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Upstate Granite 
Solutions Offers
Rock Solid Service

When Paul Nichols 
enlisted in the United 
States Army in 2009, 

the plan was to become a military 
chaplain and an assistant pastor, 
while also getting his master’s 
degree. In spite of this, the army 
had other ideas, recalled Paul. 

   “I was commissioned as a sec-
ond Lieutenant in the armored di-
vision and trained at Fort Knox, 
Kentucky. I was basically a tank 
platoon commander for a total 
of five years, until I was injured, 
breaking both of my legs.” 

After seven surgeries, Paul 
was medically retired in 2014, 
and he and wife, Kelly, moved 
to Greenville, South Carolina. 
Uncertain of how to make a living 
at this point, Paul got resource-
ful and rolled up his sleeves, he 
continued. “As a civilian, I really 
didn’t know what to do. My wife 
was pregnant with our first son, 
so the timing wasn’t the greatest. 
We had no house and no income, 
either, and we were living with 
my aunt and uncle, so I began do-
ing odd jobs such as pouring con-
crete and putting up fences.” 

Soon after, Paul and Kelly pur-
chased a foreclosed home in need 
of work, including kitchen coun-
tertops. However, after searching 
the local fabrication shops, the 
couple went a different route, said 
Paul. “All we found was poor cus-
tomer service and pricing that was 
all over the place. It was a very 
disappointing experience that led 
to a lot of frustration.” Out of that 
frustration, he began to search for 
a solution for his needs, and that 
solution presented itself to pro-
vide his own countertops, he con-
tinued. “I bought some slabs from 
a company that was going out of 
business, and watched videos to 
learn how to fabricate and install 
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them. After that was success-
ful, I thought I could sell off the 
slabs that were left over, which 
I did!” Successful, indeed, and 
with a clear path to follow into 
the future. 

Currently in its sixth year of op-
eration, Upstate Granite Solutions 
is an all-under-one roof, 20,000 
square foot showroom, warehouse 
and shop. Equipment consists of a 
CMS CNC, a CMS CNC saw, a 
FAB-KING Fabrication Center 
and a Marmo Meccanica Inline 
Polisher. The array is topped off 
with an overhead crane, outfitted 
with a Manzelli Vacuum Lifter. 
The company has also recently 
broken ground for a new 11,000 
square foot fabrication shop. It 
will include all the above equip-
ment as well as a new Northwood 
Raptor dual table waterjet, a 
Northwood CNC, and a Marmo 
Meccanica Inline Polisher. A 
second Kaeser screw compres-
sor and a 3-axis crane spanning 
the entire production floor will 
also be added. Once completed, 
the old shop will be turned into 
an extension to the current show-
room, adding an additional 5,000 
square feet. 

Solutions for Success 
Competing mostly in the high-

end residential market, Upstate 
Granite Solution’s sales are ap-
proximately 60 percent con-
tractor and 40 percent walk-in. 
Employing a very talented staff 
of 38, all are considered family, 
said Paul.

“Without my employees, I 
wouldn’t have a company, and 
fully realize that. I’ve given our 
key players the responsibility of 
this company, and the freedom to 
basically run a little business in-
side this business. I don’t micro 
manage. I guide and help and give 
criticism about how I want things 
done, if that’s the case. They have 
the opportunity to spread their 
wings and to use their gifts and 

abilities the best they can. Even 
the new-hires will come in and 
see that this company is different 
from their last, and that’s import-
ant to me, because I want to take 
care of them as part of my family. 

“Everyone from the guy who 
sweeps the floor, to the templater, 
to the installers; everyone has 
to have the same mindset for us 
to be successful in our mission, 

which is to be the best solution for 
our customers. We have weekly 
meetings to go through the previ-
ous week’s wins and losses, and 
we use it as a time to learn as a 
family, and not to beat anyone 
over the head for making a mis-
take. How can we fix the problem 
or how can we not have this prob-
lem happen again? 

BB Industries has been 
awarded a  Top 

Workplaces 2021 honor by The 
Knoxville News Sentinel. The list 
is based solely on employee feed-
back gathered through a third-
party survey administered by 
employee engagement technology 
partner Energage, LLC. The anon-
ymous survey uniquely measures 
15 culture drivers that are critical 
to the success of any organization: 
including alignment, execution, 
and connection, just to name a 
few.

“During this very challeng-
ing time, Top Workplaces has 

proven to be a beacon of light for 
organizations, as well as a sign 
of resiliency and strong business 
performance,” said Eric Rubino, 
Energage CEO. “When you give 
your employees a voice, you come 
together to navigate challenges 
and shape your path forward. Top 
Workplaces draw on real-time in-
sights into what works best for 
their organization, so they can 
make informed decisions that have 
a positive impact on their people 
and their business.”   

BB Industries is one of the most 
respected distributors in the stone 
industry and has experienced ex-
plosive growth in people, products 

and partnerships, over the past few 
years, even throughout the pan-
demic, setting record sales.  

“This award is such an honor be-
cause we pride ourselves on treat-
ing each other like family,” said 
BB Industries President & CEO 
Rick Stimac. “When I accepted 
the position of CEO in 2017, I was 
impressed with the loyalty and 
longevity of the employees here. 
Most have been at BB Industries 
for at least five years, many more 
than ten, some more than 20 and 
the most long-term employee who 
helped open the company in 1995, 
just retired a few months ago.” 

Please turn to page 8

Knoxville News Sentinel Awards BB Industries 
Knoxville’s Top Workplaces 2021 Honor
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Worth mentioning is that 
Upstate Granite Solution’s show-
room is actually a walk-through 
warehouse complete with vi-
gnettes. Talk about “what you see 
is what you get!” The company 
will also showcase the wares of a 
cabinet company, Paul explained. 
“We formulated a relationship 
with a local cabinet company that 
will be renting space in our new 
showroom. I’m actually going to 
train one of our staff to sell their 
cabinetry, and we will get a per-
centage of the profit of the sales. 
That’s a big advantage, because 
we can design the cabinets along 
with our countertops and back-
splashes without muddying up 
the water or diluting what we are, 
and that is to be countertop ex-
perts in our market. I don’t want 
to be in the cabinet business and 
carry the inventory! I just want 
to offer these things to our cus-
tomers for ease of use and a good 
experience.” 

   
Home shows are also part of 

the company’s repertoire. Paul is 

Continued from page 1

a member of the Home Builders 
Association of Greenville, and 
understands the value that it has, 
he continued. “We set out to 
use the home show not as a lead 
generator, but rather as a brand 
awareness and community out-
reach. We had six different tele-
visions going with six different 
videos that we had produced to 
showcase our company and what 
we do. We didn’t use it to get 
them to sign and get their infor-
mation. We just gave out our in-
formation to let people know who 

Everyone feels that it’s a safe 
and secure space to talk and it’s 
a huge way to motivate them 
to give our customers the best 
experience.” 

Marketing, Product 
Promotion  and Sales

All seven of the company’s 
showroom staff are non-com-
missioned, and are there to edu-
cate customers from conception 
to completion, and to assist that 
job when it goes into produc-
tion, said Paul. “Some customers 
come in confused and frustrated. 
They are at the end of a very long 
building project and don’t know 
where to turn or what to do when 
it comes to their countertops, and 
everyone of our showroom staff 
strive to make it as simple as pos-
sible through education. We keep 
our pricing simple and transpar-
ent, and customers come to us and 
tell us they know we are not the 
lowest price, but they trust us to 
get the job done right and that we 
stand behind our work.” 

we are. We’ve also gone around 
and gotten to know the contrac-
tors there. We’ve built relation-
ships with them, and they bring 
us steady business throughout the 
year.” 

Additionally, the company can 
offer-up highly rated contrac-
tors that can knock down or build 
a wall, plumbers that can hook 
up faucets or gas lines, and tile Please turn to page 3

companies that can install floor-
ing. “We are not licensed or in-
sured to do any of those things,” 
said Paul, “but we can coordi-
nate our customers with reputa-
ble contractors that we’ve worked 
with for many years, so the cus-
tomer does not have to continue 
looking. They’ve found their an-
swer with us.” 

Current shop equipment includes a CMS CNC, a CMS CNC saw, 
a Fab King Fabrication Center and a Marmo Meccanica Inline 
Polisher. Expansion plans for a new 11,000 square foot fab shop 
will add a Northwood Raptor dual table waterjet, a Northwood 
CNC, and a second Marmo Meccanica Inline Polisher.

Walk-through warehouse and showroom combines meeting areas, 
vignettes, samples, and slab display. Expansion plans an additional 
5,000 square feet to the showroom.

Upstate Granite Solutions

Upstate granite’s dedicated fabrication team stands behind 
their work. Customer satisfaction and word-of-mouth through 
social media outlets helps drive customer traffic to the shop.
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Clockwise, from top right: Open 
plan residential kitchen features 
Calacatta Laza polished quartz 
with full-sized eased double 
waterfall island.

S.C. Governor Henry McMaster 
(at left) lent his official presence 
at the Veteran’s Day flag- 
dedication ceremony.

The Upstate Granite Solutions 
crew gathers in front of their 
specially sewn 50 x 80 foot 
American flag.

   
According to Paul, he spends 

very little on marketing, and 
does not have outside source 
people. Instead, they’ve devel-
oped an online presence with 
social media and customer’s re-
views, he explained. “I really 
believe that word-of-mouth re-
views have been the biggest as-
set to our growth. We are very 
proud to have a 4.9 Star Google 
rating. There’s not a day that goes 
by that people come in and tell me 
that they heard of us by searching 
online and reading our reviews! I 
really feel that this is part of what 
sets us apart from our competi-
tors. So we don’t spend a lot of 
money, and if I told you our bud-
get, you’d probably be shocked, 
and I’m happy about that!”

   
As for the effects of the COVID 

shutdown, Paul said that in the 
beginning there was a huge 

Please turn to page 13

Continued from page 2 reduction in traffic, but not for 
long, adding, “After the first two 
weeks, we saw a huge increase in 
walk-in traffic, and our contrac-
tor sales increased by 40 percent. 
We then exploded the rest of 2020 
and 2021. So over all, COVID has 
not had any negative effects on 
our number of customers, and ac-
tually had the opposite effect.”

   

Upstate Granite Solutions
Photos (2) Cayer Commercial Photography 
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Akemi Announces Platinum 4.0 
P+ Epoxyacrylate Adhesive

Akemi GmbH is proud to an-
nounce the release of their 

Platinum 4.0 P+ adhesive in the 
North American market.

The Akemi Platinum adhesive 
product is now in its fourth gen-
eration with upgrades to meet the 
needs of stone, quartz and porce-
lain slab fabricators and installers. 

Platinum 4.0 P+ is a colorless 
Epoxyacrylate resin adhesive that 
has been modified to enhance the 
bonding strength to stone, quartz 
and porcelain surfaces. A few of 
the upgrades for Platinum 4.0 P+ 
are:

 • Low color for excellent color  
 matching to even the whitest 
 surfaces.

•  Enhanced bond strength. 
•  Extended shelf life.
•  Good working time with  

 short cure time.  

Akemi Platinum 4.0 P+ is avail-
able in flowing and knife grade 
versions in quart (900 ml) and 
gallon+ (4,500 ml) sizes.

Akemi Platinum 4.0 P+ 
is available in the USA and 
Canada through Akemi’s partner 
InnoChem LLC and InnoChem’s 
affiliate distributors, including 
BB Industries LLC.  

Contact InnoChem at info@in-
nochemllc.com for more infor-
mation on this industry-favorite 
product.

The updated Platinum 4.0 P+ is a colorless Epoxyacrylate resin 
adhesive developed for natural stone, quartz and porcelain. 
Improvements include enhanced bond strength and extended 
shelf  life. 

“OK, well I guess that solves it.”

mailto:%20g.covell%40slipperyrockgazette.net?subject=
mailto:publisher%40slipperyrockgazette.net%20?subject=
http://www.slipperyrockgazette.net
mailto:info%40innochemllc.com?subject=
mailto:info%40innochemllc.com?subject=
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naturalstoneinstitute.org #usenaturalstone

YOU ARE DOING
EXTRAORDINARY THINGS
Let us help you celebrate your projects and people during our annual

Awards Celebration and After Party at TISE in 2022.

Submit Your Entries by JULY 20.
naturalstoneinstitute.org/awards

Masterful Use
of Natural Stone

Projects that exemplify the 
best use of natural stone 

through beauty, creativity, 
and craftsmanship.

Exemplary 
Performance
Migliore Award for

Lifetime Achievement
Women in Stone Pioneer Award

Natural Stone
Craftsman of the Year Award

Nurturing
Future Leaders

Natural Stone Scholarship
Women in Stone

Empowerment Scholarship

PINNACLE AWARDS INDIVIDUAL AWARDS SCHOLARSHIPS

COUNTERTOP
MARKET TRENDS

Additional sponsors:

Brought to you by

Presenters:

July 28  |  1:00 pm (CST)
Invest time in your business: Listen to countertop industry leaders share their data-driven 
projections for 2021, 2022 and 2023. They’ll analyze the labor pool and share projections 
for single-home construction, the remodeling market, and commercial construction.

    What’s next for our industry?
    What do you need to do to prepare your company for the future?
    What opportunities do you need to recognize before your competitors do?

This webinar is compliments of Park Industries® and 
various industry thought-leaders. Gather all of the data 
you need to make decisions that will drive your company’s 
growth and profitability.

Space is Limited.  
Register today at www.parkindustries.com/trends

PROJECTIONS, TRENDS, & DATA FOR FABRICATORS

Catherine Putney 
Economist 

at ITR Economics

Kelly Hansen 
VP of Human Resources

at Park Industries®www.sinkits.com        (417) 374-7373        info@sinkits.com

Patented Undermount Sink Clips

FAST. SIMPLE. SECURE.

Rocking the Texas Hill Country

After more than a 
year of learning 
and networking 

through computers, tablets 
and phone screens, The 
Rockheads Group was 
finally able to do what they 
do best, in-person. The 
Rockheads Management 
Team in conjunction with 
Marqet Group, its strat-
egy and marketing partner, 
planned and executed a 
fabulous networking and 
educational event. The ATX Hill Country 
Retreat drew together nearly 100 fabricator 
executives and vendor partners. 

The Rockheads Group is comprised of 
stone fabrication shop owners, focused on 
best practices, leadership, and financial 
business health. In the past, Rockhead con-
ferences have typically taken place in cor-
relation with large industry tradeshows. 
Coming out of the pandemic, the two-day 
event offered a different atmosphere, one 
focused on reconnecting and natural con-
versation. The retreat, which took place at a 
large Airbnb in Dripping Springs, TX, had 
a relaxed agenda that allowed members to 
socialize, let loose and gather thoughtful 

insights from fellow stone 
entrepreneurs. 

The Rockheads re-
cently partnered with Sales 
Transformation Group 
(STG), an organization 
geared toward helping busi-
nesses develop high-per-
forming sales teams. 
 During the event, STG 
shared their approach to at-
tracting and developing 
rockstar sales talent and 
provided actionable take-

aways to members. 
Rockhead vendors, including MSI, 

ActionFlow, Granite Gold, Neolith, 
Invisacook, Poseidon, Cutco, BB 
Industries, BACA Systems and others ac-
tivated creatively to engage with attendees. 

