
2016 Classified Color Box Ad Rates

Classified Text Ad Guidelines & 
Online Submission
Go to http://www.slipperyrockgazette.net

• Text listings are $30.00 per ad, per month. 

• All faxed ads must be typed. 

• No handwritten ads will be accepted. No exceptions. 

• Ads may be submitted by fax (865-688-8254, attn: Karen Richards),    
 or by filling out the online form at www.slipperyrockgazette.net  

• Maximum of 70 words or less per ad.

• 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.

• Payment must be made at the time ad is submitted: Credit or Debit    
 Card only. A PDF Credit Authorization Form is available by fax or    
 download from the SRG website. 

• Ads may be renewed for additional issues by contacting the Slippery    
 Rock Gazette prior to Classifieds deadline. Please refer to our 2015    
 Classified Ad Deadline dates for each issue.

Left -Hand Page • The Slippery Rock Classifieds The Slippery Rock Classifieds  •  Right Hand Page

Note: Max Box ad 
Size is 

2 Cols x 2.5˝ H
Two Col 

x 1.25˝ Box

Classified Ads, 
Box ads 
One Column: 
1.85˝ wide

Two Columns: 
3.875˝ wide

Color Now Available
One Col 
x 1.25˝ 

Box

Text: 70 
words max 

per ad
Classified Ads, 
Text Listings: 
Submit listings for used 
equipment, help wanted 
and business opportunities 
using our easy online form, 
email, or fax. Limit 70 words 
per listing.

Classifieds Classifieds

 Display Ad Size Frequency: 1x 3x 6x 9x  12x

Classified Display Ads, Col = 1.85˝ W 

 1 Column Wide x 1.25 Inch High  $40.00 $35.00 $33.00 $32.00 $31.00

 2 Columns Wide x 1.25 Inch High   $80.00 $70.00 $66.00 $64.00 $62.00

 2 Columns Wide x 2.5 Inches High   $160.00 $140.00 $132.00 $128.00 $124.00

 Classified, Text Only Ad, Per Month  $30.00  Call before deadline to renew.
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P
eople never cease to 

amaze me. Some folks 

have no idea of the value 

of things. This is especially true 

in the stone and tile business. 

You should get a kick out of 

the following story – 

I know I did!

It was one of 

t hose  r a re , 

beautiful early 

summer morn-

ings. The sun was 

shining and the 

temperature was 

about 68 de-

grees. It was one 

of those days 

I wanted to 

shut off my 

phone and 

either take a long mo-

torcycle ride or hop in the boat 

and spend the day fishing… or 

maybe both! It had been a slow 

week and I thought I might be 

able to sneak away… and then 

I got a call from a contractor 

friend of mine.  

I hadn’t heard from Joe in a 

while, and every time I saw him 

pop up on my phone I rolled 

my eyes. I nicknamed him 

Major Problems Joe. It seemed 

every little thing was a major 

problem. 

I remember getting a call from 

him one day saying that his 

floor machine had no power. I 

went through the standard trou-

bleshooting routine: Check the 

breakers, is it plugged in, etc. 

He was in a total panic. Finally, 

I figured out that there was a 

breaker on the motor, and once 

it was reset he was good to 

go. So I wondered what major 

problem this one might be. 

He began to tell me that he 

was working on a lobby in a 

major hotel that had a slate 

floor. He said it had numerous 

coats of polyurethane on it and 

it wasn’t coming off. I asked 

him what strippers he was using 

and he said he doesn’t hire 

strippers… they’re too expen-

sive… badda-boom. 

The $1,000 Start-Up

The Stone 

Detective

This past October a unique 

opportunity presented 

itself to my husband Ken 

and he was offered a job. The 

company was one we work with 

closely and consider a partner. 

But their “go back” rate for 

problems is astronomical. 

My husband has a Type A en-

gineer mentality, which makes 

him great at doing templates. 

He can troubleshoot practically 

any issue that arises and come 

up with an answer to even the 

most challenging problem. 

