a spot where she’s comfort-
able shooting and pass her the ball. Bertha, you 
catch the ball and just shoot, don’t move your 
feet, don’t bounce the ball. Just shoot.”

And that’s exactly what happened. Bobbi Jo 
Barnwell passed the ball to Camilla Pennywell, 
who passed to Bertha. Nobody bothered to 
guard her because her back was to the basket, 
when she suddenly launched a hook shot from 
near the mid-court line. “Swish,” into the net.

When the game ended, Varmint County had 
its first victory of the year, a 55-45 victory 
over the Lake County Lady Loons. Newcomer 
Bertha Hockmeyer accounted for 30 of those 
points.

“Looks like you’ve found yourself a ringer,” 
Coach B. O. Snodgrass told Penny after the 
game.

“Well, they will eventually figure out how to 
defend Bertha. Foul her every time. She can’t 
make free throws.”

“No rule says she can’t make free throws 
with a hook shot, is there?”

“I guess not. Anyway, all these girls needed 
was a little self-confidence to make winners 
out of them. Bertha’s sharp-shooting has given 
them confidence they can win. She won’t play 
many minutes until she learns how to pass and 
play defense, but when we need a few quick 
points, she can definitely score them for us.”

Coach Haig Gets Used to Losing, Until the Paper Girl Comes to the Rescue
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Most millionaires of the day had a carriage house, and in the case of Skylands Farms this amenity 
was a necessity when friends came-a-callin’ for nine holes of golf and three courses of dinner. “I’d 
define the look of the carriage house as arts & crafts style, using local quartzite boulders, wooden 
window boxes and borders with panes fastened into the stone,” said Michael Jamison. 

stumbled onto this gem in late 
autumn while mountain bik-
ing at the Ringwood State 
Park, Ringwood, New Jersey.    

Located in the heart of the Ramapo Mountains, 
the New Jersey State Botanical Garden at 
Skylands is situated just south of the New York 
State – New Jersey border, and 21 miles east of 
the Hudson River.       

Like many of New York City’s affluent 
during the 19th century, those wanting to live-
large in rustic mansions did so by building in 
the Tuxedo Club, Tuxedo, New York; while a 
smaller percentage, wanting to live even larger, 
built outside Tuxedo in the spacious highlands 
of the Ramapo Mountains. 

The logic during this opulent heyday was 
simple: they could be close to wealthy asso-
ciates, enjoy the amenities the Tuxedo Club 
offered, then arrive home quickly and safely 
after social hour. Enter the concept of the 
“country manor.” 

Originally conceived as a working farm, 
Francis Lynde Stetson, a prominent New York 
City corporate and railway lawyer, constructed 
“Skylands Farms” during the late 1800s. This 
brainchild, an assemblage of early pioneer 
farmsteads, totaling over 1,000-acres, main-
tained an stylish granite manor, a collective 
of over 30 out-buildings, and a nine hole golf 

course to entertain esteemed guests such as J.P. 
Morgan, Andrew Carnegie and aspiring U.S. 
Presidential candidate, Grover Cleveland.  

In 1922 Skylands Farms was sold to invest-
ment banker Clarence McKenzie Lewis. Lewis 
promptly demolished the Stetson manor and 
began the construction of his “Tudor Style” 
mansion designed by the famed architect John 
Russell Pope. 

Pope also contracted the foremost landscapers 
of the time to create numerous one-of-a-kind 
gardens around the home, thereby setting a 
precedent for its present, realized legacy.   

Purchased by the State of New Jersey in 
1966, Skylands, in its current form, is 1,117 
rolling acres of trees, botanicals and sculptures, 
stitched together with walkways that offer shad-
ed seating most everywhere. 

“The mansion has the look of a rambling 
English ‘country house,’ using local granite, 
set coursed ‘rubble style’ with carved limestone 
around all doorways and windows, numerous 
exposed hewn wood beams, and interconnect-
ing patios. Vines have established themselves 
over many parts of the facade further blend-
ing it into the landscape,” explained Michael 
Jamison, Owner of Jamison Stoneworks LLC., 
Sloatsburg, New York. Michael is also an 
expert on local historical structures. 

Gems Along the Highway:
The New Jersey State Botanical Garden at Skylands

Peter J. Marcucci
Special Contributor

Photos by Peter J. Marcucci

Continued on page 29

The pump house was built using granite quarried from  Hillburn, New York, just a stone’s throw from 
Skylands. Yielding quality stone for over two centuries, the Hillburn Quarry continues to produce 
blocks, veneer, memorials, benches and slabs. “Hillburn granite is very consistent and nice to work 
with because it does what it’s told,” said Michael Jamison, Owner, Jamison Stone Works.
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According to Michael, all materials used in the mansion were locally quarried or felled. That said, 
recycling and repurposing is not a new concept by any stretch of the imagination. Even the wealth-
iest owners or architects and finest builders of the day reused when possible. “Worn-out millstones 
were reused as landings in a lot of the doorways of the main house. Not the main doorways, only 
the accessory doorways, ” 

Especially in the autumn, the Ramapo Mountains are a wonderful place to be. Upon entering 
Skylands, every direction turned was a Kodak moment, and every square inch of the stone was super 
photogenic.

“I’d define the look of the carriage house as 
arts & crafts style, using local quartzite boul-
ders, wooden window boxes and borders with 
panes fastened into the stone. They kind of let 
loose on this building, and to me it is the most 
interesting. 

“The pump house has sort of a whimsical 
look to it with that arch. The structure is all 
granite extracted from the Hillburn Quarry, just 
a stone’s throw from the Skylands site, and that 
arch is really 3 large pieces made to look like 30 
with chiseled mortar joints. I read at one point 
that the craftsmen were from Italy and eastern 
Europe. ”  

With over two centuries of stone production, 
astonishingly, the Hillburn Quarry, located in 
Hillburn, New York, continues to be a viable 
entity. Operated by two separate companies 
under the names Hillburn Granite Company 
and Legacy Stoneworks Inc., the quarry contin-
ues to yield blocks, veneer, benches, memori-
als, even slabs. 

According to Michael, Hillburn granite is 
very consistent and nice to work with because, 
he says, it does what it’s told, while adding, 
“I’ve used it a lot and made countertops with 
it—it’s great material. Once you notice it, 
you see it everywhere. I think the quarry 
opened right around the time of the American 
Revolution.”

For centuries Hillburn granite has also been 
used in the construction of buildings, bridges, 
train trestles and monuments throughout the 
area and most notably used in 1848 to con-
struct the “High Bridge” aqueduct (officially 
the Aqueduct Bridge) to supply water to New 
York City. 

Beyond the use of local hard stones for build-
ing projects, many builders of that era addi-
tionally incorporated repurposed stone, when 
available. “At Skylands, worn-out millstones 
were used for landings at many of the doorways 
in the manor,” continued Michael. 

“It was a common thing in those days to go 
around grabbing discarded millstones from 

local gristmills and reusing them. In Rockland 
County, New York, alone, there were over 30 
mills at one point, and in the Skylands area 
there were a bunch, also. 

“Those millstones were Shawangunk con-
glomerate quarried in the Catskill Mountains 
and what millers were using before the French 
came with their pieced millstone, held together 
with metal. The French put local millstone 
quarries out of business with a better design and 
maybe even better stone.” 