The next Rockhead gathering will take 
place this fall at MSI’s new quartz man-
ufacturing facility in South Carolina. For 
more information about the Rockheads 
Group and events, please visit www.rock 
headsusa.com.

Sales Transformation Group shares 
its unique sales approach with over 
28 Rockhead member companies in 
attendance.

http://www.rockheadsusa.com
http://www.rockheadsusa.com
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Training & Education   

Ed Young
Fabricator’s Business Coach

Training & Education

IF your business is not im-
proving —  i.e. increasing 

profit, decreasing remakes and 
callbacks, improving on time 
delivery, reducing stress and 
chaos — then, quite possibly, 
your business may be in the 
process of failing.

In working with many fabri-
cators and other business own-
ers to improve their businesses, 
I’ve noticed that it is very com-
mon to make good progress only 
to have things stall out. While 
there can be several reasons for 
this, the most common reason is 
the improvement process has 
run up against a Sacred Cow 
in the business.

Hindus believe the cow rep-
resents the divine. Therefore, 
you should protect it and cer-
tainly not harm it or kill it. The 
American version of a Sacred 
Cow is a business practice, busi-
ness policy, person, or idea that 
cannot be questioned and cer-
tainly not killed. Frequently, 
it is these Sacred Cows that 
limit the growth and success 
of a business.

Do you have:
 •  A ‘special’ customer who 

always gets their templates 
or  installs prioritized above 
other  customers? This might be 
a large customer or a long-time 
customer or even be a friend of 
the owner.

 • A policy that employees 
are not allowed to question? 
For example:

Sacred Cows May  
Be Killing Your Business

• If it is a person — either the 
one guy who is the only one 
who knows how to run that one 
critical machine, or it’s a family 
member, put together a plan…

  ° How are you going to com- 
   municate new perfor- 
   mance/attendance expec- 
   tations for him/her?

  ° What is the worst-case out 
   come from that (he/she  
   leaves)?

  ° What is your plan for get- 
   ting that job done with 
   out him/her?

  ° What is a more likely out- 
   come and how will you  
   support that?

  ° Execute the plan.

Let’s face it, you probably 
already knew what/who the 
Sacred Cow was and you al-
ready knew it was a problem. 
You just may not have realized 
how much it was hurting the 
business until now. You haven’t 
dealt with it because it was too 
uncomfortable or maybe you 
weren’t sure what the best solu-
tion would be.  Understanding 
just how much better your busi-
ness – and your life – would be 
by addressing the Sacred Cow 
should give you the motivation 
to deal with the issue.  

It is important to realize that 
your business is a vehicle to 
help you get where you want 
to go in life. Whether it’s cash-
ing out for retirement, paying 
for the kids/grandkids educa-
tion, or providing a solid vehicle 
for your heirs to run, a Sacred 
Cow can be the biggest barrier 
to achieving those goals.  

Once you have successfully 
conquered that critical issue in 
your business, you are on the 
way to successfully realizing 
your goals. 

Now it’s time to fire up the 
grill because Sacred Cows make 
the best hamburgers.

As a fab shop owner, you de-
serve to have a business that 
makes you money and also al-
lows you the time to enjoy it.  
To find out more about how to 
make more money and get your 
life back, email the author, Ed@
FabricatorsCoach.com.

  ° ‘We never install vertical  
  surfaces’

  ° ‘We have to give the  
  customer an install date  
  even though we don’t  
  have all the information  
  to make the top’

 
• Beliefs that employees are 

not allowed to question? Like:
  °‘I should only hire em- 

  ployees who already have  
  fabrication experience’

  °‘There is no way we can  
  force customers to make  
  all of the decisions needed  
  before we schedule their tem- 
  plate’

  °‘The lowest price always  
  wins’

 • An employee who is held to 
a different standard than every-
one else – who seems to get away 
with poor performance or coming 
in late?

  ° This might be your long 
  est-term employee – the guy 
   who helped you start the  
  business back when all you  
  had was a pickup truck, a  
  hand router, and a grinder.

  ° Frequently this is a rela- 
  tive – someone whose po- 
  sition is secured by blood  
  rather than by performance.

  °An employee who comes  
  in late or leaves early fre- 
  quently and gets by with it 
   because he’s the only 
  one who can coax that old 
  should-have-replaced-it- 
  years-ago CNC to produce 
  a decent edge profile.

If these examples don’t hit 
home and you are thinking you 
don’t have a Sacred Cow in your 
business, then you may need to 
dig a little deeper. Hopefully, 
you have an employee or rela-
tive (spouse) or business associ-
ate who you know will be honest 
with you. Share this article with 
them and then ask them what your 
sacred cow is. This might be an 
uncomfortable conversation be-
cause they are going to challenge 

something that is near and dear 
to you. If you find yourself justi-
fying whatever they have identi-
fied or if you hear yourself saying 
‘you just don’t understand this 
business,’ then it is highly likely 
you have found a Sacred Cow.  

Once you have found your 
Sacred Cow, how do you address 
it?  The first thing to do is to un-
derstand the negative impact of 
that Sacred Cow:

 • How is the business being  
held back because you are limp-
ing along with an ineffective pro-
duction manager – one who has 
good technical skills but strug-
gles to keep his emotions in check 
and can’t motivate his people to 
higher levels of performance?  
How much of your labor and ma-
chine capacity is being wasted be-
cause of this?

 
• How many times do you 

 have to scramble the schedule at 
the last minute because your cus-
tomer wasn’t ready  
for that install date they insisted 
you commit to 2 months ago?  

 • What is the impact on morale 
and employee performance be-
cause you let a long-term em-
ployee or family member skate on 
frequently coming in late, leaving 
early, or doing a poor job?

The next thing to do is to 
answer this question: If this 
Sacred Cow didn’t exist, how 
would your business improve?

• What if you really could find 
a good production manager from 
outside this industry – some-
one with strong management 
and leadership skills — and train 
them on the technical aspects of 
this business?  How much better 
would the shop run?  How many 
fewer headaches would you have 
every day?

• How would day to day per-
formance of the business improve 
if you didn’t commit to an install 
date that you know the customer 
isn’t going to be ready for?

 • How well would the shop run 
if you had more than one per-
son who knew how to run the old 
CNC?  How much more could 
you produce every day?

 • How would the other em-
ployees react if you finally ad-
dressed the performance issues of 
that long-term employee or fam-
ily member?  How much would 
performance improve?

How you deal with the Sacred 
Cow depends on several fac-
tors. If it is a policy or belief or 
yours:

• Try to determine why you de-
veloped that policy or hold that 
belief.

 • Talk to people who can help 
you challenge your assumptions 
about why that belief is true and 
can help you look at it differently.

 
• If you are a member of one 

of the great industry groups 
(All Slab Fabbers, Rockheads, 
Artisan, etc.), talk to fellow fab-
ricators to see how they deal with 
those issues.

• Once you decide to change 
your position on the issue, take 
the time to communicate with 
your team:

  ° Why you held that position  
  initially

  ° How you came to look at  
  it differently

  ° The negative impacts from  
  holding that position

  ° The benefits of making a  
  change

  ° How the change will be  
  implemented.

mailto:Ed%40FabricatorsCoach.com?subject=
mailto:Ed%40FabricatorsCoach.com?subject=
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Cheryl A. Moore, PsyD
CEO, Prestige Countertops 
& Services

Workaholism or 
Work Lover?

WE often hear about the 
studies and effects 

of addictive behaviors like food, 
drugs, and alcohol, but what do we 
know about the addictive behavior 
of a workaholic? One would think 
if an individual were addicted to 
work the employee would be an 
asset to the organization. Many 
researchers portray workaholics 
positively and suggest that the 
participants in their studies were 
very satisfied and productive.  
Other researchers, however, de-
pict workaholics as obsessive, un-
happy, tragic individuals who are 
not performing their jobs well and 
who create difficulties for their 
co-workers. Would understand-
ing the characteristics and types 
of workaholics allow us to better 
manage the effects of these indi-
viduals in our organizations? Is it 
better to understand the underly-
ing why of this addiction? Is the 
individual masking an underlying 
trauma and work is a way to cope?  
Is workaholism due to cultural or 

economic factors?  To better an-
swer these questions, let’s look at 
what researchers suggest about 
this addiction. 

Oates (1971) originally coined 
the term workaholism and de-
fined it as a compulsion, neces-
sity, and uncontrolled addiction 
to perform work relentlessly.  
Spence and Robbins (1992) con-
curred as the authors defined the 
workaholic as a person who “is 
highly work involved, feels com-
pelled or driven to work because 
of inner pressures, and is low in 
enjoyment at work” (p. 62).  So, 
how do we know that the individ-
ual is a workaholic and not just an 
over worker?  Researchers have 
suggested that the over worker 
knows the boundaries between 
work and personal life and feel 

good when they are not at work.  
It is common for a workaholic 
to take work home, work while 
on vacation, and even continue 
to work when sick. Psychosocial 
damage can occur in a worka-
holic because of excessive work 
rhythms and an uncontrolla-
ble motivation to work. The in-
dividual devotes so much time 
and effort to work that it ends up 
harming other important areas of 
life. 

To establish common character-
istics and a profile for the work-
aholic individual, Salanova  et al 
(2007) suggested some common 
characteristics among them:

 
• Great importance of work – the 
addicted individual expresses 
a great significance to work.  
Everything revolves around work 
and work becomes the most im-
portant thing in life, more than 
family, friends, and free time.
• Intensity and vitality – work-
aholics have a lot of energy 

and vitality that is often driven 
by competitiveness. They con-
stantly compare themselves to 
others.
• Control – the addicted individ-
ual needs to be in control of ev-
erything they do and their work 
environment.  Lack of control 
makes them feel extremely un-
comfortable.  This makes if dif-
ficult to delegate tasks when they 
prefer to personally control the 
situation.

• Excessive habits – they work 
harder than asked.  The worka-
holic has good short-term per-
formance, but because they have 
such high expectations of them-
selves, they tend to have increas-
ingly difficult and unattainable 
goals creating long-term prob-
lems that result in a sense of 
failure.
• Different interpersonal rela-
tionships – they are concerned 
with their own work, but not 
with the relationship of others at 
work.  Their lack of communica-
tion makes it harder to relate to 
others and delegate tasks; work-
ing on a team is seen only as an 
obligation for them.

   

Additionally, Scott et al (1997) 
proposed three types of worka-
holic behavior patterns:

• Compulsive-dependent.  
This individual positively re-
lates to levels of anxiety, stress, 
and physical and psychological 
problems, which are negatively 
related to job performance and 
job and life satisfaction.  The 
compulsion to work shows de-
pendence on the work as the in-
dividual works excessively and 
irrationally.  Even when the in-
dividual realizes the excess, 
he is unable to control himself 
and allow himself to reduce his 
workload.

• Perfectionism.  This is posi-
tively related to stress, physical 
and psychological problems, 
hostile interpersonal relation-
ships, low job satisfaction, 
poor performance and volun-
tary turnover and absenteeism.  
This goes back to the con-
trol characteristic listed above 
as the individual wants to re-
main in control in a rigid and 
non-flexible way.

Workaholism:
Is the individual masking 
an underlying trauma and 

work is a way to cope?
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Performance Incentives
Motivating Your People to Excellence

Ed Hill
Synchronous SolutionsBonus payments and incen-

tive compensation are not 
the same thing.

Discretionary bonus payments 
have been a common practice 
at many companies for years. 
Typically, around the end of the 
year and during the holiday sea-
son, a company might reward its 
key people with a bonus. The 
amount is usually a subjective 
judgment at the discretion of the 
owner, and is based on how well 
the company performed finan-
cially during the year. Managers 
often agonize for weeks over 
how to fairly distribute the bo-
nuses among the key staff. Since 
the bonus is purely discretion-
ary, it is sometimes the source 
of disagreement among those re-
ceiving it.  Moreover, a holiday 
bonus in a good year can be taken 
as an expected payment even in 
not-so-good years. The intended 
effort toward a motivating factor 
can sometimes result in just the 
opposite.  

A bonus system is traditionally 
reactive in nature and, therefore, 
establishes little motivation to-
ward excellent performance. As 
noted, it often evolves into an 
expected payment irrespective of 
the company’s performance.  

An incentive pay system is 
proactive and is earned only 
when the defined performance 
is achieved.  Since it is clear that 
the payout only comes when the 
established goals are met, the 
motivation to perform is clear.

An Incentive Compensation 
program is pay for performance.  
A proper incentive compensation 
program should establish clear, 

unambiguous goals and speci-
fied rewards before the period 
begins over which performance 
will be measured. The objec-
tively stated plan should be fully 
communicated to staff members 
in advance, thereby creating the 
incentive. In this way the individ-
ual knows exactly what he or she 
must achieve in order to obtain a 
specific reward and patterns his 
or her behavior appropriately. As 
well, when those goals are met, 
the employee rightly expects the 
reward will have been earned.

It is important to note that the 
purpose of an incentive compen-
sation system is to encourage 
overall performance beyond the 
minimum expected.  It should 
never be used as a substitute for 
holding your people accountable 
for their individual responsibili-
ties. Using an incentives program 
as a non-confrontational way to 
get people to “do their jobs” will 
never work. A lack of fundamental 

“Your people should 
see the Incentive Plan 
as a way for you to share 
the increased company 
profits with the good 
people who have worked 
to achieve them.”

accountability within a company 
is a serious managerial weakness 
that must be corrected before 
considering the introduction of 
incentive program. Incentives 
can make a well-managed com-
pany better, but they will never 
make a poorly managed com-
pany good.

Individual vs. Group 
Incentives

Individual incentives, often 
called piecework, are not what 
is being recommended here. 
Piecework sets up each employee 
as an individual performer, some-
times even creating competition 
for the “good work” between em-
ployees.  Moreover, piecework 
can be a detriment to producing 
good quality.  A common state-
ment is “show me how you will 
pay me and I will show you how 
I will behave.”  If you pay me 
just to produce more units I may 
do so at the cost of quality.  

A group incentive, based on 
global goals, is a much better 
approach.  These plans should 
be based on the overall company 
goals, which would include es-
tablished quality standards.

The very nature of your busi-
ness system must rely on your 
people to cooperatively work to-
gether in order for the company 
to be successful. If too much 
emphasis is placed on individ-
ual or isolated job goals, you 
may diminish the importance of 
reaching company goals. Some 
firms have inadvertently created 
destructive levels of internal 
competition by placing too much 
emphasis on individual perfor-
mance at the expense of overall 
company achievement. 

It should also be noted that 
an incentive pay system should 

increase company profits. It 
should not be a cost of business, 
but rather a profit generator.  In 
other words, a well-designed 
company incentive plan should 
result in productivity levels that 
exceed your minimum goals.  
The payout should occur only 
when your company goals have 
been exceed.  As such, a good 
incentive plan is a win-win pro-
gram for everyone. 