Although you can train some-

one to understand the basics of 

templates, it takes a long time to 

train someone into a really good 

templater, someone who can 

identify and diagnose how to 

fix or work around a problem.

It had been many years since 

we had seen a regular paycheck 

in our house. 

Sharon Koehler

Marketing Maven

Varmint County

Memorial Day in Varmint 

County is a mix of solemn 

ceremony and unbridled 

merry-making

M
emorial Day weekend 

in Varmint County is 

an odd mix of somber 

reflection and unbridled merri-

ment. Many of our citizens fol-

low the ages-old traditions, such 

as attending church on Sunday, 

gathering the clan for a family 

dinner and then on Monday 

morning, going out to the var-

ious cemeteries to decorate the 

graves of distant ancestors.

Memorial Day Monday is also 

a time for honoring the county’s 

veterans who have passed on, 

and a solemn memorial service 

is held every year at the Varmint 

County Veteran’s Cemetery.

The cemetery has an un-

usual history, having been cre-

ated several decades ago and 

playing a role in ending the 

century-long feud between the 

Haig and Hockmeyer clans.

That feud, you may recall, 

began shortly after the Civil 

War. The Haigs were all un-

apologetic Rebels, the men folk 

to a man having all fought for 

the old Southern Confederacy. 

Natives of the Louisiana 

swamps, many Haigs migrated 

north after the war to settle in 

Varmint County. 

 Boomer Winfrey  

Varmint Co. Correspondent

Please turn to page 2

Please turn to page 3

Please turn to page 7

Please turn to page 2

Frederick M. Hueston, PhD

And We’ll Have 

Fun, Fun, Fun…

W
ork hard. Keep your 

nose to the grind-

stone. Bust your 

buns. Give 110%. Concentrate. 

Focus. Work your butt off some 

more.
 Work is hard. Work is se-

rious. You work hard to get 

ahead.  All that may be and 

probably is true (unless you win 

the lottery), BUT there is an-

other side. Where there is hard 

work, there should be some fun.

Jodi Wallace

Monarch Designs

The Case of the Cheapest 

Person in the World

If It’s Broken, 

Please Fix it

Left: Double granite 

island kitchen by Ellis 

Stone. Many of his jobs 

are in a resort town full 

of luxury properties, 

near Salt Lake City. 

New construction and 

high-end remodeling 

demand the best work, 

and Ellis delivers.

Shahn Ellis of Salt Lake 

City started up a granite 

business in 2010 with 

about $1,000 and a drive to 

succeed. Now, Ellis Stone 

is on its way to success  in 

its niche market. For our 

story on how Ellis made it 

through the first five years, 

please turn to page 2.

Shop www.braxton-bragg.com for Stone & Tile industry products

Visit www.slipperyrockgazette.net for more Stone & Tile industry news
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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. MarcucciPhotos by Larry Hood &  Distinctive Marble & Granite

Shop www.braxton-bragg.com for Stone & Tile industry products
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S
ummer is officially 

over and I can feel 

fall in the air. Today, 

I thought I would fire up the 

old Harley and head out for 

some two-wheel therapy. Just 

as I was putting on my boots 

the phone rang. 

The voice on the other end 

was a familiar one. Just my 

luck – it was Major Problems 

Joe, again. Those of you who 

read my column might remem-

ber Joe. It seems every problem 

he runs into is a catastrophe of 

Biblical proportions! 

Joe had just taken on a project 

renovating a building that was 

The Stone Detective

New Technology and  

Seam Placement

Frederick M. Hueston, PhD

The Case of the Polka Dot Travertine

w w w . s l i p p e r y r o c k g a z e t t e . n e t

Can Digital Templating Reduce 

Errors and Increase Profits?

loaded with travertine. He 

told me the floors, furniture, 

walls, etc. were all travertine, 

and that they were cleaning, 

honing and polishing a lot 

of square feet. Now, Joe has 

been in the business awhile 

and certainly knows how 

to do this type of work. 