According to Michael, once the millstones 
became worn to 5-6 inches thick, their useful 
life was over and they were discarded. During 
their lifespan, however, occasional sharpening 
(or dressing) was required. “There were actual-
ly guys going around re-sharpening the milling 
stones. I heard somewhere that the expression, 
‘Show Me Your Mettle’ came from when a 
miller, in search of iron embedded in the skin 
of the professional sharpener, asked to look at 
his forearms. This did not necessarily mean that 
they were good at their job; it simply meant 
they were experienced at cutting the grooves in 
the stones.” 

In 1984, then Governor Thomas Kean nom-
inated that the innermost 96-acres of Skylands 
be the State’s official botanical garden and 
placed in the National Registers of Historic 
Places. Today, the New Jersey State Botanical 
Garden at Skylands is visited by thousands 
looking for a day’s worth of tranquil surround-
ings, throughout the seasons. Fortunately, for 
me, my visit was at the peak of Autumn color. 

For more information about the New Jersey 
Botanical Gardens at Skylands, please visit 
www.njbg.org.

For more information about the Tuxedo Club, 
see the Slippery Rock Gazette online archived 
issue: June 2014 (page 22).

Peter J. Marcucci has over 25 years of fab-
rication experience in the stone industry. Send 
your comments to our Contacts page on the 
SRG website, www.slipperyrockgazettte.net.

Gems Along The Highway:
The New Jersey State Botanical Garden at Skylands

Shop www.braxton-bragg.com for Stone & Tile industry products Visit www.slipperyrockgazette.net for more Stone & Tile industry news
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HE Environmental Product 
Declaration (EPD) for ceram-
ic tile made in North America, 
certified by sustainability 

leader UL Environment, is now available 
for use by architects, designers and spec-
ifiers seeking to satisfy green building 
project requirements, such as those set 
forth by LEED and Green Globes.           

The 23-page report, downloadable at www.
TCNAtile.com, is a comprehensive disclo-
sure of the environmental impacts of North 
American-made ceramic tile. When using this 
certified EPD alongside other flooring prod-
ucts’ EPDs one thing is clear: Ceramic tile 
has the lowest 60-year environmental impact 
per square foot (and per square meter) across 
all major impact categories: global warming, 
abiotic resource depletion, acidification, smog 
formation, eutrophication, and ozone depletion.

“These are the most commonly referenced 
environmental impact categories relating to 
how the manufacture and use of a product 
will affect the well-being of humans and our 
environment,” says Bill Griese, the Green 
Initiative Manager for Tile Council of North 
America (TCNA). “With the EPD in hand, 
building designers and owners can now make 
better informed product choices with respect to 
sustainability.” 

Not only does the certified EPD for North 
American-made ceramic tile report tile’s low 
environmental impact, it also offers the envi-
ronmental transparency and reporting neces-
sary for building design professionals to sat-
isfy requirements for countless green building 
points and green building criteria.

As all major North American manufac-
turers provided data aggregated to produce 
the EPD – specifically Arto, Crossville, Dal-
Tile Corporation, Florida Tile, Florim USA, 
Interceramic, Ironrock, Porcelanite Lamosa, 
Quarry Tile Company, StonePeak Ceramics, 
and Vitromex de Norteamérica – the EPD rep-
resents well over 95% of the tile produced in 
North America. Hence, virtually all ceramic 
tile made in North America can help build-
ing design professionals meet sustainability 
requirements for transparency. The EPD’s use 
can contribute to earning up to 2 points under 
LEED v4 provisions, which require the use 
of at least 20 products with EPDs and 50% of 
products with improved life cycle performance. 
Additionally, use of North American-made tile 
can contribute toward earning up to 30 points 
under Green Globes provisions for core, shell, 
and interior fit-outs. And its use can facili-
tate earning the 3 available points in CHPS 
(Collaborative for High Performance Schools) 
for using at least 10 products with EPDs.

“Representing the broad spectrum of North 
American tile, this certified EPD is a powerful 
and useful tool for specifiers concerned with 

uct selection process and that their decisions are 
based on reliable, life cycle-based sustainability 
information.”

Production of the North American Ceramic 
Tile EPD was a collaborative effort of the Tile 
Council of North America (TCNA) and its 

sustainable construction and who are looking to 
include tile in their projects,” according to Eric 
Astrachan, Executive Director of TCNA.

Under 2014 ASHRAE Standard 189.1, the 
use of North American-made ceramic tile now 
helps fulfill requirements to use products with 
EPDs; the same is true for the 2015 International 
Green Construction Code (IgCC), which dou-
bles a tile’s contribution toward compliance if 
it is also Green Squared Certified®, meaning 
it conforms to the Green Squared® standard 
(ANSI A138.1) for sustainability. Similarly, 
the 2014 GSA Facilities Standards for Public 
Buildings, P-100, requires Green Squared cer-
tification and the availability of an EPD under 
the sustainability provisions of its tiling section.

The California Green Building Code for 
non-residential construction and the 2012 
NAHB National Green Building Standard 
include provisions for the use of materials with 
lower life cycle environmental impacts than 
alternative options based on a 60-year assess-
ment. Since the EPD for North American-made 
tile provides a 60-year assessment showing 
lower environmental impacts than those found 
in EPDs of alternative flooring options, North 
American-made ceramic tile can help satisfy 
those requirements.

The EPD specific to North American-made 
ceramic tile is derived from in-depth analysis of 
data related to tile manufacturing and use--from 
the raw material extraction process to disposal 
of tile at the end of its life--with emphasis on 
the priority considerations of the green building 
community, including energy and resource 
consumption and emissions to air, land, and 
water. The environmental impacts that are mea-
sured and the methodology for measuring them 
are dictated by the North American Product 
Category Rule (PCR) for flooring EPDs. By 
following this standard, the ceramic tile EPD 
reports the environmental facts of ceramic tile 
in a fashion similar to other flooring EPDs, 
much as nutrition labeling for food is standard-
ized in order to simplify its use.

Third party certification of the EPD by UL 
Environment ensures that users of the EPD are 
relying on information verified as accurate, ver-
sus unsubstantiated marketing claims and other 
attempts at “greenwashing.”

“Green construction continues to evolve, with 
a trend toward more stringent requirements 
for evaluating and reporting environmental 
impacts. Manufacturers can no longer focus on 
single attributes, like recycled content or VOCs, 
or generalize when it comes to sustainability,” 
says Griese. “The North American ceramic 
tile EPD provides the environmental reporting 
rigor and specificity that building designers and 
owners are increasingly demanding.” He adds, 
“product selection involves balancing a wide 
array of information. Designers and specifiers 
need to feel comfortable that environmental 
pros and cons are weighed throughout the prod-

participating members, with data analysis and 
modeling by PE International and third party 
independent certification by UL Environment.

For more information contact Bill Griese, 
TCNA Green Initiative Manager, at 864-646-
8453, or email bgriese@tcnatile.com. 

UL-Certified EPD for North American-Made Ceramic Tile 
Paves the Way for Compliance in Green Construction

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Stone & Tile industry products
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Order online or call 1-800-575-4401 before 5:45 pm eastern for Same Day Shipping.

www.braxton-bragg.com Fax 800-915-5501 

Five specialized bearings 
increase tool performance

• Spindle speed: up to 4,500 RPM • 88 Db • Side Exhaust  
• Air consumption: 16 cfm @ 90 psi • Weight: 3 lbs. • Length: 7”  
• Center water feed  • 5/8–11 spindle thread • Built-in  
water dispenser • Reversible side handle • Textured,  
rubber coated body for secure grip • 90-day warranty

Comes with: Wrench, adapters, 12 foot water hose, air lubricant

Who Else Wants to Own the #1 Best-Selling Air Polisher?