As you can see, the design of 
the plan is extremely import-
ant. The goals should reflect in-
creased overall performance, but 
must be perceived as reasonable 
and attainable or they will not in-
spire people to invest the needed 
effort and could even become 
a negative in the minds of your 
people.  Your people should see 
the incentive plan as a way for 
you to share the increased com-
pany profits with the good peo-
ple who have worked to achieve 
them.

Finally, progress on the com-
pany performance goals should 
be monitored and communicated 
frequently. The performance pe-
riod on which the inceptive pay-
out is based should be short, i.e. 
at about one or two pay periods, 
or monthly at the longest.  This 
is necessary to provide the maxi-
mum “incentive pull” which will 
create the highest motivation. 

An incentive pay system that is 
based on annual or even semian-
nual (six months) performance 
is too long. In any case you 
should provide frequent updates 
so that people “know the score” 
throughout the period. 

Important Points in an 
Incentive Compensation 

System  
1. Never substitute incentives 
for basic accountability.

2. The plan should be clearly 
communicated and thoroughly 
understood in advance of 
implementation.

3. A good plan design can cre-
ate a powerful recruiting and 
retention advantage.
 
4. A poor plan design can lead 
to serious internal conflicts.

5. All goals should be objective, 
measurable and attainable.

6. Design the goals around 
the behaviors you seek to 
encourage.

7. Properly designed, the funds 
to pay incentives will come 
from increased profits with 
at least half of the increased 
profits remaining with the 
company.

8. Provide frequent updates 
comparing actual performance 
to goals.  The “Score” should 
be posted around the company 
for all to see.

A good resource for more in-
formation on incentive plans is 
The Great Game of Business, by 
Jack Stack.  

Synchronous Solutions, LLC 
has developed incentive plans 
specifically for the stone pro-
cessing industry. For more infor-
mation, contact Ed Hill at (704) 
560-1536.

Training & Education

Please turn to page 14

Knoxville News Sentinel Awards BB Industries 
Knoxville’s Top Workplaces 2021 Honor

Continued from page 1 

Bill Hickey, Vice-President of 
Business Development said, “I’ve 
worked at BB Industries now for 
almost 17 years. In that entire 
time I have always felt like we 
were one big family. Beginning 
with the original owners of Doug 
Slocum and Ron Weiler and con-
tinuing today, we treat our cus-
tomers and employees as if they 

are family. I believe this is why 
we have so many employees with 
over 15 years of service, and cus-
tomers who continue to allow us 
to serve them. It truly is a joy to 
work in an environment like this. 
I’m not sure many people have 
the chance to experience that, but 
I know it is why we have been as 
successful as we have been for 27 
years.”

Stimac added, “Since I came 
from the HVAC industry, many 
of my employees have taught 
me about the stone industry, and 
provided history on where BB 
Industries came from, so that we 
were able to strategically plan our 
future, as a team. We have added 
some of the most experienced 
sales consultants in the industry 
to our team, brought thousands 

of premium products to our of-
fering, as well as partnered 
with top industry brands. We 
are committed to being the best 
product supplier and a true part-
ner in the stone industry.”

All of the company depart-
ments – marketing, sales, and 
order fulfillment –  work as a 
cohesive unit toward the goal 
of being the best in the indus-
try. They know each other’s 
families and support each other 
through hard times. It really is a 
unique environment. 
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Cooling Gadget Offers 
Summer Workplace Safety

Amid high heat, aside from general 
comfort and performance it is even 
more important to be cognizant of 

heat-related health concerns. Beyond rec-
reation, this is yet more critical for those 
who work outside in the debilitating heat. 
Heat stress can trigger heat stroke and 
other deadly consequences, with throngs 
of people worldwide succumbing to pre-
ventable heat-related illness and deaths 
each year. So serious the situation, heat 
stress may affect more than 1.2 billion 
people annually by 2100, according to a 
Rutgers University study. And, according 
to the CDC, there are more than 600 deaths 
attributed to extreme heat conditions 
in the United States every year. These 
can be entirely preventable by taking 
precautions and keeping the body cool.  

One innovative way to do just that, in 
accordance with CDC recommendations, 
is with Chiller Body —a custom freezing 
gel pad insert that invisibly tucks inside 
most headwear. It’s an easy way to ward 
off heat exhaustion and stress to stay com-
fortable, healthy and productive at work 
... and at play during off hours. At home, 
it can even help keep everyday chores 

like mowing the grass, working in the gar-
den, or landscaping more enjoyable, more 
comfortable and, most importantly, safer.  

The Chiller Body  cooling gel insert prof-
fers a dual-sided cooling experience. Use 
the “Cool Chill” side for a soft fabric feel 
and gentle cooling experience, or flip it 
over and use the “Extreme Chill” side for 
a much higher cooling intensity. Whichever 
you prefer, the insert is easily placed within 

hat insert is comfortable, lightweight and 
flexible so it molds to any head shape and 
size. Plus, it’s sealed so it isn’t damp or wet, 
which can lead to bacteria and malodors, and 
it allows for maximum air flow to prolong 
the cooling experience. Sold as a 2-pack, 
you can wear one insert while you re-cool 
the other for an all-day cooling experience.   
 
Whether for yourself, workplace colleagues 
or employees, or friends and family, Chiller 
Body is a must have safety gadget for the 
sweltering days of summer.

Visit chillerbody.com for more info.

Merilee Kern, MBA
Forbes Business Council 
Member

any kind of hat or headgear to keep the 
wearer cool, thwarting heat stress-re-
lated concerns in the process. Reusable 
and easy to put in place and remove, this 

http://chillerbody.com
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Market Leader
6,000+ systems sold worldwide.

Made in the USA
American-pride. American-made.

Lowest 5-year cost
Complete package for under $18K.

Leader in Digital 
Fabrication Solutions

LASERPRODUCTSUS.COM
877-679-1300

13 out of the last 16 Fabricators  
of the Year use our system

Lowest 5-year cost of ownership

User-friendly software requires 
no CAD experience 

Online & onsite training included

Comprehensive warranty coverage 

Overnight loaner program

#GoDigital

What have you templated today?

Workaholism or 
Work Lover?

Continued from page 7

• Achievement oriented.  
This is also positively 
related to physical and 
psychological health, in 
addition to job and life 
satisfaction and job per-
formance.  This indi-
vidual has a speculative 
character and the spirit of 
an entrepreneur. There is 
a willingness and motiva-
tion to wait for rewards, 
a forward look to profes-
sional growth at any cost, 
and a lot of patience to 
deal with questions and 
competitiveness.  

We can see by the above 
characteristics and worka-
holic patterns that there is 
a definitive line between 
an over-worker or “work-
lover” and a workaholic.  
Those who love the work 
they do feel pleasure in their 

job and know how to man-
age their time.  Work is not 
seen as a punishment or 
burden, even if it is in ex-
cess, but rather an opportu-
nity to leverage and develop 
their career.  The work-
lover also shows pleasure 
in sharing achievements and 
demonstrates positive team 
learning.  The workaholic 
dedicates himself exclu-
sively to his work, neglect-
ing his personal and social 
life, whereas the work-lover 
can manage his time and ef-
fort between work and so-
cial life.  

As suggested in the begin-
ning, a workaholic may be 
considered an asset to your 
organization, however, the 
harmful effects of worka-
holism on an individual’s 
life can be an important con-
sideration, we can help a 
workaholic manage  
by developing a work life 

balance while keeping a 
busy schedule.  If we have 
an employee who struggles 
with delegating tasks, ap-
pears to have control issues, 
and does not work well on 
team projects, we may need 
to pay closer attention to this 
individual.  Maybe it is not 
about the work, but rather 
an underlying personal is-
sue for the individual that is 
being reflected in his work 
behavior. By understand-
ing the characteristics and 
patterns of a workaholic we 
can be cognizant of our em-
ployees work behavior and 
help them manage their job 
in a positive way so they can 
take the time needed to deal 
with the personal issue they 
are masking with their job. 

There is a plethora of 
scholarly, peer-reviewed 
studies available on worka-
holism. If you are interested 
in more information on this 
topic, you can search Pro-
Quest and other research 
sites. Researched informa-
tion for this article is from 
the following sources.
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Windshield Mutant
Ninja Turtle

IT is not unusual for 
rocks and other 

debris to crash through a 
windshield and injure a 
driver or passenger — but 
a turtle?

A 71-year-old woman 
riding with her daughter 
on Florida’s Interstate 95 
suffered a gashed forehead 
one Wednesday when a 
turtle smashed through the 
windshield of their car, 
striking her in the head, 
the Daytona Beach News-
Journal reports.

The daughter pulled over 
and got help from another 
motorist. According to a 
911 recording, both were 
surprised by what they 
found.

“There is a turtle in 
there,” the man can be 
overheard saying.

“A turtle!” the daugh-
ter exclaimed. “An actual 
turtle?”

The gash drew a lot of 
blood, but the woman was 
not seriously hurt. The 
turtle was likely cross-
ing the interstate and got 
knocked into the air by 
another vehicle.

“I swear to God this 
lady has the worst luck of 
anything,” the daughter 
told the 911 operator as 
she tended to her injured 
mother.

The turtle, on the other 
hand, had the best luck of 
anything — it just had a 
few scratches on its shell 
and was released back 
into the nearby woods, 
Port Orange police offi-
cer Andre Fleming said.
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Natural Stone Institute Takes Ownership 
of Natural Stone Sustainability Standard

Ownership of the ANSI/
NSC 373 Sustainable 
Production of Natural 

Stone standard has officially 
transferred from the Natural 
Stone Council to the Natural 
Stone Institute. 

First issued in 2014, the Natural 
Stone Sustainability Standard es-
tablishes criteria and methods for 
tracking, measuring, and improv-
ing sustainability in the produc-
tion of natural stone. Since its 
initial development, the Natural 
Stone Council has maintained the 
standard and updated it to ensure 
continued relevance in the green 
building space. 

Duke Pointer, Executive 
Director of the Natural Stone 
Council, commented: “The 
Natural Stone Council (NSC) 
is proud to hand off the 
Sustainability Standard for 
Natural Stone, ANSI/NSC 373, 
to the Natural Stone Institute. 
The NSC saw the need over 10 
years ago for development of an 
industry standard and we com-
mitted the resources to complete 
and launch one. The Natural 
Stone Institute will now take 
the Natural Stone Sustainability 
Standard to the next level. We 
continue to offer our support in 
that effort.” 

Since its initial development, 
NSF International has served as 
the program operator and audi-
tor for the standard. The Natural 
Stone Institute has contracted 
with NSF International to con-
tinue supporting the implementa-
tion of the standard for the next 
three years. “The Sustainability 
Standard for Natural Stone, 
ANSI/NSC 373, includes 
well-defined environmental, eco-
logical, social responsibility and 

human health metrics through a 
multi-stakeholder, science-based 
approach,” said Suzan Somo, 
Environmental Products Business 
Lead at NSF International. “Our 
team at NSF International is look-
ing forward to working with the 
Natural Stone Institute to con-
tinue supporting the implemen-
tation of this stone standard. This 
standard helps quarry operators 
and stone fabricators assess their 
internal practices, drive efficien-
cies and attain preferred status in 
their markets as the building in-
dustry continues to value sustain-
able products and practices.” 

The next step in the transfer 
process will be to re-engage the 
joint committee that maintains 
the standard. This committee in-
cludes a cross section of stake-
holders including academia, 
designers and specifiers, building 
owners, stone producers, and re-
lated industry and sustainability 
experts. They will be responsible 
for ensuring the standard remains 
relevant with contemporary prac-
tices, technology, governance, 
and related standards.

The Natural Stone Institute has 
also been working with a set of 
industry stakeholders to identify 
sustainability goals and strategies, 
including:  

Guide quarriers and fabricators 
through the benefits and process 
of certifying to the Natural Stone 
Sustainability Standard. 

Expand the relevance of the 
standard through a companion 
EPD program.

Position natural stone as a desir-
able solution to satisfying green 
building goals.

Arm the natural stone industry 
with knowledge and tools needed 
to tell the sustainability story.

“We’ve been working with 

the Natural Stone Council prior 
to, and during, this transition 
to identify ways to build rele-
vance and awareness for both the 
Sustainability Standard and the 
concept of using natural stone 
to satisfy green building goals. 
A few key things we hope to ac-
complish include: developing in-
dustry average EPDs, organizing 
a CEU blitz to educate the design/
build community, and organizing 
more extensive guidance for com-
panies completing the certifica-
tion process,” says Michael Picco 
(PICCO Engineering), 2021 
Natural Stone Institute board 
president. 

To learn more about the Natural 
Stone Sustainability Standard and 
join the new sustainability mail-
ing list, visit www.naturalstone 
institute.org/sustainability. 

The Natural Stone Institute is a 
trade association representing ev-
ery aspect of the natural stone in-
dustry. The current membership 
exceeds 2,000 members in over 
50 nations. The association offers 
a wide array of technical and train-
ing resources, professional devel-
opment opportunities, regulatory 
advocacy, and networking events. 
Two prominent publications—the 
Dimension Stone Design Manual 
and Building Stone Magazine—
raise awareness within the nat-
ural stone industry and in the 
design community for best prac-
tices and uses of natural stone. 
Learn more at www.naturalstone 
institute.org.  

NSF International is an inde-
pendent, global organization 
that facilitates the development 
of standards, and tests and cer-
tifies products for the food, wa-
ter, health sciences and consumer 
goods industries to minimize ad-
verse health effects and pro-
tect the environment. Founded 
in 1944, NSF International has 
operations in 180 countries and 
is committed to protecting hu-
man health and safety world-
wide. NSF International is a Pan 
American Health Organization 
/ World Health Organization 
(WHO) Collaborating Centre on 
Food Safety, Water Quality, and 
Indoor Environment. 

“MY definition 
of a free 

society is a society 
where it is safe 
to be unpopular.” 
– Adlai Stevenson  

AS a fossilized native 
Knoxvillian whose trou-

sers wardrobe consists largely of 
blue jeans, tan jeans and camo 
jeans, I have no authority whatso-
ever to speak about trendy men’s 
clothes.

Otherwise, I’d be wearing the 
chip off my Visa buying colorful 
pairs of cutting-edge guy britches: 
lace dress shorts.

A friend recently sent me a story, 
from the fashion website allure.
com, which included a photo of 
these pants. “Not recommended for 
wear in brier patches and poison 
ivy,” he noted.

Excellent advice, sartorial or 
otherwise.

Except for the fabric, these 
Bermudas look like any other 
men’s shorts you might see at the 
beach, on the lake, at a picnic or the 
golf course.

But lace, for Pete’s sake?
Outside of the fact they appear 

uncomfortable, these things are 
perfectly hideous — and thanks to 
my certified geezer status, I know a 
thing or three about once-chic, yet 
grotesque, men’s fashion. Do the 
words “leisure suit” ring a bell? No 
more need be said.

I telephoned several local stores 
and quickly discovered men aren’t 
knocking down the doors for lace 
dress shorts. In fact, nobody had 
even heard of them.