But this time, it seemed 

that maybe he actually had a 

real major problem. As usual, he 

wouldn’t give me much info and 

wanted me to fly up north to see 

the problem for myself, and come 

up with a solution.  

much sooner. We have seen effi-

ciency gains and are eager to au-

tomate the rest of the shop as soon 

as possible.”

The use of the Proliner also in-

creased accuracy. Installers don’t 

have to transcribe measurements 

for fabricators. “We now have 

the ability to email the template 

from the job site to the shop,” she 

said. “There is less opportunity to 

make errors.” 

Putting digital templating into 

action has been educational. The 

benefits are obvious, according to 

da Ponte. “It’s the kind of thing 

we should have done a long time 

ago. You think, ‘Why didn’t I do 

that?’”

The GMM Brio saw and the 

Proliner were serious purchases, 

not a trivial step to take. However, 

da Ponte has her eye on the ulti-

mate return. “For us, it was a big 

investment, but it is the front end 

of turning the shop digital,” she 

said. “It was important to do it.”

Please turn to page 2

Ben Cole

Cole Brothers

Stone Industry Consultant 

T
alk to most old-school fab-

ricators and they will tell 

you that the proper place 

to put a seam, when possible, is 

in the sink line. However, this old 

belief does not take into account 

new technology that allows seams 

to be made almost invisible. To 

better educate yourself on where 

you should be placing seams, you 

need to understand why the sink 

line was the place of choice for so 

many years.  

My father, along with many of 

his colleagues, was a strong advo-

cate of always placing the seam in 

the sink line. Going back ten years 

or more I would have agreed that 

the sink line was the best place to 

put a stone countertop seam, for 

multiple reasons.  First, the sink 

line allows for the smallest seam 

possible as the sink bowl removes 

a large part of the seam and the 

faucet often helps to cover part of 

the back seam. Second, it is easier 

to deal with crowning issues or 

warped materials when you only 

have a small seam to manage and 

you are only dealing with the 

front and back of the seam. Third, 

it can be easier to color match the 

seam in a smaller area.  

But granite and stone seams had 

a bad reputation for many years, 

especially when compared to solid 

extruded products like Corian–

which have no seam. Seams ten 

years or more ago tended to be 

wider (1/8˝) and more noticeable 

due to the large numbers of fine 

chips that ran along both edges 

of each piece.  These small chips 

were caused by the saw blade and 

it was standard practice to join 

two pieces that had just been cut 

with a bridge saw blade without 

any other prep work.  

Please turn to page 5

Joel Davis

Photos by Joel Davis,  

Larry Hood & Stone Creek

U
sing the right tool pays 

off. Digital templat-

ing has reduced costs 

for Louisville, Tennessee-based 

Stone Creek Surfaces. Templating 

now takes about 90% less time for 

them than making the old Luan-

style templates.

The company specializes in 

stone countertops. It describes 

itself as having one of East 

Tennessee’s widest array of coun-

tertop materials available, with 

100 colors on site.

Stone Creek Surfaces recently 

bought a GMM Brio saw for its 

shop. Its installers now use a 

Proliner for digital templating. 

The switch proved far easier than 

owner Laura da Ponte expected. 

“I was concerned about the tran-

sition to digital because of the 

learning curve, but it has been in-

credibly easy.”

Going digital has drastically 

cut templating time. It’s about 

nine times faster than by hand. 

Trenton Hayes, lead installer for 

Stone Creek Surfaces, is a con-

vert. “Whenever I would go into 

a house before, I would do a Luan 

(plywood) template,” he said. 

“You take the strips and lay them 

out and take a hot glue gun and 

glue them all together. Whenever 

I would go into a big house, doing 

several rooms, it would probably 

take me three hours to set it all up. 

With a digital templater, I can do 

it in 20 minutes.”

Stone Creek Surface’s experi-

enced installers have taken well 

to digital templating. “Our em-

ployees know how to do it the 

hard way, so they made it look 

effortless,” da Ponte said. “We 

still have a lot to learn to take ad-

vantage of all the features and it’s 

a big challenge to find the time to 

change, but I wish I had done it Please turn to page 4

Laura da Ponte in the Stone 

Creek Surfaces showroom. 