• Spindle speed: up to 3,500 RPM 
• Rear Exhaust 
• Air consumption: 15 cfm @ 90 psi  
• Less noise: 88 Db 
• Weight: 3 lbs. 
• Length: 8” 
• Center water feed 
• 5/8–11 spindle thread 
• Built-in water dispenser 
• Reversible side handle 
• Textured, rubber coated body for secure grip 
• 90-day warranty

Hercules® Variable Speed Wet Air Polisher
with Rear Exhaust

 Item # Descripti  on MSRP OUR Price 
 3866 Hercules® VS Wet Air Polisher, Rear Exhaust $338.95 $198.95

  Back-Up Pad Sold Separately  

Comes with: Silencer, air and water line sleeves, air hose adapters, clamps, 
water hose, air lubricant and wrench; back-up pad sold separately

 Item # Descripti  on MSRP OUR Price 
 3803 Hercules® VS Wet Air Polisher, Side Exhaust $208.95 $164.95

  Back-Up Pad Sold Separately  

YOU
SAVE

$140 00

Save time 
AND money! 

Get maximum productivity 
with high-quality tools that  

fit your budget!

Rear
Exhaust

Hercules® Variable Speed Wet Air Polisher
with Side Exhaust

#1 Seller! 
Most Popular

YOU
SAVE

$4400

Get the most out of your
polishing pads with these

high-performance air tools!

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Hercules Air Polishers
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The Slippery Rock Classifieds

Visit www.stoneforensics.com

Become a Stone & Tile Inspector
Visit the Stone Forensics 
website/training page & 
see what attendees say 
about the class!

Stone Forensics is now offering its 
popular Stone Inspection Seminar 
as an affordable, self guided Power-
Point presentation. 

Take Dr Fred’s Stone and Tile In-
spection course and learn how to 
take your skills to the next level as 
a certified stone inspector. Evaluate 
installations, understand crack prop-
agation, troubleshoot failures, learn 
problem solving for stain removal, 
efflorescence, lippage, and more.

• Learn physical and chemical  
 testing, troubleshoot problems
• Earn Up to $300 per hour
• Includes class manual & three 
 technical calls to Dr. Fred

Call 321-514-6845

Ads not meeting guidelines will not 
be published. 

•$30.00 per print ad, per month. Ads 
may be renewed by contacting the 
Slippery Rock Gazette. Free online ads!
•Maximum of 70 words or less per ad
•Payment must be made at the time ad 
is submitted. Credit or Debit Card only. 
A Credit Authorization Form is avail-
able by fax, or download a PDF from 
the Slippery Rock website.

•All faxed ads must be typed–No 
hand-written ads–No exceptions. 
•Please review all your ad info before 
submitting– NO refunds will be given 
for ads that are submitted with the 
wrong contact info or content and then 
published.
•You can easily Submit an ad online at 
www.slipperyrockgazette.net for a 
free ad, or use the online form for a print 
ad, then fax payment to 865-688-8254, 
(Attn: Karen Richards).

2015 Classified Ad Deadlines

Classified Ad Guidelines

Issue Ad Submission Deadline

March 2015 Wednesday, February 4, 2015

April 2015 Wednesday, March 4, 2015

May 2015 Wednesday, April 8, 2015

For Sale

FOR SALE: New, in stock, Upstate 
New York; Steinex Hydraulic Stone 
Splitters & Extreme Duty Conveyors.  
242 ton MENHIR “H-frame,” 39.37˝ 
Blade length & 23.62˝ Blade Height. 
55 ton BROADWAY “H-frame,” 
23.62˝ Blade length & 11.81˝ Blade 
Height. 132 ton IGLOO “C-frame,” 
18.9˝ Blade length & 17.72˝ Blade 
Height. 77 ton IGLOO “C-frame,” 
17.72˝ Blade length & 15.75˝ 
Blade Height. SHERPA Motorized 
Conveyor w/High Sideboards, 13.12´x 
3.28´, Dual Track & Single Track 
Conveyors 9.84´ x 3.28´. For more 
information or to schedule an appoint-
ment, please contact André @ (518) 
260-2158 or email apexequipintl@
aol.com.

_____________ 

FOR SALE: The Basic Stone Saw– A 
Thin Veneer Saw. The Basic Saw can 
increase your profit with its low pur-
chase price, low maintenance expense, 
decreased labor and its high productiv-
ity. After years of use and testing, the 
design has been refined until it is ready 
for the market. The Mighty Stone 
Saw is its big brother. See the video 
at www.themightystonesaw.com and 
email the developer at stone_forsale@
yahoo.com or call 1-931-248-1759 for 
more information.

_____________

FOR SALE: Custom Craft Marble, 
Miami, is liquidating its Stone 
Fabrication Equipment. Terzago 
Saw with Rotating Bed. Terzago 
Saw with Tilt Bed. Park Industries 
Pro-Edge II with NEW Motor. Park 
Industries Wizard II with Tool Set. 
Concrete A-Frames and Miscellaneous 
shop items. Email inquiries to custom-
craftmiami@gmail.com  or Call David 
407-492-1527. No reasonable offer 
will be refused.

_____________

FOR SALE: Wire Saws Large and 
Small. Affordable New and Used 
Wire Saws, hydraulic or electric, sta-

North American representative for 
the Akemi product lines in North 
America, manufactures the K-Bond 
products and various OEM brands in 
Atlanta, GA.  This position will be 
responsible for providing support to 
InnoChem distributors, provide train-
ing to stone and tile professionals 
on the InnoChem and Akemi prod-
ucts, and administer regional market-
ing programs. No previous chemical 
knowledge needed.  Training provid-
ed. Experience in the stone and tile 
industry is preferred.  Send resume to 
info@innochemllc.com . 

_____________

Stone Care

Braxton-Bragg’s Supreme Surface 
Stone Care Program. Braxton-Bragg 
firmly believes in offering not only 
the best products for stone fabricators 
and installers, but also in providing 
our customers with a way to retain and 
maintain great working relationships 
with their customer base. This is why 
we have launched Supreme Surface 
Stone Care Program for stone fab-
ricators that purchase their supplies 
directly from us. It is easy to sign up 
and we do all of the work for you! 
All you have to do is let us know that 
you’re interested in becoming a par-
ticipant in this program and we will 
print for you custom postcards and 

tionary or portable Made in USA! 
Call 530-925-4517 or send an email to 
art@idealquarry.com

_____________

Business Opportunities

Do you want 10, 20, 30 + more 
installs per month? We can take you 
from wholesale to retail and fill that 
void left by channel partner’s drying 
up. We have generated over 5 Million 
in sales for our partners in 2013. Your 
phone can be ringing in as little as 
24 hours. Call today 877-877-1916 
or visit www.FireUps.com. Granite 
Marketing Experts. We have clients 
doing up to 70 installs per month from 
our programs - Sell More Granite.

_____________ 

Monument Shop For Sale $110K. 
Owner retiring. Over 60 years serving 
the Metropolitan Detroit area. Send 
inquiries to: P.O. Box 311, Trenton, 
MI 48183.

_____________

Help Wanted

Computer Technician / Training 
Needed. Laser Products Industries is 
looking to add a technical support and 
training person to our team. This indi-
vidual must have experience in the 
counter top / cabinet industries, pref-
erably a templator or CAD technician 
but not necessary. Must have above 
average computer skills with a strong 
knowledge of Windows OS and be 
good at problem solving. Light travel 
will be necessary and applicant should 
be located in the Chicago-land area. 
Health benefits, company matched 
401K, expenses and incentives includ-
ed. Contact Dan Louis at 630-679-
1300, info@laserproductsus.com .