“Let me be clear,” I said to a 
salesclerk at M.S. McClellan & 
Co. “I’m 73, so this isn’t some-
thing I would ever imagine myself 
wearing.”

“I’m 24, and I wouldn’t wear 
them either,” he replied.

Frankly, I didn’t expect 
McClellan and other purveyors of 
more traditional clothing to be offer-
ing lace pants. But I was surprised 
that stores catering to younger au-
diences — including Nothing Too 
Fancy, Hot Topic, Urban Outfitters 
and Spencer’s — weren’t swooning 
over the trend.

“However, if guys start asking 
for them, I’m sure we’ll be carrying 
them,” said a clerk at Spencer’s. 
“Last year, we had men’s one-
piece Rompers, and they were very 
popular.”

(For some reason, I missed that 
new style too.)

Sam Venable 
Department of Irony

These Shorts are Sure to 
Be Light, Airy and Hairy

While checking the stores, I also 
inquired about another hip men’s 
clothing craze that recently crossed 
my desk: crop tops. You know, 
those upper-body women’s thin-
gies that fit like a sausage casing 
and show plenty of real estate from 
chest to navel. 

Nope, no demand for them yet in 
Knoxville, either.

Sounds logical, but not be-
cause K-town guys aren’t fash-
ion-minded. Just the opposite, in 
fact. When it comes to putting vast 
expanses of bushy beer guts on 
public display, our lads are well 
ahead of the curve.

Except we don’t call ’em “crop 
tops.” We call ’em “small T-shirts 
on XL bellies.”

Available at finer garage sales 
and flea markets everywhere. They 
go great with jorts.

Sam Venable is an author, come-
dic entertainer, and humor columnist 
for the Knoxville (TN) News Sentinel. 
His latest book is “The Joke’s on 
YOU! (All I Did Was Clean Out My 
Files).” He may be reached at sam.
venable@outlook.com .

https://www.naturalstoneinstitute.org/sustainability
https://www.naturalstoneinstitute.org/sustainability
http://www.naturalstoneinstitute.org/sustainability
http://www.naturalstoneinstitute.org/sustainability
http://www.naturalstoneinstitute.org
http://www.naturalstoneinstitute.org
mailto:sam.venable%40outlook.com?subject=
mailto:sam.venable%40outlook.com?subject=
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Clockwise, from top right: Res-
idential master bath features a 
Mont Blanc leathered marble 
custom double vanity back-
splash. 

This Brownstone project with 
Stoneledge Properties features 
Sea Pearl polished quartzite 
tops with HGI cabinetry.

Upstate  Granite’s combo show-
room / slab display from their  
first year.

Paul Nichols’ early days as a 
fabricator meant working from 
home in the truest sense. 

Continued from page 3

Upstate Granite Solutions’ av-
erage service radius is 30 miles, 
which covers from Greenville 
out to Spartanburg or to 
Anderson. According to Paul, 
that radius keeps them loaded 
with work, averaging over 200 
installations per month. At any 
one time, an average of 800 to 
1,000 slabs are in stock with all 
being purchased through six lo-
cal vendors; none at this time are 
purchased quarry direct. 

Only Just the Beginning 
of Something Special

“The military certainly has 
helped me organize my business, 
because I did not have a business 
background. I think that coming 
from a military background and 
understanding clear directions 
to give to employees has been a 
great asset, because when I give 
instructions, I give the task and 
the purpose. If I can empower 
my employees with what the 
task and purpose is and give 
them the responsibility and free-
dom to take the proper initiative, 
they will prove to be success-
ful, whether they have a military 

Upstate Granite Solutions

background or not. Our people’s 
successes are directly responsible 
for us taking over our market. Just 
this morning I had Cambria reps 
here, and they told me that ev-
ery stone shop in the upstate area 

is striving to be like us. That’s 
huge, and a huge compliment, 
because a lot of them have been 
here longer than we have.

   
“We are also very excited 

about our new shop and new 
equipment coming. In the begin-
ning, we took a building and just 
made it work, but now we are 
constructing a building that will 
let production flow the way we 
want it to. With the addition of a 
dual table waterjet, it’s going to 
help us increase our quality and 
increase our output by 30 to 40 
percent. So my goal for the next 
five years is to keep that small 
company feel, while increasing 
production and quality, and add-
ing more people to our family to 
accomplish that. The demand is 
there!” 

Upstate Granite Solutions is 
a highly valued, two-year BB 
Industries customer, and we are 
proud to offer their story. They 
are members of the Natural Stone 
Institute, the Home Builders 
Association of Greenville, and 
the local Better Business Bureau. 
In 2019 they were recipients of 
the Better Business Bureau’s 
“Business Integrity Award” for 
Outstanding Customer Service, 
as well as named number 4 as 
South Carolina’s fastest grow-
ing company, known as “The 
Roaring Twenties Award”. 

Second Lieutenant Paul Nichols, 
Tank Platoon Commander

Photo: Cayer Commercial Photography 

Photo: Greenville Real Estate Media 

For  more  information, visit 
www.upstategranitesolutions.com .

http://www.upstategranitesolutions.com
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COMMERCIAL EXTERIOR
The Williams Inn 

Williamstown, MA

_____________________

Connecticut Stone  
Milford, CT

But the glue that holds it all together is 
President & CEO Rick Stimac. He has an 
extensive history of successfully growing 
revenue for nearly 30 years. Stimac is an 
innovative, passionate and motivational 
leader who clearly defines mission and 
goals, aligning people and resources and 
consistently delivers results that exceed ex-
pectations in distribution channels.

This is a formula for business success, 
but more importantly, his strategic and em-
powering philosophy unites the employ-
ees and makes them want to work hard for 
Stimac to reach company goals.  

“This award helps us gel even more as 
an organization and everyone who works 
here should be proud that they contribute to 
such a special atmosphere. We know that 
translates to our valued customers and ven-
dor partners, and makes us one of the best 
in the industry.”

About Energage
Energage is a purpose-driven com-

pany that helps organizations turn em-
ployee feedback into useful business 
intelligence and credible employer rec-
ognition through Top Workplaces. Built 
on 14 years of culture research and 
the results from 23 million employ-
ees surveyed across more than 70,000 
organizations, Energage delivers the 
most accurate competitive benchmark 
available. With access to a unique 
combination of patented analytic tools  
and expert guidance, Energage custom-
ers lead the competition with an engaged 
workforce and an opportunity to gain rec-
ognition for their people-first approach 
to culture.

For more information or to nominate 
your organization, visit energage.com  
or topworkplaces.com.   

Visit BBIndustriesLLC.com and www.
facebook.com/BBIndustriesLLC.USA.

Knoxville News Sentinel Awards  
BB Industries Knoxville’s Top 

 Workplaces 2021 Honor

2020 Pinnacle Awards Announced at TISE

Please turn to page 16 for more photo coverage of award-winning projects.

This month we continue a presentation of  2020 
Pinnacle Award recipients with  the Residential 
and Commercial category winners. All the 

Pinnacle Award winners were announced at a ceremony 
held during TISE in Las Vegas on June 16, 2021.  To 
learn more about each of the 14 award-winning projects, 
visit www.naturalstoneinstitute.org/pinnaclewinners.  Each 
winner is presented with a short video describing the project.

Continued from page 8

Please turn to page 16

Judges Comments:
“The Williams Inn is a 
modern interpretation 
of a traditional ver-
nacular. The variety of 
modeling in this Con-
necticut granite gives 
a sense that this is not 
a singular stone but a 
successful presentation 
of a single stone in a 
variety of cuts, textures 
and applications. Per-
fect material selection 
for the campus and 
the surrounding area. 
Detailing of the Ashlar 
pattern, especially at 
the copping, is beau-
tiful. Congratulations 
to Connecticut Stone.  
and Installation.”

https://energage.com/?utm_source=mediakitPR&utm_medium=pressrelease
https://topworkplaces.com/?utm_source=mediakitPR&utm_medium=pressrelease
http://BBIndustriesLLC.com
http://www.facebook.com/BBIndustriesLLC.USA
http://www.facebook.com/BBIndustriesLLC.USA
http://www.naturalstoneinstitute.org/pinnaclewinners
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Sharon Koehler
Artistic Stone DesignA while back I thrilled and 

captivated you with infor-
mation on the current 

state of sinks. I am about to do the 
same with faucets. Faucets have 
come a long way in the last few 
years. Gone are the days of the 
chrome, two-hole, tall escutch-
eon, almost straight neck, some 
with a sponge holder faucet. 
(Although, if you have a retro 
kitchen, I’m sure you can find one 
somewhere.)

While the function of faucets 
hasn’t changed, the actual faucets 
themselves have gone through 
major changes. These days, fau-
cets are made from a variety of 
materials including but not lim-
ited to stainless steel, bronze, 
enamel, nickel, gold and copper. 

Less expensive faucets can be 
made of plastic while more ex-
pensive faucets can be made 
from glass, wood or even stone. 
Although stone and glass faucets 
can be much more expensive, they 
do not have the touchless or voice 
sensors that faucets of more com-
mon materials such as chrome or 

stainless steel have. 
Back in the more recent day, in 

the kitchen, the standard was a 
three-hole faucet with a separate 
sprayer on the side. Then  along 
came the single-hole faucet with 
the sprayer attached.  Boom! One 
hole was all that was needed. Then 
there were touchless faucets. 

In the beginning, touchless fau-
cets were mostly used in com-
mercial settings like hospitals 
and public restrooms in rest ar-
eas, and restaurant restrooms. 
There are two different types of 
touch faucets. There is the style 
where all you have to do pass 
your hands under the faucet and 
water set to a predetermined tem-
perature streams out. The other 
type of touchless faucet does ac-
tually require touch, but you are 
not required to turn or move a 
handle. You just touch the fau-
cet neck with your wrist or some 
other part of your body and the 
water will stream out. The funny 
thing is that all my life (and prob-
ably yours, too) we have always 

Faucets Can Do That, Now?

been told that water and electric-
ity don’t mix. However, touchless 
faucets either require batteries or 
ELECTRICITY to work. If plug-
ging your faucet into an electrical 
outlet makes you a bit nervous, 
then make sure yours is battery 
operated. Plus, if you get a bat-
tery operated one and the elec-
tricity goes out, the faucet will 
still work. Just about every faucet 
manufacturer sells some type of 
touchless faucet.  

Now though, faucets have 
gone a step further with voice 
activation (aka smart faucets). 
Truthfully, you can’t actually talk 
to the faucet and tell it what you 
want. (Well, you could, but that’s 
not how it works.) You and your 
voice activated faucet need a mid-
dleman or assistant in the form of 
Alexa or Google. You also need 
to “program” the faucet app with 
the presets you need. “Alexa, tell 
the faucet to fill the baby bottle.” 
Helpful if you have a screaming, 
hungry baby on your hands. Or 
“Google, have the faucet fill the 
sink with 95-degree water.” Great 
while you are wrestling a small, 
dirty dog into the sink. 

The success of these faucets de-
pends on your presets, your Alexa 
or Google assistants on your 
phone, your internet and electric-
ity (unless you get one with bat-
teries or battery backup). Losing 
any one of those things can affect 
how your faucet works, if at all. 

Now don’t think that kitchen 
faucets are having all the fun and 
getting all the upgrades. Soap dis-
pensers, vanity faucets and bar 
faucets are getting tech upgrades, 
too. You can get touchless mod-
els in all these types of faucets, 
plus vanity and bar faucets now 
are available with pull down 
sprayers, as well. 

Faucets have changed a lot in 
the last few years. Just make sure 
that whatever options you think 
you want, do your research. If 
you have a customer inquiring 
or wanting one of these faucets, 
there is nothing wrong with be-
ing helpful and informative, but 
make sure they do their own re-
search as well. Faucets may have 
changed, but not all faucets are 
created equal. 

Please send your thoughts on 
this article to Sharon Koehler at 
Sharon@asdrva.rocks.

© MARK ANDERSON. www.andertoons.com

This retro faucet-plus-sponge 
dish was last year’s hot item, 
and no longer the height of 

contemporary faucet design. 
Look for voice and motion 

activated faucets as the new 
tech-enhanced gold standard.

Functional and elegant pull-
down faucet with an Art Deco  

aesthetic that echoes the 
Roaring 1920’s.  Touchless and 

even voice-activated faucets are 
becoming a must-have in up-

scale kitchens.  Touchless 
 models retail from about 

 $400 up to $1,000 or more,  
depending on the brand,  
the electronics, and the 

materials  used.

Does that come in glass? Why, 
yes it does. Glass faucets are one 

of the unexpected materials 
energizing faucet design.

Travertine and marble faucet 
by Marti.

Move Over, Nessie

Now that’s a fish story. 

A 240-pound sturgeon that 
could be more than 100 years old 
was caught in the Detroit River 
by the U.S. Fish and Wildlife 
Service.

The “real life river monster” 
was nearly 7 feet long, the agency 
said on its Facebook page, where 
the photo was shared more than 
24,000 times by late afternoon of 
its posting.

“Based on its girth and size, it 
is assumed to be a female and that 
she has been roaming our waters 

over 100 years. She was quickly re-
leased back into the river” after be-
ing weighed and measured, the Fish 
and Wildlife Service said.

The typical fishy lifespan is 55 
years for a male sturgeon and 70 
to 100 years for females, accord-
ing to the Michigan Department of 
Natural Resources.

This fish was caught near Grosse 
Ile, south of Detroit, while a 
three-person crew was conducting 
an annual sturgeon study. Frozen 
round goby, a tasty snack for a stur-
geon, was used as bait on a long 
line sunk deep in the river.

It took about six minutes to get 
the fish into the boat with a net.

“I felt the fish thumping on the 
line. As it got closer, it just got 
bigger and bigger,” said Jason 
Fischer, who was with fellow 
biologists Paige Wigren and 
Jennifer Johnson.

Wigren recalled thinking, 
“Yep, this is going to be a real 
good fish story.”

“She was tired out and didn’t 
fight us very much,” Wigren 
said. “Imagine everything that 
fish has lived through and seen.”

Lake sturgeon are listed as a 
threatened species in Michigan. 
All sturgeon caught in the Detroit 
River must be released.“Shirley, when was your last vacation?”

mailto:Sharon%40asdrva.rocks?subject=
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RESIDENTIAL-SINGLE FAMILY
Villa Florence 

Downey, CA

_____________________

Carnevale & Lohr, Inc.    
Bell Gardens, CA

Natural Stone Institute 
Completes 35th Home with 

Gary Sinise Foundation

The Natural Stone Institute 
has provided natural stone 
and fabrication services 

for its 35th home with the Gary 
Sinise Foundation through its 
R.I.S.E. (Restoring Independence 
Supporting Empowerment) 
program. The Foundation’s 
R.I.S.E. program builds 100 
percent mortgage-free specially 
adapted smart homes for severely 
wounded veterans and first 
responders. Natural stone and 
fabrication for U.S. Army Staff 
Sergeant Jay Fondren and his 
family in Texas were provided by 
Walker Zanger, Dee Brown, and 
Real Stone Veneers of Tennessee. 