Stone Creek keeps over 100 

slabs on site for customers 

to browse color and stone 

choice, including exotics like 

the Honey Onyx on page 38.

Shop www.braxton-bragg.com for Stone & Tile industry products

Visit www.slipperyrockgazette.net for more Stone & Tile industry news
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Slippery Rock Gazette Advertising & Braxton-Bragg Co-Op Program for Vendors

Co-Op Advertising: The Braxton-Bragg Co-Op ad program is by invitation only, and offered to qualifying Braxton-Bragg 
vendors to help market their products to the Slippery Rock’s industry-wide readership. Note: Participation involves a 
minimum six-month or six issue contract commitment. The SRG reserves the right to reject or edit any copy not in 
keeping with the standards of the Slippery Rock. Braxton-Bragg reserves the right to reject any co-op advertisement not 
meeting the criteria for qualifying products. Products Braxton-Bragg does not sell do not qualify for co-op support. Ads 
must bear the Braxton-Bragg logo, include the 800-575-4401 phone number, Braxton-Bragg Item numbers and the  
www.braxton-bragg.com web address. Product Sale prices may also be included through prior arrangement. For more 
information contact Larry Hood, SRG Editor, lhood@slipperyrockgazette.net 
 
Publication & Payment Terms:  Invoices payable in U.S. funds only, net 30 days. No credit extended to accounts over 60 days. 
Billing each month will be deducted from inventory cost. If an agency defaults on a payment, advertiser will be held responsible 
for total due. First time advertisers will be required to provide credit information or prepayment at the start of their advertising 
program. In addition, in the event that it is necessary for Slippery Rock Gazette (SRG) to place this account in the hands of a 
Collection Agency or Attorney for collection, the advertiser agrees to pay all additional costs of collection, including reasonable 
attorney’s fees.
Ad Cancellations: Cancellations not accepted after the Space Reservation Deadline. Advertiser is responsible for all charges 
(including production) incurred if canceling after the Space Reservation Deadline.

 2016  Space Reservation Ad Materials Deadline Classifieds Deadline

 January   Nov. 23, 2015 Tues, December 1, 2015  Wed, Dec. 2, 2015

 February Dec. 28, 2015 Monday, Jan. 4, 2016 January 4, 2016 

 March January 25, 2015 Mon, February 1, 2015 February 1  

 April February 23 Tuesday, March 1 March 1  

 May March 28 Monday, April 4 April 4  

 June April 25 Monday, May 2 May 2  

 July May 24 Tues, May 31 May 31

 August June 28  Tuesday, July 5 July 5 

 September  July 25  Mon, August 1 August 1  

 October August 30  Tues, September 6 September 6 

 November September 26  Mon, October 3 October 3 

 December October 25  Tues, November 1  November 1

 January 2016 November 28 Tues, December 5 December 5

Please note: All deadline dates are subject to revision. Extensions available only by permission.

www.slipperyrockgazette.net

The Slippery Rock Gazette is 
produced by Braxton-Bragg. For 
details on participating in the 
Braxton-Bragg Co-Op ad program 
for your stone industry product, 
please contact us:

Larry Hood  
Editor/Design Director 
Phone: 865-293-0231 
lhood@slipperyrockgazette.net

G. William Brown  
Graphic Designer 
Phone: 865-293-0238 
wbrown@slipperyrockgazette.net

Derek Brodka  
e-Marketing Coordinator 
Phone: 865-293-0201 
dbrodka@braxtonbragg.com

Slippery Rock Gazette 
4100 Appalachian Way  
Knoxville, TN  37918  
SRG Fax: 800-915-5501

www.slipperyrockgazette.net

©2015_027SRG

Combined Print and Web Publication 
for the Stone Industry 
www.slipperyrockgazette.net

2016 Ad Reservation & Materials Deadlines



 

2016 Advertising 4-Color Rates 

The SRG is printed on a roll-fed web press using CMYK  UV set process inks. Cover and 
select interior pages use 60# coated. No SPOT, custom PMS colors or rich black available.