_____________

InnoChem  LLC, a leading supplier 
of premium chemicals to the stone 
and tile industries, has an opening 
for a Technical Sales Specialist 
in California. InnoChem is the 

brochures to hand out to your clients 
and prospective customers interested 
in your countertop services.
You will also receive a unique discount 
code that is linked to your Braxton-
Bragg account, so that we can track 
your customers and for you to receive 
a rebate from us when someone pur-
chases Supreme Surface Products. For 
more information about this program, 
please contact one of our salesmen at 
800-575-4401.

_____________

Repair Services

AIR TOOL OVERHAUL –  
Complete overhauls for selected mod-
els, include ALL NEW upgraded bear-
ings, oil seals, O-rings, body gaskets, 
head packing, vanes, and the honing 
of cylinder. We will restore YOUR 
TOOLS to run like NEW! FREE Pre-
Overhaul Inspection. $159.00 plus 
$4.95 Shipping and Handling. Call 
for available model numbers. Stone 
Perfect Enterprises, Inc. Call 503-705-
2398. Email: rogerc52@comcast.net The information contained in our 

Classifieds section is provided by 
third parties and not an endorsement 
of particular products, companies or 
employers. The SRG® encourages all 
interviewing employers to carefully 
conduct prescreening of all prospec-
tive employees, and purchasers of 
used equipment are encouraged to 
use caution and common sense.

Readers Please Note:

DEMO & CLOSEOUT
TOOLS anD EqUipMEnT

Premium diamond tooling and equipment at 
rock-bottom prices. Call now – Limited Quantities!

Call 800-575-4401 or visit the CLOSE OUTS page 
at www.braxton-bragg.com

 • Viper® Freehand Wet Core Bits 1-1/4˝ to 3˝ Call for  Close-Out Prices! 
• Talon™ CNC Thin Wall Core Bits, 1˝ to 3´ – $11.00 to $47.00    • Raptor 

6˝ Portable Saw (Demo), $999.00  • Superabrasive 4cm V Full Bull-
nose, Pos. 1 or 2 Bit, $395 • New Flex LW1503 Wet Polisher, $239.95  

• New Flex LE12-3 Wet Variable Speed Polisher, $319 
• Pearl 5˝ Super Dry Blade, $75 • Viper® 10˝ Surface Polishing Discs for 

Radial Arm Machines, call for low price! 
• Viper® 4˝ Turbo Blade, no quad holes, 3 for $20

Buy from the #1 U.S. source for White Thassos since 1988! 
We produce the whitest Thassos available in slabs, 2cm, 3cm 
and tiles 12 x 12, 12 x 24, 18 x 18, 24 x 24 and slabs, with 
over 150,000 sq. feet in our Houston warehouse.

Buy factory direct. We ship all over the U.S.

Thassos White MarbleThassos White Marble

2502 Dunlavy • Houston, Texas 77006 
www.eurostonemarble.com

Call for more information
T. 713-521-1414
1-877-815-1414 (toll-free)
F. 713-521-2206

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Stone & Tile industry products
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Order online or call 1-800-575-4401 before 5:45 pm eastern for Same Day Shipping.

www.braxton-bragg.com Fax 800-915-5501 

A Repairman’s Story
My name is Bill Roberts and I repair routers 
for Braxton-Bragg. Over the years, I have 
worked on hundreds of routers made by 
most manufacturers including Sector, 
Stinger, MEM and others.  

I Have Seen a Lot of Wear and Tear…
Routers get a lot of hard use. Some parts 
simply wear out, and some occasionally 
break. Over the years I saw patterns and 
often wondered why manufacturers did 
not beef up more of the critical parts.

Nobody Listened
From time to time, I communicated ideas 
but for the most part, did not see any 
changes.   

Finally, Somebody Did
Then about three years ago, I was asked 
to provide detailed information on my 
experience with Hercules® Routers. Since 
Hercules® is our best-selling router, I had a 
lot of practice repairing them. Now I finally 
got the chance to take one completely 
apart and find the most worn components.  

Little Things Matter
Often it was the little things that mattered.  
An engineer in a lab does not know the 
real world of a stone shop, and how the 
shape of the power cord, the thickness of 
a belt, or the type of bearings used can 
affect performance.

Single Phase Power
It costs more to produce a powerful router 
with single phase power than with 3-phase, 
but when asked about making it 3-phase, I 
told them that many shops only had single 
phase power…and they listened!

21 Improvements Later
Well, to make a long story short, the 
manufacturer has implemented 21 
improvements in the design of the Hercules® 
Router. These improvements make it perform 
better and last longer. I believe you will 
agree with me that this is the most reliable 
router you have ever used.
 

Now the BEST Guarantee 
In the Industry—12 Months!

Because of the changes, the router is now 
backed by a 12-month guarantee—the 
longest in the industry. I would have to 
say that this is the most reliable router that 
Braxton-Bragg has ever sold.  

GET F-20 

Ogee Bit

FREE!

 Item # Description SALE Price

 55006  Viper® F-20 (2cm), Ogee Router Profile Wheel, Pos. 1 FREE

 5368 Hercules® Router Edge Profiling Machine, Single Speed $1,995.00
  with Hydroplaning System

  F.O.B. Knoxville, TN

Hercules® Single Speed with 
Hydroplaning System

Finally, a Manufacturer Who Listens to a Repairman
Now the Strongest Guarantee in the Industry—12 Months!

I am Bill Roberts and I approve this message!

Pos. 1

2cm Ogee 
Router Bit

Hurry—Special Offer Ends February 28, 2015

FREE with 

Hercules
 Router 

purchase!

$227.95 Value!

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Hercules Routers
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ELLAVITA Tile, a leader in 
design and innovation for the 
North American tile industry, 
presents the multi-textured 

and formatted Vesuvius Collection of 
glass mosaics to the industry.              

Basalt or Lavastone is one of the most unique 
and beautiful materials going into today’s inte-
riors. It does however, have one major draw-
back – it only comes in grey! 

Not so for our Vesuvius Collection.
“Glass and stone mosaics are a sector we 

have always been a leader in,” says Mike Ward, 
VP of Sales for Bellavita, “With Vesuvius we 
saw a path to revolutionize the genre with a 
new format and glazing techniques that begs for 
larger areas of installation.”

Employing a new and sophisticated glazing 
technique we have created 3 more colors of 

basalt to compliment the natural grey and 
paired each of the core colors seamlessly with a 
matching glass. Both glass and stone pieces are 
used in multiple finishes and textures creating 
one of the most unique and modern glass and 
stone mosaics ever made. 

Bellavita Tile offers an amazing array of 
glass, ceramic and porcelain mosaics and tiles 
aggressively positioned for all price points. 
From residential to commercial projects, the 
company provides timeless solutions for nearly 
any style or budget. All of the products are pro-
duced in China using the most state-of-the-art 
technologies and innovative designs developed 
in Europe. 

For more Bellavita Tile information, visit the 
web: www.bellavitatile.com or contact them 
directly at project-info@bellavitatile.com. 
Bellavita Tile is also active on Facebook, 
Twitter, Pinterest and LinkedIn. 

Bellavita’s Vesuvius Mosaic 
Collection Adds Organic 

Flair to Any Project

Employing a new and sophisticated glazing technique, Bellavita Tile has created 3 more colors of 
basalt to compliment the natural grey and paired each of the core colors seamlessly with a matching 
glass. Both glass and stone pieces are used in multiple finishes and textures.