Jay enlisted in the Army in 
January 2000 and was initially 
shipped to Fort Sill, Oklahoma. 
There he learned loyalty, duty, 
respect, courage, and honor. The 
service quickly reminded Jay 
of the values his family had in-
stilled upon him growing up. 
He had found his new home. On 
November 24, 2004, Jay was se-
verely injured by a roadside 
bomb while serving in Iraq. Both 
of his legs were blown off above 
the knee, but Jay’s protective in-
stincts kicked in. His initial con-
cerns were for his fellow service 
members, but he soon learned 
that it was in fact himself who 
was in the most immediate need 

Retired U.S. Army Staff 
Sergeant Jay Fondren and fam-
ily, and their new smart home. 
Fondren was born in Corsicana, 
Texas. He grew up spending a 
lot of time with both his parents 
and grandparents. His grandfa-
ther, Willard, was a retired U.S. 
Air Force Master Sergeant and 
taught Jay to love his country.

of medical care. After the attack, 
Jay was in a coma and was flown 
to Walter Reed Army Medical 
Center. When he woke up, his 
wife, sister, mother, and father 
were there to greet him, demon-
strating the strong sense of family 
the Fondrens had always shown. 

Jay currently works with Camp 
Hope in Houston, a faith-based 
residential treatment center for 
veterans. Jay, his wife, Anne, and 
their six children currently live in 
the Houston area. Their new spe-
cially adapted smart home will 
help them in their daily lives and 
provide them the chance to em-
bark on a new chapter of their 
lives. 

Companies interested in get-
ting involved with future proj-
ects are encouraged to contact 
Pam Hammond at pam@natural 
stoneinstitute.org. To learn more, 
and to see a list of all Natural 
Stone Institute members who 
have donated their time, prod-
ucts, and services to this cause, 
visit www.naturalstoneinstitute.
org/RISE. 

The Natural Stone Institute is a 
trade association representing ev-
ery aspect of the natural stone in-
dustry. The current membership 
exceeds 2,000 members in over 
50 nations. The association offers 

a wide array of technical and train-
ing resources, professional devel-
opment opportunities, regulatory 
advocacy, and networking events. 
Two prominent publications—the 
Dimension Stone Design Manual 
and Building Stone Magazine—
raise awareness within the natural 
stone industry and in the design 
community for best practices and 
uses of natural stone. Learn more 
at www.naturalstoneinstitute.org.   

Continued from page 14

Please turn to page 18

Judges Comments:
“The desire of the client to 
create something so palatial 
is really quite special. Choice 
of materials and execution are 
top shelf.  A mastery of installa-
tion, with 1/16 - inch jointing and 
precise book matched detailing 
using heavily veined stone. De-
spite the eclectic and extensive 
use of natural stone, the project 
deserves credit for its non-dis-
daining ability in the use of sal-
vaged stone repurposed as tiles, 
applied appropriately in smaller 
rooms of the home. Congratu-
lations to Carnevale & Lohr.  We 
would also like to congratulate 
NSI member companies Cus-
tom Building Products, Menzi 
Marmi and Trade International 
for their involvement. 

mailto:pam%40naturalstoneinstitute.org?subject=R.I.S.E.
mailto:pam%40naturalstoneinstitute.org?subject=R.I.S.E.
http://www.naturalstoneinstitute.org/RISE
http://www.naturalstoneinstitute.org/RISE
http://www.naturalstoneinstitute.org
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The Stone Detective
The Case of Stone Not Being Stone

IT was a hot morning 
and I was on the road 
again. This time I was 

headed somewhere in the deep 
south, in Alabama.  

After I woke up in my dis-
mal roadside motel room, I got 
dressed and headed out to the 
parking lot to my rental car in 
search of a local greasy spoon 
for a good cup of joe and some 
down-home grits with my usual 
bacon and eggs. 

I walked out to the parking 
lot and realized I had forgot-
ten where I parked. Also, I for-
get what kind of car I rented. No, 
it’s not about getting old. This is 
what happens when you travel 
all the time! 

So, I took the key fob, held it in 
the air and hit the panic button. 
Lo, and behold! My rental car 
was only a few steps away.  I got 
in, grabbed my cell phone and 
asked Siri for local restaurants. 

Frederick M. Hueston, PhD

Most of the fast food 
places came up, but one 
caught my attention. 
I kid you not, it was 
called Flo’s. Must be an 
omen, so I asked Siri or 
directions. 

Then, just as I was 
about to pull out of the 
parking lot, my cell phone rang. 
It was an architect who was put-
ting together some specs on a 
historic home that had a lot of 
limestone. He was wondering if 
I could do an inspection and tell 
him if it was restorable, and what 
would be the procedure for res-
toration. I told him I was on the 
road and it would have to wait 
till I got back. I next asked him 
where the project was located. 
Now, talk about an omen – it was 
only an hour away from where 
I was staying. I told him it was 
his lucky day, and I could take a 
look at it the next day. He told me 
he would send me all the info he 

had on the project, and he would 
meet me at the location the fol-
lowing morning.

When I pulled up to the 
house the next morning, 
it was one of those large 

plantation-style houses with 
multi-story large white pillars, 
upper balcony, the works. It 
looked a lot like the house in 
Gone with the Wind.  

As I pulled up, a tall gen-
tleman who looked a lot like 

Clark Gable was on the 
front porch, He waved 
to me and I introduced 

myself. We tapped elbows. Yup, 
this is the new norm. I wonder if 
we will ever shake hands again? 

He opened the front door and 
we walked into a large circular 
foyer. There were numerous col-
umns and stairs up both sides that 
at first glance looked like lime-
stone. He went on to describe 
that limestone and what type it 
was, where it came from etcet-
era, etcetera. 

On closer inspection, I noticed 
there were numerous cracks in 
the columns and the steps. I lis-
tened to his spiel while I began 
to do my inspection. As I looked 
closely, I noticed several areas 

where there was rebar show-
ing through several tiles on the 
floor (see photo). I also noted 
that the texture of the stone was 
not characteristic of this type of 
limestone. 

All of a sudden I realized I 
wasn’t dealing with limestone, but 

a cast stone! The rebar was a dead 
giveaway, since when they man-
ufacture cast stone, they always 
place metal rods in it to strength-
ening it.  I also noted that there 
appeared to be form impressions.  

Please turn to page 19

800-575-4401www.BBIndustriesLLC.com

Item # 1023

CS-40 5” WET STONE SAW

$15995
Each

5” VIPER 

TURBO BLADEFREE

The FLEX CS-40 wet tile saw is made for use in the 
stone, tile and glass industries. The powerful 12 amp 
motor makes it possible for the saw to cut through 
any tough material. This saw is also equipped with 
a high quality water-feed system that will eliminate 
the harmful dust particles common in dry cutting 
applications. 

 SPECIFICATIONS CS 40 WET  

 Motor 12 Amp

 Max. disc diameter 5”

 Bevel cut 0-45

 Weight 9 lbs

• 120 Volt
• 12 Amp
• 12,000 RPM

with the purchase of 
every FLEX Wet Stone 
Saw thru July 31, 2021

BB Industries is now the 
Preferred National 

Flex Distributor 
In The Stone Industry

Lightweight, 
Ultra-Powerful, 
and Built to Last!

Use Code
J1023

when placing your order 

Item # 50030

Exclusive 
OFFER!

Visit Coverings Booth 5412
Please turn to page 18
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RESIDENTIAL-SINGLE FAMILY
The Floating Stair 
Toronto, ON Canada

_____________________

PICCO Engineering  
Concord, Ontario, Canada

Continued from page 16

Please turn to page 21

Judges Comments:
“This 19-tread solid ba-
salt “floating” stair is an 
engineering masterpiece. 
It becomes a unique solu-
tion for the addition of 
this showpiece element 
in the home’s renova-
tion, earning high marks 
from the jury for techni-
cal merit. The engineer-
ing is quite compelling 
and complex, especially 
with the use of a tension 
cable system to hold it 
together. Stone fabri-
cation required precise 
coordination and care to 
ensure cable alignment. 
We’ve not seen stairs put 
together like this before! 
Congratulations to Pico 
Engineering.  We would 
also like to congratulate 
NSI member company 
Precision Stone for their 
involvement.” 

ARCHITECTURAL CARVING/
LETTERING/SCULPTURE

Nike of Samothrace 
Samothrace Island, Greece

_____________________

F.H.L.I. Kiriakidis Marbles-Granites 
Drama, Greece

Judges Comments:
“Weighing nearly 5-1/2 tons, 
this full-sized reproduction 
of the ancient Grecian stat-
ue housed in the Louvre was 
crafted as an homage and do-
nated to the Island of Samo-
thrace. It wasn’t a design de-
cision to copy a masterpiece, 
but rather one of skilled ex-
ecution. The artisans set out 
to replicate an iconic, hand-
crafted sculpture using con-
temporary 3-D scanning and 
CNC machinery, and they 
were successful. 
“This project is remarkable 
in the translation of tech-
nology to such intricate and 
hand-tooled detail, and its 
exquisite stone choice and 
management of the rare, 
blemish-free material.
Congratulations to F.H.L.I.   
Kiriakidis Marbles-Granites.”
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Continued from page 17
When they pour the concrete into 
a form, it will sometimes leave an 
imprint. I looked up at the architect 
and had to tell him he was wrong 
— this was not limestone, but a cast 
stone. Now, if you ever had to tell 
an architect he was wrong, then you 
know the argument I was about to 
have. He told me that in the 1920s 
they did not use cast stone. I told 
him he was also wrong about that, 
and he said, “Prove it,” with a 
scowl.

So I pulled out my phone and 
asked Siri about cast stone. This is 
what I found:  Cast stone has been 
a prime building material for thou-
sands of years. The earliest known 
use of cast stone dates from about 
1138 in the Cité de Carcassonne, 
France.[1] Cast stone was first used 
extensively in London in the 19th 
century [2] and gained widespread 
acceptance in America in 1920.[3]

I showed him my phone and he 
just shrugged his shoulders and 
said, “OK, OK. You win.”  Then I 
told him the good news – it can be 
restored, and I would even prepare 
a spec. 

The Stone Detective

Well, another case solved. By the 
way, I found that restaurant called 
Flo’s. It was your typical Southern 
diner, and boy, was it good.

The Stone Detective is a fic-
tional character created by Dr. 
Frederick M. Hueston, PhD, writ-
ten to entertain and educate. Dr. 
Fred has written over 33 books on 
stone and tile installations, fabri-
cation and restoration and also 
serves as an expert for many legal 
cases across the world. Fred has 
also been writing for the Slippery 
Rock Gazette for over 20 years. 

Send your comments to 
fhueston@stoneforensics.com.

TRENCH DRAINS • PITS • RAMPS
BRIDGE SAW WALLS • FLOORS

JIB CRANE FOOTINGS
MACHINE FOUNDATIONS

Protecting Your Investment!
SERVING ALL OF USA & CANADA SINCE 2005!

CALL 877.999.1175
 or 404.543.0446

FULLY  INSURED  |   ALL  WORK GUARANTEED  |   ALL  STRUCTURES ENG INEER-DES IGNED  

ROCKCRETEUSA.COM SALES@ROCKCRETEUSA.COM

Coverings Offers Educational Sessions  
and CEU Credits at July Tradeshow

Coverings (coverings.com), 
the largest international 
tile and stone exhibition 

and conference in North America, 
has announced a lineup of infor-
mative sessions, some offering 
Continuing Education Units 
(CEUs), for Coverings 2021.

Attendees of the event, taking 
place July 7-9, 2021, in Orlando, 
Florida, can benefit from an ex-
tensive offering of featured ed-
ucational sessions highlighted 
in three tracks: Installation 
& Fabrication, Workforce 
& Profits, and Materials & 
Trends. All of the learning op-
portunities are geared to provide 
eager show-goers with the rele-
vant education they need to excel 
in today’s highly competitive tile, 
stone and design marketplace.

The  Installation & 
Fabrication sessions will provide 
attendees a wealth of informa-
tion regarding industry best prac-
tices and cutting-edge techniques 
in installation and fabrication. 

Select sessions in these catego-
ries include, but are not limited 
to, “Tile Talks with the National 
Tile Contractors Association 
(NTCA),” a lively and interac-
tive open forum moderated and 
coordinated with NTCA techni-
cal trainers, featuring an empha-
sis on issues that are common in 
Florida and the Southeast; “State 
of the Stone Industry,” during 
which attendees can learn first-
hand how industry leaders and 
peers are addressing matters rang-
ing from government regulation, 
competing product challenges 
and forecasting market growth; 
“Trials and Tribulations of Tile 
Installations: A North American 
Perspective,” which will cover 
various tile challenges trade pro-
fessionals have experienced in 
the United States and Canada 
during recent years; “Fabricator 
Forum Breakout Session,” an in-
teractive session geared towards 
fabricators which will include 
technical, business administra-
tion and marketing breakout 

discussion groups; and more. 
“No matter your role in the tile 

and stone industry, whether it be 

NTCA’s Bart Bettiga at NTCA 
Awards Night, Coverings 2019

contractor, installer, fabricator, 
architect, remodeler, or beyond, 
there is a great deal of infor-
mation to gain by attending the 
Installation & Fabrication ses-
sions at Coverings 2021,” said 
Bart Bettiga, executive director of 
the NTCA.

Please turn to page 29

mailto:fhueston%40stoneforensics.com?subject=Hey%20Mr.%20Stone%20Detective
https://www.coverings.com/
https://www.coverings.com/installation-fabrication/
https://www.coverings.com/installation-fabrication/
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EXTEND YOUR

STAY & PLAN A

VISIT TO THE

GRAND CANYON!

ACCOMMODATIONS AT RANCHOS DE LOS

CABALLEROS (2 NIGHTS)

ALL MEALS

WELCOME RECEPTION

SPEAKERS & EDUCATIONAL SESSIONS

NEW PRODUCT ROUNDUP

AWARDS RECEPTION

LEISURE ACTIVITIES INCLUDING A HAYRIDE &

COWBOY COOKOUT

AND MORE!

 

 

REGISTRATION INCLUDES:

 

AT RANCHO DE LOS CABALLEROS

A LUXURY DUDE RANCH IN SUNNY ARIZONA

ANNUAL

CONFERENCE

ANNUAL

CONFERENCE

Saddle Up for ISFA's 

BROUGHT TO YOU BY THE INTERNATIONAL SURFACE FABRICATORS ASSOCIATION

REGISTER NOW AT WWW.ISFANOW.ORG



Slippery rock Gazette July 2021  |  21  

Please turn to page 00

COMMERCIAL  
INTERIOR

Hillsdale College Christ Chapel 
Hillsdale, MI

_____________________

Booms Stone Company
Redford, MI

COMMERCIAL  
INTERIOR

Seminole Hard Rock Hotel & Casino Expansion 
Hollywood, FL

_____________________

Twin Stone Designs & Installations 
Hollywood, FL

Continued from page 18

Judges Comments:
“A mastery of an incredible 
amount of stone all on a radi-
us with different and difficult 
geometry. With all the varie-
gation and veining and all the 
wedge shaped cuts, it takes a 
certain ability and a long time 
to make them look right. 
Craftsmanship and control of 
the natural stone is incredi-
ble. The installer exhibited 
exceptional execution. Con-
gratulations to Twin Stone 
Designs and Installation.”