All prices listed are net with no agency commission discount.

Reserved, specified ad space is limited. Please contact editor for available placement.  
Add 10% for a guaranteed specified position.

Full Page Ad Size 
Image Area: 10˝ W x 11.5˝ H 
– For bleeds include .125˝

Quarter-page 
4.875˝ W x 
5.625˝ H

Eighth-page 
4.875˝ W x 

2.8˝ H

Left -Hand Page • The Slippery Rock Gazette The Slippery Rock Gazette  •  Right Hand Page

Half-page 
Horizontal 
10˝ W x 5.625˝ H

Left -Hand Page • The Slippery Rock Gazette

Submission Guidelines & Printing Specs

SRG Specification: Web Press on 35# Hi-bright newsprint, 60# gloss cover, 4-color process, colors UV set.

Digital File Requirements: Print resolution CMYK PDF or non-compressed, highest quality JPEG files preferred. All photos and art submitted for ad and article preparation 
should be 300 dpi resolution, saved as TIF, EPS or JPEG with no LZW or .jpg compression. Multiple files (more than 1) MUST be zipped (ZIP) or Stuffed (.SIT) before sending. 

Accepted Formats: High resolution, press quality PDF, include .125˝ bleed. All color files should be CMYK, no spot colors. Native files accepted in InDesign CS6; Photoshop 
PSD, PDF, TIFF or JPEG; for Illustrator PDFs –all fonts must be converted to paths. No native CorelDraw, Publisher or CAD files. Ads using rich black backgrounds will be 
rejected.

Please provide Type One postscript or Open Type fonts. Include fonts when packaging files for output and when submitting InDesign, Illustrator, or Photoshop native files. Any 
Windows PC & TrueType fonts will be replaced with closest available Mac OS versions at industry production rates. Missing Windows fonts with no equivalent font in our library will 
be replaced at cost + industry rates. Include both printer and screen fonts for package printer fonts and screen fonts for Photoshop (.psd), InDesign (.indd) or Illustrator (.ai) files. 

Files smaller than 12 MB may be emailed to lhood@slipperyrockgazette.net. When emailing or uploading multiple files, package in a Stuffit (.sit) or ZIP file. Ads submitted in 
layers Photoshop (.psd), InDesign (.indd) or Illustrator (.ai) files must include all fonts and all placed graphic files, including photos, logos and graphics. Due to ink-offset printing 
concerns, no solid black ads with reversed white type will be accepted. All spot colors will be converted to CMYK equivalents.

FTP Ad Submission: To submit ads over 12 MB in size, contact Larry Hood or email lhood@slipperyrockgazette.net for a secure FTP log in, via  an FTP client application. 
Filezilla is our recommended FTP software to connect with our servers.  Stuff or ZIP packaged files before transmission.

www.slipperyrockgazette.net

 Display Ad Sizes:
 Full Page: 10˝ W x 11.5˝ H
 Use .125 Bleed
 3/5 Page Vertical: 
 8˝ W x 9˝ H  

 1/2 Page Horizontal: 
 10˝ W x 5.625˝ H  

 1/2 Page Vertical: 
 4.875˝ W x 11.5˝ H  

 1/4 Page: 4.875˝ W x 5.625˝ H  

 1/8 Page: 4.875˝ W x 2.8˝ H

Rates reflect full space price.

 Display Ad Space Frequency: 1x 3x 6x 9x 12x
 Full Page  $1,900.00 $1,694.00 $1,623.00 $1,552.00 $1,410.00

 3/5 Page  $1,520.00 $1,355.00 $1,298.00 $1242.00 $1128.00

 1/2 Page  $1,257.00 $1,158.00 $1,113.00 $1,062.00 $966.00

 1/4 Page   $628.00 $579.00 $556.00 $531.00 $483.00

 1/8 Page  $314.00 $290.00 $278.00 $265.00 $242.00 

Half-page 
Vertical: 
4.875˝ W x 
11.5˝ H

3/5 
Vertical: 
8˝ W x 
9˝ H