Stick Shift Thwarts Thieves
UTHORITIES say two teen-
agers attempting to carjack 
a vehicle in Houston were 
foiled by a stick shift.

  
The pair held the motorist at gunpoint 

one weekend and demanded that he tell 
them how to drive the vehicle. After the 
driver provided a few instructions, the teens 
ordered him out of the vehicle. He then 
called police.

A brief police chase ensued. Stefan Happ, 
an officer for the University of Texas at 
Houston, told KPRC-TV the teens “had 
issues operating the vehicle.”

The pair opted to flee on foot and were 
later apprehended.

The suspects are 15 and 17 years old. They 
were taken into custody. The older boy was 
charged with aggravated robbery with a 
deadly weapon.

My Funny Valentine
husband, trying to prove to 
his wife that women talk 
more than men, showed her a 
study which indicated that 

men use, on the average, only 15,000 
words a day, whereas women use 30,000 
words a day.
  

She thought about this for a while and 
then told her husband that women use twice 
as many words as men because they have to 
repeat everything they say.

Looking stunned, he said, “What?”

We Need to Talk
Eight-year-old Sally brought her report 

card home from school. Her marks 
were good, mostly A’s and a couple 
of B’s. However, her teacher had written 
across the bottom:

“Sally is a smart little girl, but she has 
one fault. She talks too much in class. I 
have an idea I am going to try, which I 
think may break her of the habit.”

Sally’s dad signed her report card, putting 
a note on the back:

“Please let me know if your idea works on 
Sally because I sure would like to try it out 
on her mother.”

You May Be Too Good for Me
Her husband had been slipping in and out 

of a coma for several months, yet she stayed 
by his bedside every single day. When he 
came to, he motioned for her to come nearer. 

As she sat by him, he said, “You know 
what? You have been with me all through the 
bad times. When I got fired, you were there 
to support me. When my business fell, you 
were there. When I got shot, you were by my 
side. When we lost the house, you gave me 
support. When my health started failing, you 
were still by my side. When I think about it 
now...I think you bring me bad luck!”

Tidbits and Cupids
• Every man wants a wife who is beauti-

ful, understanding, economical, and 
a good cook. But unfortunately, the 

law only allows for one wife.
• A man is incomplete until he is 

married. After that, he is finished.
• Overheard at a bar: “I’m an excellent 

housekeeper. Every time I get a divorce, I 
keep the house.”

• Marriage is when a man and woman 
become as one; the trouble starts when they 
try to decide which one.

• Marriages are made in heaven. But then 
again, so are thunder and lightning.
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can’t believe we’re already 
well into a new year of 
new cases for this 
old stone detective. 

In fact, just as I finished writ-
ing this sentence my phone 
rang!       
  

“Stone Detective,” I 
announced with a cheerful 
voice, already anticipating that 
this case would be interesting.  
The lady on the other end was in 
tears. I could hardly understand 
her so I asked her to take a deep 
breath and slow down. She just 
kept on crying so I thought I 
would do my best Lamaze impres-
sion and breathe with her.  

She finally calmed down enough 
so that I could make out what she 
was saying. She told me that she 
had this beautiful white marble 
floor throughout her home. The 
floor was several years old and it 
started getting these little white dots. 

She told me she tried every cleaner 
on the market but they wouldn’t come out. She 
begged me to come take a look and tell her 
what to do to get rid of them. Well, I can’t resist 
a crying rich lady so I told her I would be over 
that afternoon. 

I pulled into the driveway of what I would 
honestly call a mansion. This house was huge. 
It had those tall white columns at the front 
door and the entire house was brick. Kind of 
reminded me of a brand new “old” house, if that 
makes any sense.  

I no sooner parked the ole Woody when Mrs. 
Whitespot came running out the front door. She 
was a rather large woman. I don’t just mean tall 
– she must have weighed in at about 300 lbs. 
She came trotting up to me and gave me a great 
big bear hug. I thought she was going to crush 
me like a cheap beer can.

“I am so happy you’re here,” she said, grab-
bing my hand and leading me into the house. 
We stepped inside and the foyer had an all-
white Carrara marble floor. The entire foyer 
was all white. The walls, ceiling, furniture 
(everything) were all white. I felt like I was in 
the Foyer to Heaven.  

She pointed down at the floor, showing me 
the little white dots. I knew right away what 
they were but the mystery would be to find out 
what was causing them. I walked through the 
home and the dots where everywhere. It was 
time to start asking some questions to solve 
this mystery. 

Before I started my questions I told her that 
these little white dots are called stuns or crystal 
fractures. They are caused by impact to the 
stone. “You see this on commercial buildings 
all the time,” I told her, “caused by woman’s 
high heels.” 

She put her hands on her hips, looked me 
straight in the eye and said, “Do I look like the 
dainty type to fit into a pair of heels?” I kind of 
chuckled and told her I wasn’t implying that she 
wore stilettos. 

But, I did ask if anyone in the home wore 
high heels. She told me it was just her and her 
husband, and she assured me he doesn’t wear 
high heels. I thought to myself, Good, that rules 
out a cross-dressing butler or the French maid, 
then. 

I started to ask her all kinds of questions to 
try and find out what was causing these stuns. 
I asked if she had any construction workers in 
the house, and she said no. I asked if she had 
a cleaning lady and she told me, “Yes, but 
she only uses a dust mop on the floors and an 
occasional wet mop.”  She told me that the floor 
was about ten years old but she didn’t see any 
of these dots until about a year ago.  

Now I was scratching my head. I asked her if 
I could take a look around. One of the secrets 
to solving a lot of these mysteries is to look 
around at other surfaces other than the stone 
itself. This can often provide some clues.  

I walked through the house and didn’t really 
see anything that gave me any clues. Another 
technique in the search for clues is to start a 

conversation about their actives, hobbies and 
so on. So I asked her if she would mind telling 
me if they had any hobbies. She told me that she 
likes to knit and collects Disney stuff. Then she 
said something that sparked my interest. She 
said her husband liked to play golf. 

I am not a golfer but I do know a little about 
the game and it so happens that I knew just 
enough to see a possible solution to this case.  

“How long has he been playing?” I asked her. 
“He took up golf about a year ago.” 
“Does he wear his golf shoes in the house?” 
Guess what the answer was? Yep, he sure did. 

The spikes on his shoes were the source of the 
dots. Now I had to tell her the bad news. I told 
her that her husband’s golf shoes were causing 

the stuns and, unfortunately, stun marks are dif-
ficult to nearly impossible to remove since they 
are often deep into the stone surface. 

She wasn’t very happy to hear that but at least 
now she knew what was causing the marks. 
Another case solved, but man, I wouldn’t want 
to be in her husband’s (golf) shoes.

The Stone Detective is a fictional character 
created by Fred Hueston, written to be enter-
taining and educational. He has written over 
33 books on stone and tile installations, fab-
rication and restoration and also serves as an 
expert for many legal cases across the world. 
You can send any email comments to him at 
fhueston@stoneforensics.com.

 Frederick M. Hueston, PhD  
Stone Care Consultant 

She pointed down at the floor, 
showing me the little white dots. I 
knew right away what they were 

but the mystery would be to find out 
what was causing them. I walked 

through the home and the dots where 
everywhere. It was time to start 
asking some questions to solve  

this mystery. 