Judges Comments:
“We appreciated the choice of 
stone size and shape and the 
combination of colors. The exe-
cution was beautiful. Limestone 
columns contrast nicely with 
the marble floors. Pattern and 
jointing are just terrific. It’s in-
teresting to see how ecclesias-
tical work is trending toward 
more color, making tradi-
tional elements more mod-
ern. Congratulations to Booms 
Stone Company. We would also 
like to congratulate Natural 
Stone Institute member com-
pany Bybee Stone Company, 
Duncan G. Stroik Architect, 
North Carolina Granite 
Corporation and Polycor Inc. 
for their involvement.”
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Stone Restoration and 
Maintenance Corner

Bob Murrell 
M3 Technologies
Photos by Bob Murrell

Not every project 
turns out as easy 
as you had hoped 

for. Some are pretty straight 
forward and relatively 
mundane. However, there 
are those that you must actu-
ally have to think yourself 
through. And what I mean 
by that is that sometimes 
you will have to think on 
the fly and just make things 
work, kinda like MacGyver 
(lol).  

Of course, submitting a 
test area to confirm the re-
sults and the procedure, 
like I always recommend, 

coating of some type. You 
know, there are many differ-
ent types of coatings. Some 
are fairly easy to remove 
and others, not so much. If 
the coating is a typical floor 
finish, then the removal 
should not be too hard, with 
exceptions for low lying ar-
eas and how much texture 
the surface has.

Because a surface has a 
texture, coating removal 
by cutting or grinding with 
scrapers, diamonds, and 
other similar methods is not 
applicable. Therefore, the 
use of chemical stripping 
products will be necessary. 
Of course some mechanical 
action will also be neces-
sary, like the use of a brush 
and maybe even a grit-type 
brush. Sometimes a very 
open weave black stripping 
pad can also help.

is definitely advantageous 
and will help to minimize 
unexpected surprises. But 
smaller projects, time con-
straints, and yes, dare I 
say it, a cocky attitude can 
sometimes get in the way of 
good protocol.  

Let’s take some night-
mare examples just to drive 
the point home. So when 
you come upon a floor, say 
slate, crab orchard, or blue-
stone, and the floor has a 

This dilemma presented as a failed acrylic coating on terra cotta tile installation.  
The problem was to completely remove the old coating before applying a  

new coating to achieve the customer’s desired level of shine.

When we are talking 
about urethane and epoxy 
type coatings, they can of-
ten be very stubborn and 
time consuming to remove, 
as well as requiring expo-
sure to dangerous chemi-
cal strippers by personnel. 
I don’t know how many 
times I have found that 
the use of methylene chlo-
ride works better than other 
products. This, however, 
is really bad stuff, if not 
handled correctly. That’s 
why it is getting harder 
and harder to find as many 
states are banning its use or 
at least reducing the avail-
ability of the product.

There are newer (safer) 
soy-based stripper products 
that do work but are not 
quite as efficient as the old 
methylene chloride strip-
pers. There also are, what I 
call, poultice type strippers 
or removers, that I have 
used very successfully on 
several occasions. 

Of course any of these 
stripping methods are nor-
mally very messy, time 
consuming, and necessarily 
a down and dirty physical 
type of work. This there-
fore, translates into an in-
creased cost. Being on the 
floor with a wire brush in 
your hand (with gloves) and 
using a chemical stripper 
is much harder and longer 
work than polishing with 
5X. Surface texture with 

low areas and of course 
the grout lines will most 
always present a stubborn 
issue. 

Let’s not forget that any 
of these stripper products 
must also be disposed of 
properly, according to state 
and local laws. Some states 
are stricter than others re-
garding this issue but gen-
erally speaking, you really 
don’t want to just pour that 
stuff down the drain. That 
would be a definite no-no 
most anywhere and prob-
ably a fineable offense or 
worse. None of us needs 
that kind of problem. And 
another issue is equip-
ment cleanup – don’t forget 
about that. Just sayin…        

Most likely you will need 
the above procedure for 
textured stones that have 

On this project we had to remove — by hand,  using razor blades — layers of 
urethane coatings from a once beautifully polished black marble floor.   

When a job generates poultice removal waste, it must 
be disposed of properly according to federal, state 

and local regulations.

been sealed with a topical 
coating of some sort. That 
is usually where the coat-
ings are found, and some-
times, it is a combination 
of different coatings that 
have been applied over 
the years. However, be-
lieve it or not, I do see the 
occasional polished mar-
ble with an improper coat-
ing applied on it. This can 
be especially true of older 
installations because resto-
ration, and maintenance for 
that matter, wasn’t quite the 
same back in the day. When 
a polished marble became 
dull, typically a wax might 
be applied to help restore a 
little gloss. And sometimes, 
a harder coating has been 
applied.

Onsite Dilemmas

Please turn to page 23
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Stone Restoration & Maintenance Corner

In certain applications, it 
may pay to grind the coat-
ing off, but normally we 
would want to use the least 
aggressive method that 
does the job. If it is a really 
hard acrylic, urethane or ep-
oxy type coating, sitting on 
the floor with a razor blade 
has been required more 
than a few times. You will 
probably have to do corners 
and some detail with this 
method as well. You don’t 
really realize how much 
product there could be until 
you see it curl up in a pile, 
while using your blade. 
Remember to use a good 
razor blade holder and keep 
a fresh blade in as much as 
possible to help efficacy 
and efficiency.

Of course when you get 
the coating off of the mar-
ble, it is then time to fig-
ure out why it was coated 
and develop a plan to re-
store it back to its intended 

beauty. Maybe it was just 
normal foot traffic wear? 
Possibly some scratches 
that whomever decided that 
a coating would disguise? 
In any case, you must have 
the coating properly re-
moved to proceed with the 

restoration. Both diamonds 
(certainly resin type) and 
polishing abrasives do not 
perform as intended on top-
ical coatings.

Regarding terrazzo and 
most concrete, there usu-
ally aren’t any grout lines 

Serpentine flagstone floor after restoration and color 
enhancement, with previous coatings removed.

Remember to do cleanup on your equipment (like this 
floor squeegee) after the stripping process. Stripping 
clogs the channel and reduces pick-up effectiveness.

Poultice paint stripper being applied to serpentine 
flagged floor (see below, left) to remove many years of ap-
plied coatings. It was allowed to dwell for about 48 hours 
prior to removal.

or texture on the surface. 
So most all of the options 
are available for coatings 
removal on these surfaces, 
so it depends on the appli-
cation and desired appear-
ance. There is, however, 
stamped concrete that con-
tains both texture and sim-
ulated grout lines. Stamped 
concrete may be integrally 
colored or dyed so a coat-
ing is normally applied to 
protect this coloring.

The moral of these stories 
is these coatings can be dif-
ficult to remove. In some 
situations, removal may not 
be necessary as just clean-
ing and adding more prod-
uct may be sufficient. If 
the current product has in-
deed failed and must be re-
moved, I recommend doing 
multiple tests with multiple 
stripping chemical agents 
and methods (possibly with 
a brush) before agreeing to 
a price. You don’t want to 

be left holding the bag, es-
pecially on a failed proj-
ect. Also, evaluate whether 
a coating is necessary go-
ing forward. I would defi-
nitely recommend against 
it on most any polished or 
honed surface and even on 
textured surfaces, a color 
enhancer would normally 
be preferred.  

As always, I recommend 
submitting a test area to 
confirm both the results 
and the procedure prior to 
starting a stone or hard sur-
face restoration or mainte-
nance project. Also the best 
way to help ensure suc-
cess is by partnering with a 
good distributor, like BBI, 
that knows the business. 
They can help with tech-
nical support, product pur-
chase decisions, logistics, 
and other pertinent project 
information.

I pray you all stay safe 
and healthy.

Bob Murrell has worked 
in the natural stone industry 
for over 40 years and is well 
known for his expertise in 
natural stone, tile and dec-
orative concrete restoration 
and maintenance. He helped 
develop some of the main 
products and processes 
which revolutionized the in-
dustry, and is currently the 
Director of Operations for 
M3 Technologies.

© MARK ANDERSON. www.andertoons.com

“This thing has totally transformed my dating life!”

Continued from page 22
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Fossilized jellyfish dot sandstone layers in the 
Krukowski quarry. These layers formed over the top 
of older, denser quartz-rich metamorphic sandstone. 
This unique geologic stash of fossils helped to make the 
quarry famous – in more ways than one.

Greener Pastures: Krukowski  Stone Company 
Began as Wisconsin Dairy Farm

Jeff Krukowski and Joanie 
Krukowski-Whitt grew up 
on a small dairy farm, owned 

and operated by their parents. As 
the farm developed new pastures, 
one thing stubbornly stood in the 
way: rocks.

“Everywhere in the fields, there 
were boulders,” recalls Joanie. 
“In order to expand the farm and 
get the land ready, there were all 
these stones.” 

With the pragmatism that’s be-
come famous in the Midwest, the 
family began to view the field 
stones as an asset rather than an 
obstacle. 

“Our parents hand-chiseled 
stones for local masons” says 
Joanie, and in 1978 her brother 
Jeff “took it upon himself to get 
a truck and to start picking those 
boulders.” He found custom-
ers in Chicago, and Joanie offers 
fond memories of the early days. 
“When I was a little kid, I’d ride 
with him into Chicago, I thought 
it was the neatest thing cross-
ing that state line,” she muses. 
“We’re in a rural area, so getting 
out of state was a big deal.” 

“Jeff is my older brother…” she 
explains.

“Wiser, also!” Jeff adds, as they 
both laugh.

“And I’m very impressed with 
what he’s done,” Joanie says.

From Hand-Gathered 
 Stone to Nationwide Sales
Krukowski Stone Company has 

grown mightily since the days of 
a single delivery truck, but it re-
mains a family-centered business. 
In all, six family members work 
in the company: Jeff works along-
side his wife Joyce and their two 
sons, Brad and Chris, and sister, 
Joanie Whitt, and brother-in-law 
Ted Kijak.

Beyond the family members, 
the company employs an addi-
tional 25 people, and works in 
six quarries spanning over 1,000 
acres. The company built a state-
of-the-art fabrication shop and a 
separate splitting facility — to-
taling over 50,000 square feet of 
production space. 

Jeff’s sons oversee much of the 
fabrication; Chris runs the saw 
shop and polishing department, 
while Brad manages the splitting 

shop, shipping department, and 
retail sales. Together they do 
wintertime trade shows, “which 
are nonexistent right now,” adds 
Joanie.

Stretching far beyond its hum-
ble roots of gathering field stone, 
the Krukowski Stone Company 
now ships products throughout 
the U.S., Canada, and beyond.

“We’ve even shipped stone to 
Dubai,” says Jeff. “And Hawaii,” 
Brad adds.

“Oh yeah, Hawaii. Yeah, all 
over!” replies Jeff enthusiasti-
cally. “There’s only about two 
states out of the 50 that we hav-
en’t shipped to,” he adds.

Joanie credits the family’s in-
genuity and persistence for their 
success. “If there was something 
that could be done with this stone, 
Jeff tried it,” she says. “Back 25 
years ago, he went to Europe, be-
cause they’ve been doing stone 
forever; he found great equip-
ment and great companies to 
work with. Now we have the best 
equipment in the industry,” she 
says proudly.

Aqua Grantique
Krukowski Stone Company 

quarries two distinctly different 
stone types, but the quarries are 
only a mile apart.  

Aqua Grantique is their best 
seller; it’s a dark grey metamor-
phic rock, infused with a greenish 

blue color and ribbons of white. 
“That blue color, nobody else 
seems to have it,” says Brad. “To 
me it’s really unique. When we 
do trade shows, it’s the first thing 
people look at.”

When polished, Aqua Grantique 
is nearly black, which sets off the 
lighter colored veins and lively 
movement. But in its unpol-
ished state, the stone reads as soft 
greenish grey with a subtle spar-
kle – an entirely different charac-
ter than the high-contrast patterns 
in the polished stone. It’s dense 
and durable, allowing it to with-
stand freeze-thaw cycles, saltwa-
ter, and other forms of abuse. 

Karin Kirk 
usenaturalstone.com
Diagrams © Karin Kirk.
Photos Courtesy Krukowski Stone

Thanks to the hard work of re-
cent glaciers, boulders of Aqua 
Grantique dot the property. 
These are popular to use as land-
scaping elements, especially 
Asian themed gardens. The un-
usual blue-green color lends it-
self to water themes, “We do lots 
of ponds,” says Jeff. The stone 
has been used in public gardens, 
commercial installations, and 
high-end private projects. 

Quartz Sandstone
The company’s quartz-rich 

sandstone comes out of the 
quarry as either slabs or blocks. 
Sandstone blocks can be used in 

the naturally-layered shapes that 
come out of the quarry, or can be 
split or sawn into various prod-
ucts. “We grade it in the quarry 
for potential use: flagstones, ran-
dom dry wall, veneer stone, or 
stair treads,” says Joanie.

The quartz sandstone is an 
overall cream color, with darker 
shades of chocolate brown, or-
ange, and tan on the weathered 
faces. The natural colors are 
sorted into different blends, to 
create either uniform coloration 
or mixtures of different hues, de-
pending on the aesthetic style of 
the project.
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Centralized benchmark software developed specifically for our organization & industry.

Helps you gauge and grow your business based on peer-to-peer comparisons.

Financial insights into Sales Mix, Direct & Indirect Labor, Direct Material Costs, SG&A
Expenses, FTE, Rework, Wages and more...

Data storage for future reporting analytics.

WHAT'S IN IT FOR ME?

Become a Member and take advantage of our upcoming Benchmarking Program. 
 See where your business excels and where improvements could be made.

Thanks to Our Sponsors

www.rockheadsusa.com | Jon Kaplan 216-310-1569

From left:  Brad, Jeff and Chris Krukowski in the quartz 
sandstone quarry, where extremely rare jellyfish fossils 
have been discovered.

Krukowski 
Stone

Continued from page 24 

prominent rock types in south-
ern Wisconsin, but in the north-
ern part of the state, it was wiped 
away by erosion, once again ex-
posing the ancient metamorphic 
rocks. But a few protected loca-
tions were overlooked by the ero-
sive forces of water and glacial ice, 
and isolated pockets of sandstone 
were left behind. The Krukowski 
quarry is one such place. 

The quarry has gained celebrity 
status amongst geologists, as it’s 
home to an extremely rare stash of 
fossils… of jellyfish. As you can 
imagine, a jellyfish is not an easy 

billion years, as it turns out.
Aqua Grantique is what ge-

ologists call a meta-volcanic 
rock. It once was molten magma 
that cooled and solidified into a 
dark-colored lava rock like ba-
salt or gabbro. Later, the rock got 
buried, compressed, and heated, 
becoming a metamorphic rock 
through these processes. The high 
pressures of the subterranean en-
vironment created the stone’s 
wavy texture and chemical reac-
tions gave rise to new minerals 
and colors. 

By the end of Precambrian 
time, around 500,000 years ago, 
the tectonic action that created 
Wisconsin’s diverse collection of 
rocks had calmed down, and the 
landscape of Wisconsin had been 
eroded down to a fairly flat plain. 
During the Cambrian period, sea 
level began to rise and waves 
lapped onto the landscape, cre-
ating a beach. The geologic sig-
nature of encroaching seas is the 
same, no matter when and where 
it occurs: a layer of sandstone. 
Thus, a layer of fresh sandstone 
was laid down on top of the old, 
contorted metamorphic rocks. 

This Cambrian sandstone layer 
is one of the most common and 

Krukowski’s manufacturing fa-
cility sits in between the quarries, 
putting everything in close prox-
imity. “Logistically it’s a great 
thing,” says Joanie.

Northern Wisconsin’s
Old Rocks

Although the quarries are only 
a mile apart, they’re separated by 
more than 1 billion years of geo-
logic time. Aqua Grantique is one 
of Earth’s truly ancient stones 
– around 1.8 billion years old. 
The quartz sandstone is a rela-
tive newcomer a mere half billion 
years old. How did such different 
stones end up right next to each 
other?

Northern Wisconsin is largely 
made up of rocks that are more 
than one billion years old, dat-
ing back to the Precambrian Era. 
These rocks contain geologic sig-
natures of the comings and goings 
of mountain ranges, continents 
rifting apart, new landmasses 
adding on, and periodic volcanic 
eruptions. A lot can happen in a 

thing to fossilize, since it doesn’t 
have teeth, bones, or any durable 
body parts. But sure enough, cer-
tain sandstone layers in the quarry 
are dotted with round imprints 
of jellyfish that got stranded on 
the beach as the tide went out. 
The discovery made the cover 
of Geology, a high-profile sci-
entific journal, and helped scien-
tists learn more about the fauna of 
Cambrian seas.

It also made the quarry famous. 
“We get bombarded with phone 
calls,” says Joanie. “People are 
always asking, ‘Can we come see 

your fossils?’” Due to ongoing 
quarrying activity, fossil-hunting 
is not permitted.

American Stewardship
In an era when so many prod-

ucts are made overseas, the 
Krukowski family prides itself 
on its local roots. “We are one 
of the few companies in the U.S. 
that make countertop slabs,” says 
Joanie. Jeff adds, “But it costs 
ten times as much to produce in 
America as it does in Brazil, or 
India, or China.”

Please turn to page 28
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The Slippery Rock Marketplace

www.wehausa.com
info@wehausa.com

1-877-315-4761

We produce durable, easy-to-use stone 
processing and handling equipment that 
will help the stone fabricator increase 

production while decreasing costs.
www.rye-corp.com

MADE IN THE USA FAB KING • HUSKY • PRISM MITER  
RENEGADE • RYDRATOR • TILT-A-SLAB

Fast. Flexible. Financing.
Ascentium.Info/Rock2021

Financing dependent on credit parameters. 
Loans made or arranged pursuant to a California Financing Law license.

Financing dependent on credit parameters.
Loans made or arranged pursuant to a 
California Financing Law license.

BBIndustriesLLC.com

800-575-4401

Save BIG on  

Hercules stone  

transport solutions.

www.NoLiftSystem.com
503.212.4034

Sales@NoLiftSystem.com

Visit our website for pricing
and more information

#NoLiftSystem

See the No Lift System 
in action on YouTube!

See the No Lift System 
in action on YouTube!

LOWER INSTALL COSTS

INCREASE PRODUCTIVITY

REDUCE INJURIES

www.sinkits.com     (417) 374-7373     info@sinkits.com

Patented Undermount Sink Clips
FAST. SIMPLE. SECURE.

STRONGER. SAFER. SMARTER.

ECONOMY TRANSPORT CART
ETC-8448

WWW.GROVES.COM    SALES@GROVES.COM    800.991.2120

The unmatched 
quality and durability 
of Makita products 
have earned the 
trust of professional 
users worldwide. www.makitatools.com

Makita 9565CV SJS
5” Industrial VS Grinder

Omni_SRG_AT2_Marketplace_AD_v2_120820

ALWAYS AMERICAN.

omnicubed.com (530) 748-3120

ENGINEERED. MACHINED. ASSEMBLED.

TRENCH DRAINS • PITS • RAMPS • BRIDGE SAW WALLS 
FLOORS • JIB CRANE FOOTINGS •MACHINE FOUNDATIONS

CALL 877.999.1175 or 404.543.0446
ROCKCRETEUSA.COM SALES@ROCKCRETEUSA.COM

 Specifically designed for safety

	Every product is  
 individually tested and 
 approved before shipping

	USA Manufacturer 
 Complies with ANSI standards	

Visit WPG.com or call 800.548.7341 
for more information on WPG’s  

stone-handling products. 

WOOD’S POWR-GRIP®  
VACUUM LIFTERS & HAND CUPS

https://fabricatorscoach.com/

https://fabricatorscoach.com/

It starts with 
a free 
assessment...

Ed@FabricatorsCoach.com   864-328-6231 
www.FabricatorsCoach.com

“Every fab shop owner deserves 
to have a business that makes 
you money and also allows you 
time to enjoy it...”

GET YOUR ASSESSMENT

Product Spotlight: 
Weha Large Shop Cart

There’s a space of 10 
inches between the sup-
port bars next to the surface 
deck for an additional stor-
age area, perfect for back-
splashes. Just slide a board 
in and you can set the back-
splashes on top. This will 
allow you to keep the entire 
job or two on one Shop Cart 
throughout the fabrication 
process.

The load height dimen-
sions of the Weha Large 
Shop Cart is 54 inches. For 
any size island or full slab, 
it will ride super safe with 
very little stress on the stone 
hanging above.

As a little bonus, the 
Weha Large Shop Cart 
comes with a plastic stor-
age bin for a tape measure, 
pens, markers, etc to keep 
with the cart.

The Weha Large Shop 
Cart ships disassembled 
for compact shipping. For 
more information con-
tact sales@wehausa.com, 
or their authorized dis-
tributor’s website, www.
BBIndustriesLLC.com .

Regular shop cart compared 
to Weha Large Shop Cart

When fabricating 
larger, more 
fragile pieces of 

stone, you need to have as 
much support as possible 
when moving it around the 
shop. And as the stones get 
larger – over 10 feet, and 
taller,  up to 80 inches – 
those oversized slabs need 
a larger cart than the tradi-
tional dry wall shop carts. 

The Weha Large 
Fabrication Shop Cart was 
made specifically for this. 
But, of course, it will take 
care of all the shop needs 
for moving marble, granite, 
quartz, quartzite, onyx, por-
celain, sintered stone, and 
anything else that comes 
through the shop.

The Weha Large Shop 
Cart is made out of 1-1/2 
inch-diameter pipe with 3 
bolted support bars to han-
dle the weight of the stone.

The surface deck is 53 
inches long by 1 inches 
deep. The surface deck also 
comes with a white rubber 
mat.
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The Slippery Rock Classifieds

Join Us 
Each Month!

For your subscription requests, 
address changes, and

FREE CLASSIFIEDS    
visit www.slipperyrockgazette.net

Visit www.stoneforensics.com

Become a Stone & Tile Inspector
Stone Forensics is now offering its 

popular Stone Inspection Seminar as 
an affordable, self guided PowerPoint 
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

Visit www.stoneforensics.com

Troubleshooting 
pitting and spalling, 
moisture and rust 
damage will be 
covered in Dr. Fred’s 
4-day, in-depth 
class.

For Sale

Articulating Jib Crane. The Jib Crane 
reach is 18 feet, the height is 6 feet. It is 
in good working order. The crane does 
not have a foundation. Located in north-
west Indiana – shipping is by others. 
Upon request pictures can be sent. Asking 
$5,000. Call 708-646-2624, lentingt7@
gmail.com .

___________ 

Rock Drills and Jack Hammers. Fire 
sale, numerous Chicago Pneumatic, Thor, 
Atlas drills assorted sizes, 60 & 90 lb. 
hammers w/ bits.750.00 takes all. Photos 
on request.  Contact: Michael Jamieson, 
845-671-9040,  Mijoroc@icloud.com .

___________

Equipment. Ghines 3 phase Sector router 
Parks Wizard Deluxe (2004) Best offer on 
both Pittsburgh PA. Area.  Contact: John 
Marziale, 1-724-272-3801.

___________ 

Help Wanted

The Wild West is Calling for Digital 
Templaters and Stone Industry 
Professionals! Digital Templater and 
other positions available in the Colorful 
Colorado Rocky mountains! An industry 
leading Granite, Marble, and Quartz fab-
ricator and installer based in Colorado 
Springs, Colorado, is seeking talented 
candidates for numerous full-time posi-
tions. Candidates with Proliner and Stone 
Industry experience are encouraged to 
apply! Please e-mail Morgan Hanes at  
morgan@planetgranite.us for inquires 
about job openings!   

___________

HIRING STONE FABRICATORS & 
INSTALLERS. Alpha Stone Designs is 
a busy fabrication shop in South West 
Florida. We are looking for experi-
enced fabricators and installers, full-
time.  Offering top $$$ 20-30 per hour. 
Apply in person: 4723 Exchange Ave, 
Naples, FL 34104. Contact: Bill Brisc,  
239-530-0400, alphastonedesigns@
earthlink.net .

___________

URGENT: HIRING STONE 
FABRICATORS & INSTALLERS. 
Triple D Marble and Granite  is a busy 
fabrication shop in South Florida. We 
are looking for full-time employees 
who have experience and positive atti-
tude. Offering top $$$ 20-30 per hour. 
Apply in person: 931 NW 12th Avenue 
Ft. Lauderdale, FL 33311. Contact: 
Rosalia Di Giovanni,   954-536-0407, 
accounting@tripledmg.com.

___________

Fabricator Help. Looking for stone fab-
ricator for exterior stone in North NJ. 
Looking for experienced person work-
ing on bridge saws and routing tools, 
bluestone, limestone, sandstone, rock-
facing and thermaling stone.  Please 
send email to Todd Zecher,  201-376-
7606, toddz@bergenbrick.com.

___________

Laser Templator. Create digital tem-
plates using a LT-55 XL Laser Template 

System and assemble templates that 
would serve as exact dimensions for 
the stone/granite/marble applications, in 
conjunctions with the job specifications. 
Spaces can be measured in AutoCAD. 
Drawing must be verified and mak-
ing sure that all structures are prepared 
to accept the chosen medium. Must be 
able to email the PDF & DSX files to 
the office for approval and fabrication. 
Contact: Anthony Fimiani, 216-310-4324, 

afimiani@firenzastone.com.
___________

Natural Stone Fabricator. This position 
will operate machinery or use power 
tools to assemble product according 
to specification. Operate power equip-
ment to move product around in the 
warehouse or production line, put prod-
uct away in the warehouse, or unload/
load product. Review and confirm job 
packet specifications and drawings. 
Correct defects identified by a quality 
inspector. Learn and demonstrate skill 
on new equipment; become certified.  
Contact: Anthony Fimiani,  216-310-
4324, afimiani@firenzastone.com.

___________

Looking for Templator. We have a job 
opening for a laser templator. We are 
a fast-paced, friendly environment! We 
are a full digital shop running two water 
jets and two CNC routers. We average 
40 to 50 kitchens a week. We currently 
have two templators and are looking 
to add our third. The position qualifies 
for paid vacations, 401K and insurance 
opportunities. Email resume to David 
Klimis at klimis2@yahoo.com, or call 
901-870-4475 for more information.

___________

Equipment Wanted

Water Recycle System. Looking for sys-
tem to recycle water for limestone fabrica-
tion shop. Filter press or clarifier system. 
Please call Jeff Kohmann, 330-575-3871 
or Email  jeff@rocksolidcutstone.com. 

___________

Cross Cut Saw. Looking for cross cut 
saw for cutting 45 degree angles on stone 
and porcelain, must have ability up to 3 
cm thickness and length of 6 ft, looking 
to make steps and drop edge coping!!! We 
are located in North NJ. Contact: Todd 
Zecher, 201-376-7606,  toddz@bergen-
brick.com. 

Ads not meeting guidelines will not 
be published. 
•To submit a print or online classified 
ad, use the online form at www.
slipperyrockgazette.net/listingform – 
you will be sent a confirmation email. 
Send other ad inquiries to publisher@
slipperyrockgazette.net.

•Maximum of 70 words or less per ad. 
All classified ads must be typed–No ads 
taken over the phone–No exceptions. 

•Please review all your ad info before 
submitting – The Slippery Rock is not 
responsible for ads submitted with the 
wrong contact info or content.

2021 Classified Ad Deadlines

Classified Ad Guidelines

Issue Ad Submission Deadline

August 2021 Friday, June 25, 2021

September 2021 Friday, July 23, 2021

October 2021 Friday, August 20, 2021

WANTED
Benetti belt saw 
for use in quarry, 
with or without 
tracks, Running 
or not running.

Contact Mike Solari
Phone: 802 770 2994
mike@vtverde.com

HELP WANTED
Quarry Apprentice

Vermont Verde Antique’s Rochester quarry 
is looking people interested in a challeng-
ing and rewarding career in the dimension 
stone business. No experience necessary, 
basic construction experience is desired. 
We will provide training in quarry tech-
niques, equipment operation and safety 
procedures. This is a full-time position with 
many opportunities for advancement with 
a growing company involved at all levels of 
the stone business. 

Contact Mike Solari
Phone: 802 770 2994
mike@vtverde.com

HELP WANTED
Manager

Vermont Verde Antique’s Rochester quarry 
is looking for a full-time quarry manager. 
V VA is a growing multifaceted company 
involved in quarrying, distribution and 
advanced fabrication of stone products. 
We are seeking an organized and energetic 
individual looking for an exciting career. 
A background in the construction indus-
try is essential, will train in quarrying and 
safety procedures. Compensation and 
benefit package based on experience and 
performance. 