The Stone Detective
The Case of the Mysterious White Dots

Dog Day Afternoons
2-year-old Belgian Malinois 
was supposed to be the ninth 
member of the police force in 
the Oregon coastal town of 

Cannon Beach, but “Cash” just didn’t 
have what it takes.
  

The dog was dismissed from the force 
before seeing any action or gaining any 
glory.

Cash was skittish, afraid of heights and 
had a barking problem. Noises would scare 
him. When he had to jump onto counters 
in search of drugs, he showed too much 
resistance.

He would often bark aggressively rather 
than go straight to the drugs.

Barking is “fine as an alert, but you can’t 
get anything done when you’re trying to 
get him to find dope and he’s just barking 
in your face,” said Officer Josh Gregory, 
the dog’s former handler, told the Daily 
Astorian.

“That’s not the temperament we wanted to 
set for Cannon Beach,” Police Chief Jason 
Schermerhorn said.

Cash was returned to his original owner, 
Tami Schultz of Clatsop County Search 
and Rescue, and the Cannon Beach Police 
Department is searching for a replacement.

They’re looking for a “ball-crazy, happy, 
wanting-to-work dog,” said Gregory, who 
will spend two to three weeks training with 
the dog after taking it into his care. “(We) 
basically learn how to dance together.”

The department acquired Cash after rais-
ing $27,000 for the K-9 officer program 
earlier this year.

Gregory and the Washington County train-
er tried to train Cash for four weeks, between 
September and October, before giving up on 
him. “Where other dogs were progressing, 
he wasn’t progressing,” Gregory said.

Source: The Daily Astorian, 
http://www.dailyastorian.com

All Guts and Glory
A police dog named Copper has been cred-

ited for saving the life of a missing 6-year-old 
Utah boy who accidentally fell into an open 
manhole and became trapped underground.

Kollin Bailey presented a large bone and a 
stocking full of doggie treats to his new four-
legged friend one Saturday, a day after his 
ordeal in cold darkness about 10 feet below 
ground.

“He saved my life,” the boy told KUTV-
TV, echoing his parents’ belief.

After he was reported missing December 5, 
that Friday afternoon, the 6-year-old blood-
hound tracked his scent to the manhole in 
Kollin’s hometown of Herriman, about 25 
miles south of Salt Lake City.

Police said the boy spent three to four 
hours there until he was located that Friday 
night. An officer then descended the hole to 
lift him out.

“I was really scared ... I thought I was going 
to miss Christmas,” Kollin said.

Kollin, who suffered a broken arm and mild 
concussion, said he was flying a kite when he 
tripped and fell into the manhole.

“I was looking back at my kite and I fell, 
then I blacked out. And when I opened my 
eyes, I was in there,” he told the Deseret 
News.

The dog’s handler, West Valley City 
police Sgt. Shane Matheson, said it only took 
Copper about 20 minutes to lead him to the 
manhole once they joined the search. They 
began their search from where Kollin’s bicy-
cle was found.

“He (Kollin) was pretty relieved he had 
been found,” Matheson told The Salt Lake 
Tribune. “He said he thought he had been 
down there seven hours.”

It was all in a day’s work for Copper, who 
has tracked down 81 suspects and missing 
people, Matheson added.

“To him it is just a game of hide and seek,” 
he said. “It’s kind of a nice change of pace 
from finding bad guys to actually helping a 
family out.”

Shop www.braxton-bragg.com for Stone & Tile industry products Visit www.slipperyrockgazette.net for more Stone & Tile industry news

http://www.braxton-bragg.com/
http://www.slipperyrockgazette.net


36 |  feBruary 2015 slIppery rock GazeTTe      

Restoration & Maintenance Corner
Thoughts on Terrazzo

Bob Murrell 
Stone Restoration

HE use of terrazzo dates back 
thousands of years and it is 
one of the most popular floor-
ing surfaces in the USA today. 

You’ll find it in schools, hospitals, air-
ports, and even in residential settings.            

Terrazzo originated as a recycling of dis-
carded marble pieces from paying construction 
projects. Artisans would collect the marble 
pieces left over, take them home, and then place 
them in a clay product on terraces around their 
homes. These surfaces became very popular 
because of their beauty and durability.

Once the electric motor was in play in the 
early 1900s, the use of terrazzo really took 
off. Typical poured cementitious terrazzo was 
and is a combination of layers consisting of 
concrete, then sandy concrete, and finally a 
cement-based layer (matrix) in which the chips 
are added. The final layer is pressed with a 
weighted roller. 

Newer polymer-based terrazzos are also very 
popular as they can be thinner, more resilient 
to cracking, and less susceptible to penetration 
or attack from foreign contaminants. There is a 
wider variety of colors and they can be much 
more vivid. Modern polymer terrazzo is mostly 
epoxy based. It does have it’s limitations, such 
as not being suitable for exterior applications.  

Chips can be the typical marble, quartz, 
glass, or most any durable yet grindable item 
the artisan chooses. Cements can be pigmented 
for a colorful display. Metal divider strips are 
used to break up the colors and also as joints. 
Normally zinc (silver colored) and brass (gold 
colored) strips are used but aluminum and other 
materials are also used occasionally.

Once cured, terrazzo was originally ground 
in place using mules to drag large sandstone or 
similar stone blocks. This would help expose 
the chips and make for a smoother surface. 
Today, large industrial multi-headed machines 
are used to grind the surface smooth and more 
evenly expose the chips.

The grinding process typically consists of 
a coarse grinding process starting at about 46 
grit, then 70 grit, and finally continues through 
about 100 grit or so. This can be either a wet 
grinding process or dry grinding process. Both 
have their advantages and disadvantages.  

Once the terrazzo has been ground smooth 
and the chips evenly exposed, a sealer coating 
of high solid content is normally applied. This 
gives the terrazzo a shine and some resistance 
to foreign contaminants. Eventually, when the 
original coating has begun to wear, floor finish 
and wax are applied by the building service 
contractors. At this point the terrazzo is treat-
ed like VCT and the strip and coat process 
becomes ongoing.

New maintenance techniques have been 
developed to improve the appearance of the 
terrazzo and lower routine costs. Natural pol-

and submit a test area for approval on each proj-
ect. And of course as always, it is best to work 
with a knowledgeable and qualified distributor 
of quality products and excellent technical sup-
port to help assure your project success. 

ishing (like marble) of terrazzo is now an 
accepted procedure in many circumstances. It 
also reduces the use of harsh chemicals, helping 
keep the ongoing maintenance more environ-
mentally sound.  

The natural polishing process is actually 
quite easy. The original grind to about a 100 
grit is continued at a 220 grit level and then 
followed with a 400 grit and an 800 grit for 
most cementitious terrazzo. Epoxy terrazzo 
may require honing to a finer level –1800 grit or 
even higher. Of course, with years of stripping 
and waxing, the process may require starting at 
a coarser grit level, so a test area should be sub-
mitted for approval before starting the general 
application. 

Finally, just like when polishing marble, pol-
ishing is achieved using stone polishing com-
pound or 5X. This is typically done with slow 
speed swing machines and a natural hair pad. In 
some cases optional use of a spray crystallizer 
and #0 steel wool may be necessary to achieve 
a higher degree of clarity or reduce what I call 
alligator graining (where the chip is slightly 
exposed at a higher level than the matrix).   

Routine maintenance consists of dust mop-
ing, damp moping or auto-scrubbing with either 
a quality stone soap or neutral cleaner, and 
simply re-polishing the traffic lanes as required 
(typically quarterly for commercial applica-
tions).  

Natural polishing of terrazzo helps the floor 
look better and healthier and at the same time 
costs less to maintain. It no longer requires 
stripping and recoating with harsh chemicals, 
which reduces labor costs significantly, doesn’t 
yellow or discolor, and won’t scuff or show 
heal marks. It is what I call a “duh, no-brainer” 
system. 

Other more economical methods of achieving 
a natural look without coatings are available 
too. Use of the diamond impregnated pads can, 
in many cases, get a good look and the terrazzo 
would still require less maintenance than coat-
ings, as would most any honed material.

There are other types of terrazzo flooring, 
including precast terrazzo tiles, which are very 
popular. These are typically either honed or 
polished at the factory and installed by thin set 
method. With precast terrazzo tiles the installa-
tion becomes more like a stone floor in that it 
will contain grout lines and therefore, lippage. 
Most of these can be leveled and naturally 
polished, too.

In some cases a coating may actually be 
desired on cementitious terrazzo such as a cafe-
teria serving line or a vinegar and pickle aisle in 
a grocery store. I find the newer concrete guard 
products work very well for this application. 
Also, many contractors advocate the use of lith-
ium densifiers on cement-based terrazzo. This 
would depend on the actual terrazzo.

By no means have I covered every topic relat-
ed to terrazzo installations. Do your research 

Bob Murrell has worked as a supplier of 
products and technical support to the natural 
stone industry for over 35 years. He has written 
numerous articles for various trade publications 
and has also trained thousands of contractors 
over the last 25 years.

Naturally polished test area (220g, 400g, 800g, and stone polishing compound) of terrazzo installed 
at a school in North Carolina.

Cementitious terrazzo stripped and before natural 
polishing.

The same floor after natural polish using 220g, 
400g and 800g diamonds followed by Stone 
Polishing Compound.

Photos provided by Bob Murrell
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Order online or call 1-800-575-4401 before 5:45 pm eastern for Same Day Shipping.

www.braxton-bragg.com Fax 800-915-5501 

As Close as You Can Get to Level Floors 
and Straight Walls… Just 3 Easy Steps!

A ccurate tile setting requires perfect tile 
leveling to prevent lippage. Uneven 
floor conditions–a commonly encoun-

tered problem–makes it difficult to properly set 
ungauged and thin tiles or even larger format tiles.

Problem…
As a result, tiles that seem perfectly leveled during 

installation, often show a variance in height after 
the thin set or adhesive cures.

Solution…
Now, thanks to the new Raimondi Leveling 

Spacers, the installation process is faster, and they 
eliminate or reduce grinding needed to remove 
lippage.

An added benefit is that the low-cost Raimondi 
system provides a HUGE savings over the other 
leading brand of lippage reduction systems.

3 Easy Steps…
Both the setting and removal of the leveling 

spacers are quick and easy.

Step One:
Set the Support
• Spread the adhesives, insert  
 support underneath and along  
 four sides.
• According to tile size, set one or  
 more supports on all tile sides.
• Set the tile, tap in with a rubber mallet.

Step Two:
Insert the Wedges
• Insert wedge in support slot carefully, not passing  
 breaking point.

• Use the special traction-adjustment pliers to set  
 the wedge.

Step Three:
Remove the Support
• When adhesive sets, separate protruding part of  
 support from base.
• Use traction-adjustable pliers, rubber mallet, or  
 feet to remove support.
• Snaps parallel to the joint.

FREE SAMPLE
We’re so sure you’ll love the new Raimondi Tile 

Leveling System that we’d like to send you a free 
sample kit. 

We’ve also prepared a special starter kit just for 
you that gives you everything you need to make 
your first project a breeze. To order your starter 
kit or to claim your free sample, call 1-800-575-
4401 today. 

AS SEEN ON

HGTV

“We love the Raimondi Leveling System! We use it for floors, for walls; it really complements our Granite 
Transformations system. No lippage on our seams, no lippage in our mosaics. It saves us a lot of time. We tried 
other systems but we love this one.” 
Craig Walters, 
Granite Transformations

http://www.
braxton-bragg.com/
RaimondiTileLevel

Scan This QR 
Code to See a 
Video Demo SEE THE

VIDEO

WWW.BRAXTON-

BRAGG.COM

Raimondi Large Format Free Cut Tile 
Guides

With the increased popularity and use of large 
format tiles during home remodels comes increased 
risk to businesses. Breaking one or more of the 
expensive tiles due to outdated cutting tools can 
break your bottom line, too.

That’s where Raimondi comes in — inventing 
the right tools to easily cut big tiles in one pass.

The tile guides offer:
• 5-foot guide for cutting large format tile  

 up to 10 feet long (with extension) 
• Three suction cups to lock onto the tile 
• Dismountable for the ease of transport  

 and handling 
• Breaking pliers for up to 1/4˝ thick tile 
• 1/2˝ cutting wheel

Raimondi Large Format Tile Free Mover
Designed for moving big tiles around the shop and homes doing a remodel or new construction, the 

Raimondi Large Format Tile Free Mover helps protect the significant investment that a business has made 
in materials. Workers can freely move large format tiles and take the slabs out of the crates with ease and 
safety. Slabs are held in a vertical position for applying adhesive on the back.

LIPPAGE

1/5 the
 Cost 

of the 
Tuscan 

Levelin
g Syste

m!
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Add the Accessory Handle Kit to Aqua-Jaw™ to allow four workers to “share the load!”

MNI Cubed is known for de-
veloping new and innovative 
ways to improve the tools 
used in our industry.        
 

Most recently, they’ve redesigned their 
Aqua-Jaw™ Carry Vise™ and Mega-Jaw™ 
Carry Clamp to be more versatile and durable 
than ever (these new models are now available 
at Braxton-Bragg).

The Aqua-Jaw™ Carry Vise™ is the only 
“all-weather” carrying clamp designed to not 
slip off wet countertops. Its super-tight vise 
grip action secures to stone better than grav-
ity-dependent clamps, while the rubber lined 
gripping rails protect countertops from scratch-
es. The new model has a wider clamping range 
(now opens to 4.25 inches) and the clamps 
reach ½ an inch deeper than before.  

The Aqua-Jaw™ distributes weight to both 
arms, which reduces worker strain and enables 
safer and easier lifting of heavy pieces. A pair 
of Aqua-Jaw™ vises can accommodate up to 

800 pounds, and the optional Accessory Handle 
Kit adds two more handles to each clamp, 
allowing four workers to “share the load” of 
those heavy tops.

The Mega-Jaw™ Carry Clamp is a quick, 
“grab and go” carry clamp that distributes 
the countertop weight evenly to both arms 
to reduce worker strain and enable the safe 
and easy lifting of heavy pieces. The product 
now features 25% more clamping pinch-force, 
more durable non-marking grip pads, and an 
improved handle design. The high-strength 
aluminum arms allow a pair of Mega Jaw™ 
clamps to support a 500-pound load.  

Braxton-Bragg sells only the highest-quality 
stone tools, and stands behind Omni Cubed’s 
goal to provide products, such as these new 
carry clamps, that help you deliver quality… 
not just countertops.

For more information about these, and other 
exciting products by Omni Cubed, visit our 
website at www.braxtonbragg.com today.

Omni Cubed Launches Improved 
Countertop Carry Clamps for 2015

Mega-Jaw™ Carry Clamp (2015 Model)

Mega-Jaw™ is the quick, “grab and go” carry clamp.