Contact Mike Solari
Phone: 802 770 2994
mike@vtverde.com

•132 TON SPLITTING FORCE 
*CHOICE OF CONVEYOR DIRECTION

•18.9” BLADE LENGTH
•17.72” SPLITTING HEIGHT
• 11 KW PUMP UPGRADE 
• 4.44” PER SECOND DESCENT  
• 4.98” PER SECOND RETRACT              
• REINFORCED 13.12’ LONG CONVEYOR w/ HIGH SIDEBOARDS
• 39.37” WIDE, 37.4” HIGH, 3.94” PER SECOND SPEEDS
• TESTED and PRESSURES SET PRIOR TO SHIPMENT
• $49,800.00 USD SPLITTER w/o CONVEYOR

www.ApexEquipmentInternational.com

 (518) 499-0602 
ApexEquipIntl@Aol.com

IGLOO 120 480 X 450
w/SHERPA T4L*  

Call for Current Pricing
Whitehall, NY    

Call 321-514-6845 

Used Bridge 
Saw Wanted

BB Industries is looking for a used 
bridge saw to set up a dedicated 
testing area. If you have a bridge 
saw in good condition located in 
the EAST TENNESSEE area and 
you’re upgrading your shop, BBI can 
take it off your hands! 
Please call Andrew Geronimo 
at 800-575-4401, a.geronimo@
BBIndustriesLLC.com and make a 
reasonable offer. We’ll pick it up.

mailto:lentingt7%40gmail.com?subject=Jib%20Crane%20For%20Sale
mailto:lentingt7%40gmail.com?subject=Jib%20Crane%20For%20Sale
mailto:Mijoroc%40icloud.com?subject=
mailto:morgan%40planetgranite.us?subject=
mailto:alphastonedesigns%40earthlink.net?subject=Help%20Wanted
mailto:alphastonedesigns%40earthlink.net?subject=Help%20Wanted
mailto:accounting%40tripledmg.com?subject=
mailto:toddz%40bergenbrick.com?subject=Fabricator%20Help
mailto:afimiani%40firenzastone.com?subject=
mailto:afimiani%40firenzastone.com?subject=
mailto:klimis2%40yahoo.com?subject=
mailto:jeff%40rocksolidcutstone.com?subject=Water%20Recycle%20System%20Wanted
mailto:toddz%40bergenbrick.com?subject=
mailto:toddz%40bergenbrick.com?subject=
mailto:publisher%40slipperyrockgazette.net?subject=
mailto:publisher%40slipperyrockgazette.net?subject=
mailto:mike%40vtverde.com?subject=Hep%20Wanted%20-%20Manager
mailto:mike%40vtverde.com?subject=Hep%20Wanted%20-%20Manager
mailto:mike%40vtverde.com?subject=Hep%20Wanted%20-%20Manager
mailto:a.geronimo%40BBIndustriesLLC.com?subject=
mailto:a.geronimo%40BBIndustriesLLC.com?subject=
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Continued from page 25 

“We have a can-do, will-do at-
titude,” says Joanie, but the sen-
timent is already completely 
evident. 

Brad and Chris both became 
first-time fathers in September, 
a happy development for every-
one. “And as soon as those kids 
can walk I’m going to teach both 
of them how to do bookkeeping,” 
Joanie laughs, “and answer the 
phone!”

The pandemic has driven a major 

Joanie reflects on the arc of her 
career as a woman in the stone in-
dustry. “They look to the man to 
answer the question,” she says, 
recalling instances where her 
expertise was overlooked. “It’s 
been a big struggle at times, but 
it’s getting better.” She credits 
programs like Women in Stone 
to help encourage a more diverse 
workforce in the industry. “Plus, 
I’m older and more confident 
now,” she says. 

The upside of American pro-
duction is that the higher la-
bor costs translate to good local 
jobs, and the shorter shipping 
distance helps offset the higher 
price of production compared 
to an imported stone. “It’s more 
cost effective, freight-wise,” says 
Joanie.

Local architects appreciate that 
Krukowski stone earns LEED 
credit for locally-sourced mate-
rials, and customers are drawn to 
the stone because it’s American-
made. “We should all try to sell 
‘Made in the USA,’” Joanie says.

The family has adopted numer-
ous sustainability measures, not 
to bolster a green image for their 
brand, but simply out of a long-
standing tradition of not being 
wasteful. 

“We use everything, from end-
to-end, once we quarry it,” says 
Brad. Smaller rock fragments are 
crushed into landscaping chips or 
a DOT-approved road base. 

Cardboard gets reused as corner 
protectors for shipping stone, and 
shredded office paper is mixed 
with molding plaster to secure 
blocks during the sawing process. 
Broken pallets are repaired, and 
new LED lights illuminate the 
manufacturing and office spaces. 
Saws are used during off-peak 
hours whenever possible.

Joanie summarizes their out-
look: “We were green before 
green was a term. We’ve al-
ways done everything we could 
to be very responsible with the 
environment.”

‘Can-do, Will-do’
One thing that’s abun-

dantly clear when talking to the 
Krukowski family is their abil-
ity to work hard. Even while run-
ning their stone business, they 
still tend the family farm. “Jeff 
grows corn and soybeans and 
raises beef cattle,” says Joanie. 
Undaunted by Wisconsin’s bitter 
climate, they quarry right through 
the winter, “as long as it’s above 
10 degrees,” says Brad. The team 
appears easygoing and collabo-
rative, though allegiance to the 
Green Bay Packers vs. Chicago 
Bears causes an occasional in-
tra-family dust-up.

upswing in sales, so it looks like 
the Krukowski family won’t get 
to rest on their laurels anytime 
soon. “Our retail sales went up 
200 percent last year,” says Brad. 
By late January, they had already 
received enough orders to carry 
them through the end of 2021. 
“We just got a 15,000 square foot 
job ten minutes ago,” says Brad.

Joanie chimes in, “Yeah, you 
never know what that next call is 
gonna be.”

Karin Kirk is a geologist and 
science educator with over 20 
years of experience and brings a 
different perspective to the stone 
industry. Karin is a regular con-
tributor to usenaturalstone.com 
and the Slippery Rock Gazette. 
Contact her at karinkirk@gmail.
com .

Note:  This article is part of a 
series about American quarries. 
If you work for a quarry that’s 
a member of the Natural Stone 
Institute and you’d like your 
quarry to be featured here,  con-
tact Karin Kirk. Thank you!

Cambrian Cream thermal fin-
ish, and Sandy Creek Highland 
Brown from Krukowski Stone 
Company combine for this mod-
ern construction project.

Krukowski 
Stone

Below: This busy quarry is the 
source of the unique Aqua 
Grantique blue-grey limestone. 
Thanks to glacier action, boul-
ders of Aqua Grantique dot the 
area.
Left: Wire saw powers through a 
block of quartz sandstone.
Right: Traditional fieldstone con-
struction shows off the beauty 
and versatility of this dense, di-
mensionally stable sandstone.

http://usenaturalstone.com
mailto:karinkirk%40gmail.com?subject=American%20Quarry%20series-%20Krukowski%20Stone
mailto:karinkirk%40gmail.com?subject=American%20Quarry%20series-%20Krukowski%20Stone
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The Workforce & 
Profits  sessions are de-
signed to help attendees 
discover new and success-
ful business practices and 
tactics to better grow and 
manage their business. 

Workforce & Profits 
sessions that should not 
be missed at Coverings 
2021 include, “Recognize 
the Problem–Identifying 
Sales & Marketing 
Misalignment,” which will 
emphasize the importance 
of synergy and coordina-
tion between sales and mar-
keting teams; “Managing a 
Family Business,” a robust 
panel discussion addressing 
challenges and best prac-
tices when running a fam-
ily business; “Hard Surface 
Industry Town Hall,” 
which will be conducted by 
industry leaders and review 
key topics essential for 
the growth of natural hard 
surface products, includ-
ing tile, natural stone and 
wood flooring; and “How 
to Increase Business Leads 
and Secure New Projects 
Through Material Bank,” 
a discussion with experts 
from Material Bank, the 
world’s largest building 
material marketplace, with 
many insights about how to 
generate leads and evolve 
with changes in the market.

“The Workforce & Profits 
sessions offer real take-
aways, practical labor solu-
tions and techniques for 
maximizing bottom-line 
profits,” said Rick Church, 
executive director of the 
Ceramic Tile Distributors 
Association (CTDA). 

Coverings Offers Educational 
Sessions at July Tradeshow

Artisan Group Announces 
 Stone Sourcing Program 

with ASG
The Materials & 

Trends sessions will focus 
on the breathtaking world 
of tile and stone. Select ses-
sions will include, “Global 
Tile Trends,” a highly-an-
ticipated and popular an-
nual discussion among 
international tile experts to 
explore the latest trends and 
projects, pointing to where 
the tile industry is headed 
next; “Designer Talk: Don’t 
Fake It When You Make It–
Reasons to Choose Natural 
Products,” which will ex-
plore the use of natural 
products as a key building 
material; “Environmental 
Responsibility, Human 
Wellness, Resilience – Hot 
Topics in Green Building 
and How the Tile Industry 
Fits,” an exploration of how 
green building principles, 
rooted in conservation, cli-
mate change awareness 
and bio diversity, have 
grown to now accept the 
idea of human wellness; 
“Plastic Based Materials 
(PBM)– Safety and 
Performance Issues with 
Not So Luxurious Vinyl 
Tile (LVT),” a session that 
will discuss performance 
and health issues associated 
with plastic flooring such as 
LVT; and others.   

“Coverings 2021 
Materials & Trends sessions 
are designed to inspire, in-
form and educate attend-
ees in today’s fast-paced 
design industry and busi-
ness climate,” said Alena 
Capra, Certified Master 
Kitchen & Bath Designer 
and Coverings spokesper-
son. “Because so many of 
the sessions offer compli-
mentary CEUs, the ses-
sions at Coverings 2021 are 
can’t-miss opportunities.”  

Coverings’ robust edu-
cational offerings span all 
industry segments with 
comprehensive learn-
ing objectives and results. 
Attendees are advised 
to review the Coverings 
2021 schedule to see all 
Coverings’ complimentary 
education sessions.

Alena Capra, Certified Master Kitchen & Bath Designer 
and  Coverings spokesperson, shown in photo from 
Coverings 2018. 

Visit the Coverings web-
site for more information 
about onsite and virtual 
opportunities taking place 
during Coverings 2021. 

“If liberty means 
anything at all, 

it means the right 
to tell people 

what they do not 
want to hear.” 

–George Orwell.

The Artisan Group has announced a new natural stone 
program with Architectural Surfaces Group (ASG). 

This program helps members by providing a common pal-
ate of the most highly used natural stone colors to mem-
bers at significant savings.  For information on joining the 
Artisan Group please contact Jon Lancto jonl@artisan 
counters.com or go to Artisan-Counters.com .

For more information on 
Coverings 2021, please visit 
coverings.com.

https://www.coverings.com/workforce-profits/
https://www.coverings.com/workforce-profits/
https://www.coverings.com/materials-trends/
https://www.coverings.com/materials-trends/
https://www.coverings.com/schedule/
https://www.coverings.com/schedule/
mailto:jonl%40artisancounters.com?subject=
mailto:jonl%40artisancounters.com?subject=
http://Artisan-Counters.com
https://www.coverings.com/
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Automatic Dry DustAutomatic Dry Dust
Collection BoothsCollection Booths

Are you compliant with OSHA Crystalline Silica rules and guidelines?

Visit your preferred Weha distributor to purchase • more info at www.wehausa.com

ALSO AVAILABLE Wet Dust Collection Booth Water WallsWet Dust Collection Booth Water Walls
The Filter Project Wet Dust Collection Booth Water Wall Dust collector is 
an all aluminum, heavy duty, wet dust collector designed to trap 90% of 

dust from Granite, Marble, Engineered Stone, Quartz, Quartzite, and other 
airborne particles.

The Filter Project Water Dust Collection Booth comes with a 3 ft (1 meter) 
extension enclosure that provides additional dust control and great vacuum 
efficiency. 6 ft (2 meter) extension enclosures are available as options.
Filter Project Water Wall Dust Collector are available in 10 FT (3 meter) and 
13 FT (4 meter). 6.5 FT (2 meter) available by special order only.

*Noise levels: 60 dB - Normal Conversation; 70 dB - Toilet Flushing/Vacuum Cleaner; 80 dB - Heavy Traffic/Noisy Restaurant

DESCRIPTION SUCTION LENGTH TOTAL LENGTH WIDTH HEIGHT WEIGHT POWER 220
3 PHASE

ASPIRATION DUST
EFFECTIVENESS

NOISE LEVEL
DECIBELS

10 FT
3 METER 115” 128” 43” 96” 858 lbs 4 hp 9417 CFM 99.99% 67 dB*

13 FT
4 METER 155” 179” 43” 96” 1100 lbs 8 hp 18834 CFM 99.99% 67 dB*

• Traps 99.99% of airborne dust and particles
• Automatic self cleaning system
• Easy to dump dust collection drawers
• Easy ON/OFF buttons
• Easy to use control panel
• 13’ has dual motors / 10’ has 

single motor
• Comes with a 3 foot 

extension box for focused 
suction

• Comes fully assembled; just connect to power

Filter Project Dry Dust Collector Booths Filter Project Dry Dust Collector Booths 
are designed to traop 99.99% of dust from are designed to traop 99.99% of dust from 
granite, marble, engineered stone, quartz, granite, marble, engineered stone, quartz, 

quartzite, and other airborne particles.quartzite, and other airborne particles.
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Stick With
“We’re Adhering to the BEST Industry Standards”

Superior Gold

Polyesters

Akemi Platinum

Vinyl Esters

Cartridges

Hot Stuff

Epoxies

We offer a 30-day, unconditional, money-back, satisfaction 
guarantee on all of our stocked consumable products.

Call BBI for ALL Your Adhesive Needs and
We’ll Help You Keep It Together!

YOU NEED IT

WE HAVE IT!

Coverings #5412

C is for Cookie, 
G is for Geode

When cleaved in two, the pit-
ted, oval stone exposed a 

startling crystal formation inside. 
A cross-section of the blue quartz 
bears an uncanny resemblance to 
the beloved blue cookie-chomping 
Sesame Street character.

The agate was recovered from the 
Rio Grande do Sul region of Brazil 
by gemologist Lucas Fassari, 33, in 
November 2020.

Mike Bowers from California, 
who specializes in such rocks and 
now possesses the stone, said due 
to its rarity, the object could be 
worth as much as $10,000.

Footage of the cute crystals has 
been viewed more than 630,000 
times since being uploaded to so-
cial media by Bowers.

“I think this is probably the most 
perfect Cookie Monster out there. I 
have seen others but here you have 
it complete on both sides,” Bowers 
said.

“This is very unusual. There are 
a few famous agates out there: the 
owl, the scared face. There are 
many approximate ones but it is 
rare to find one so well defined 
like this.

“Prices can be very high. I was 
proposed over $10,000 by five dif-
ferent buyers.”

Agate can be found across the 
globe in areas where ancient lava 
beds have settled in a cavity. The 
cause of the crystal formation in-
volves the rock’s hard outer layer 
being penetrated by liquid, often 
with silica, which solidifies in dif-
ferent layers. These often cause the 
interesting patterns within.

While mother nature is indeed 
capable of wondrous creations, this 
rare stone seems to betray a warm  
sense of humor.

This unassuming lump of rock hid 
an amusing secret inside, bordering 

on the absurd. The blue quartz 
interior is a doppelganger for the 

Cookie Monster. Nom!
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*Freight charges may apply

Call 1-800-575-4401 or Order Online  www.BBIndustriesLLC.com

Get a Hercules 
A-Frame
for only

$22400

Item# 6698

Legendary Strength

LESS THAN

$1,150/MO

with our  

easy financing*

Cuts 45° 

Miters!
The Husky Bridge Saw’s 
controls are easy to use! 
You can operate the saw 
using the control panel 
and the wireless remote 
at the same time.

MADE IN THE USA

Distributed by:

www.BBIndustriesLLC.com u Sales: 800-575-4401 & 865-310-5416 
 RYE-Corp Customer Service: 865-988-3823

YOU NEED IT

WE HAVE IT!

Coverings 5412
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