Aqua-Jaw™ Carry Vise™ (2015 Model)

Flawed Son Seeks Atonement
Bicentennial American flag 
that was stolen nearly 40 
years ago from a park has 
been returned by a remorse-

ful thief.
  

The flag was stolen in 1976 while the 
Weston Observatory in Manchester, NH was 
being repaired. Someone climbed the scaf-
folding and snatched the flag at night, caus-
ing an uproar in the community, WMUR-TV 
reported.

The flag was recently mailed to the 
Manchester Historic Association from 
Arizona with a note of apology signed by “a 
flawed son of Manchester.”

“I regretted having done this for many 
years and apologize for my selfishness,” the 
thief wrote. “I have taken care to preserve 

the flag until I could return it so that it may 
assume its place as part of Manchester’s 
heritage.”

The association hopes to keep the flag and 
put it on display or possibly return it to the 
observatory.

“Who knows who it was who did this, 
but we’re just thankful to have it back,” 
said Jeff Barraclough, acting director of the 
association.

Source: WMUR-TV, 
http://wmur.com
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“I thought all 8-step wet polishing pads were the same …
“Phooey! These amazing Vipers had the job done by step 6”

Cheaper isn’t always smarter. This 
$14.95 wet polishing pad polishes 
66% faster and last 43% longer than a 
$10 one. Or your money back. 

“That’s enough buff,” said the foreman. But the 
polisher still had 2 more steps to go. 

These Viper pads are so efficient a 100 grit pad can 
produce a 300 grit finish. 

Fabricators tell us they often have to stop polish-
ing at steps 6-7: Or else the edges would outshine 
the tops!

And they keep on going 43% longer than any oth-
er pad on the market. So you replace them half as 
often. Here’s what Frank Keyser, General Manager, 
MGT Stone Inc. says:

“We have used the Viper pads for over 
8 years because they are consistent in 
quality, affordable, & long lasting. I 
have tried dozens of other pads but none 
have produced the cost to production ra-
tio that the Vipers have performed.”
– Frank Keyser, GM, MGT Stone Inc.

Why not call 800-575-4401 and see for yourself? 
If you don’t agree, send them back within 30 days 
for a full, no questions asked refund. 

Get the job done 66% faster
There are plenty of cheaper pads (we sell those, 

too). And they’re good ... but they ALL end up cost-
ing you more. 

We’ve tested these Vipers in a laboratory against 
our cheaper Scorpion pads. Here are the plain facts: 

• The Vipers polish 66% faster.
• They last 43% longer.
• You get a consistent 102 glossmeter reading.
 And if you act now, a 4-inch Viper pad costs just 

$5 more than a Scorpion. 
You’ve already spent serious money on machinery, 

labor and materials. Is it really worth skimping on 
$5? 

“In the last 10 seconds of its life, you get 
the same finish as when you first took it 

out the box.”
The diamonds on cheap pads break away. They 

don’t just have a shorter lifespan than a Viper pad.  
They’re also inconsistent. 

The more you use them, the poorer the finish 
quality. A Viper pad is totally different ...

It’s loaded with 3-8 times more diamonds than 
any other pad on the market. And these diamonds 
sharpen themselves, so the finish stays the same. 
Here’s how it works ...

Minute diamond crystals are bonded together 
through a process called sintering. 

Baked at 1400C, under pressures of 60Kbar, they 
form a complete diamond crust. The plate is then 
hardened in a furnace – baking that toughness all 
the way through. 

As you use the pad, the tiny diamond crystals pro-
duce fresh cutting surfaces. And this is how these 
Vipers get the job done 66% faster than cheaper 
pads. 

But – just as importantly – it makes them more 
consistent too – right until the very last second of 
their life.

Why a Viper pad lasts 43% longer
To get the most out of your pad, you need a differ-

ent bond for each grit type. A 50G pad needs a more 
flexible bond that moves with the rough surface of 
the unpolished granite. 

Cheap manufacturers don’t consider this. They 
use the same bond for every step, so your pads waste 
away in half the time. 

However, the bonds on each of the 8 Viper steps 
have been produced and tested under laboratory 
conditions. 

They all have a unique bond to get the maximum 
lifespan from your pad. We’ve spent 19 years testing 
bonds, diamonds and pads. 

And Vipers last 43% longer than the pads you use 
now. We know because we’ve tested them all.

No more scratches!
Blocky, round or oversized diamonds leave deep 

scratch marks. They ruin hours of work and cost 
you a fortune in materials. 

Yet these are the very diamonds you’ll often find 
hidden in cheap pads. Of course you can’t see them 
until it’s too late. Not on a Viper pad ...

The diamonds on a Viper are sourced and quality 
controlled right here in the U.S. They’re manufac-
tured under precise, computer-controlled condi-
tions from start to finish. 

First, the diamonds are sorted for size and shape. 
If they’re too round … too blocky … or too large ... 
they don’t make the cut. And the computer doesn’t 
stop there …

Once the diamonds are ready, it selects the precise 
number of diamonds to use on each pad. Cheap pad 
manufacturers leave this process to human error. 
It’s why cheap pads let you down. But every Viper 
is practically identical from crust to core. So your 
finish quality won’t change when you replace them. 

Call 800-575-4401 to order your Viper pads right 
now.  

Remember you’re not risking a cent – guaran-
teed. If you’re not completely satisfied with your Vi-
per pads, return them within 30 days for a full, no 
questions asked refund. 

5000 RPM and still sticking ...
You’ve probably noticed cheaper pads don’t hold 

very well. Once they start spinning, the pad flies off 
like a Frisbee. 

With the hook and loop system on a Viper, it 
sticks to your backup pad like cement. 

You can spin these pads all the way to 5000 RPM 
- they’re guaranteed to stay put. 

Order today and save 
$48, $60 or even $80

A 4-inch Viper pad normally costs $22.95. But if 
you call 800-575-4401 now, you only pay $14.95. 
And you save a whopping $60 if you want all 8 steps.  
See here: 

As you can see, you save a total of $48 on the 
3-inch pads. Want a full set of 5-inch Vipers? Save 
$80 right now.

And don’t forget your 30-day, no-quibble guaran-
tee. So why not put them to the test? See for your-
self they do everything I’ve promised. If they don’t, 
send them back for a full refund. 

Remember a 4-inch Viper pad costs just $5 more 
than a pad from our cheaper range. Yet you get: 

3 A deeper shine: 102 on the gloss meter.
3 A 43% longer lifespan: Replace them almost  

  half as often.
3 A consistent finish: Even in the last second of  

  its life, a Viper produces the same finish as when  
  you first took it out the box. 

3 66% faster polish: Watch your productivity soar.
3 No more scratches: The diamonds on a Viper  

  pad are consistent. There aren’t any unusual  
  shapes or sizes. Unlike cheap pads, they’re  
  guaranteed not to scratch – saving you a fortune  
  in materials. 

Right now, you can try these Vipers risk-free and 
save $48, $60 or even $80. 

But you must act now. Please call 

800-575-4401

Set of 8

3˝ pads

4˝ pads

5˝ pads

MSRP

$142.95

$182.95

$238.95

Our Price

$94.95

$118.95

$158.95

Try them risk-free for 30 days!

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Raimondi Tile Leveling System & tools

http://www.slipperyrockgazette.net
https://www.braxton-bragg.com/index.cfm/fuseaction/store7catalog.level/bc/0,8442,8464,7447/
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Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for the Husky Bridge Saw

http://www.slipperyrockgazette.net
http://www.slipperyrockgazette.net
http://www.braxton-bragg.com/Husky/

